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1. INFORMATION FOR PROPOSERS 

A. General Information: The Port Authority of New York and New Jersey 

The Port Authority of New York and New Jersey ("Port Authority" or '*the 
Authority") is a body corporate and politic created by Compact between the States 
of New York and New Jersey with the consent of the Congress of the United 
States. The Port Authority, together with its wholly-owned subsidiaries, provides 
the region with integrated transportation and trade services and operates facilities 
in connection therewith, including, but not limited to, three major regional 
airports, interstate traffic through four bridges and two tunnels, a bus terminal, a 
bus station, the PATH rapid transit system, the AirTrain systems, the Hoboken-
Lower Manhattan ferry service, and certain New Yoric-New Jersey port faciUties. 
The Port Authority owns The World Trade Center site and is currently developing 
The World Trade Center Transportation Hub as part of the site's redevelopment 
and Lower Manhattan reyitalization. 

The Port Authority is hereby seeking proposals from qualified finns to provide 
advertising and other development opportunities as more fully described herein. 

The Port Authority is soliciting under this proposal the widest possible range of 
companies to propose a total solution or segmented solution(s) to maximize 
revenue to the Authority. 

Partnerships and joint ventures will be considered and the Port Authority reserves 
the right to award multiple contracts for the Scope of Work under this Request for 
Proposal. 

B. Summary of Scope of Work 

The Port Authority of NY & NJ is soliciting proposals for the broadest possible 
range of Advertising, New Media, Specialty Media, and any other related Out-of-
Home Advertising concepts to generate maximum revenue for the Port Authority 
from non-toll and fare sources. The qualified Contractor shall propose a creative 
and complete package of non-traditional, out-of-home and outdoor advertising 
concepts, and shall be responsible for the entire development and implementation 
of these concepts, including but not limited to: physical design, construction, 
installation, and maintenance of the advertising infrastructure developed by the 
Contractor, as well as any other advertising infrastructure that shall be made 
available to the Contractor imder this Contract. The Contractor shall adhere to the 
Port Authority's guidelines with respect to advertising content. The Contractor 
shall secure all necessary clearances, permits, zoning approvals, and permissions 
required for the production of new advertising revenue under this Contract, 
whether for physical construction and installation, intellectual property, legal and 
usage rights, or any other related approvals necessary for the execution of work 
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under this Contract. This offering includes, but is not limited to: outdoor 
advertising spectaculars, wallscapes, electronic media, public information 
displays, billboards, "new" and "specialty" media, banners, posters, and other out-
of-home and non-traditional advertising media, including media formats not yet 
developed. 

The Contractor shall sell advertising space for all locations and media 
applications covered under this Contract, and have frill responsibility for all 
advertising installations to be developed at Port Authority facilities (the facilities 
are listed in Attachment D) and on Port Authority property. The successfiil 
Proposer shall be expected to focus on: (a) creating a complete package that 
maximizes revenue by turning non- and under-performing assets into revenue 
generators; (b) enhancing the Port Authority's unage; (c) taking into full 
consideration the operational and safety requirements of the Port Authority's 
facilities; and (d) respecting the best interests of the Port Authority's customers 
and the public. The Contractor shall provide designs for instellations that achieve 
aesthetic excellence, and that are compatible within the physical and operational 
context of the Port Authority's facilities and operations. All advertising and 
media contract agreements with respect to the Scope of Work contained herein 
shall be between the Contractor and the advertisers. 

The Port Authority is willing to consider traditional and non-traditional 
compensation proposals in keeping with the innovative and cutting edge nature of 
the work to be performed under the Scope of Work. Compensation proposals 
could include revenue shares of all gross advertising agreements executed under 
this contract, standard fee tables for pre-determined activities, sliding revenue 
share scale based on the value of individual advertising agreements or a Minimum 
Annual Guarantee (MAG) with a percentage of gross revenues over and above the | 
MAG. The Contractor shall undertake all development responsibilities required 
to fiilfill the conditions of this Contract, including, but not limited to, site 
assessment and all clearances, construction, staffing, marketing, sales, and any 
other related work in connection with this Contract. 

C. Duration of Contract: 

The Duration of this Contract is dependent upon the Proposers solution and 
recommendations. Contract Duration and renewal options are subject to final 
negotiation with the Port Authority and Proposer. Duration recommendations 
should include a contract base period and renewable option periods. 

D. Deadline for Receipt of Proposals 

Proposals must be received in accordance with the instructions on the cover page 
of diis Request for Proposal (RFP) and sent to the attention of the Manager, 
Purchasing Services Division, at the address specified herein. Closing of due date 
is 2:00 P.M., Daylight Saving Time (DST) on June 8,2005. 

{•: 
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The Port Authority assumes no responsibility for delays caused by any delivery 
service. 

E. Submission of Proposals 

One reproducible original (containing original signatures and clearly designated 
as such) and fifteen (15) copies of the proposal must be submitted on or before the 
Proposal Due Date and time in accordance with the information on the cover page 
of this RFP and sent or delivered to the address specified on the cover page. Each 
copy of the proposal as well as the parcel(s) used for shipping must be 
conspicuously marked with the Proposer's name and address along with the title 
of this RFP, this RFP number and the Proposal Due Date. 

F. Communications Regarding this RFP 

All communications concerning this RFP should be directed to the Buyer Usted on 
the cover page. All questions regarding this RFP should be submitted in writing 
to the Buyer at the address or facsimile number listed on the cover page as soon as 
possible. 

The Buyer is authorized only to direct the attention of prospective Proposers to 
various portions of this RFP so that they may read and inteipret such portions 
themselves. 

Neither the Buyer nor any other employee of the Port Authority is authorized to 
interpret the provisions of this RFP or give additional information as to its 
requirements. If interpretation or other information is required, it will be 
commimicated to Proposers by written Addenda and such writing shall form a 
part of this RFP. 

G. Proposal Acceptance or Rejection 

Acceptance shall be only by mailing to or delivering at the office designated by 
the Proposer in its proposal, a notice in writing signed by an authorized 
representative on behalf of the Port Authority specifically stating that the proposal 
is accepted or by execution of an agreement covering the subject matter of this 
RFP signed by authorized representatives of the Port Authority and the Proposer. 
No other act of the Port Authority, its Commissioners, officers, agents, 
representatives, or employees shall constitute acceptance of a proposal. Rejection 
of a proposal shall be only by either (a) a notice in writing specifically stating that 
the proposal is not accepted, signed by an authorized representative of the Port 
Au^ority and mailed to or delivered to the Proposer at the office designated in the 
Proposal, or (b) omission of the Port Authority to accept the proposal within 180 
days after the Proposal Due Date. No other act of the Port Authority, its 
Commissioners, officers, agents, representatives or employees shall constitute 
rejection of a proposal. 
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H. Pre-Proposal Meetlng(s)/Site In5pection(s) 

One Pre-Proposal meeting for all interested parties will be held at One Madison 
Avenue, New York, NY Conference Room 151A, on Thursday, May 26,2005, at 
10:00 AM. (DST), Any questions subsequent to the site visit shall be submitted 
via facsimile to (212) 435-3959 to the attention of the T. J. Storch on the cover 
page of this RFP. C^estions may also be submitted by e-mail to T. J. Storch at 
tstorch@panvni. gov Questions may be permitted at the meeting; however, 
responses may be deferred and provided at a later date by written Addenda. 

A site inspection of the facilities will immediately follow the Pre-Proposal 
meeting. A site inspection allows Proposers to tour and physically inspect the 
actual sites of woric prior to the submission of proposals. If Proposers choose to 
visit, they should not ask questions of the Port Authority staff at each of the 
facilities where the tour will take place. 

Attendance is strongly recommended. Information conveyed may be useful to 
Proposers in preparing their proposals and Proposers not attending assume all 
risks which may ensue from non-attendance. 

Attendees interested in attending shall RSVP to Mr. Roy Bickley by phone at 
212-435-4972 or by e-mail at rbickley@panynj.gov to no later than 12:00 Noon 
(DST) of the business day preceding the scheduled date to confirm their 
attendance and/or receive traveling directions. For security reasons, any 
attendees must have photo identification available to attend any site/facility 
meeting. 

I. Union Jurisdiction 

Proposers are advised to ascertain whether any union now represented or not 
represented at the facility will claim jurisdiction over any aspect of the operations 
to be performed hereunder and their attention is directed to &e Section of this 
RFP entitled "Harmony" included in. Part 11 of Attachment B entitled, "Contract 
Terms and Conditions For Facility Services." 

J. Proposer Presentation 

During the proposal evaluation process, the Port Authority may conduct 
discussions with one or more Proposers. A proposal may be selected with or 
without such discussion; however, the holding of such discussions shall not 
constitute the selection of a Proposer. Proposers may be asked to make a 
presentation of their proposals, and demonstrate prototypes, drawings, and/or 
designs. The Proposer's Project Manager and key technical staif assigned to the 
project should make any requested presentation, and Key Project Team members 
may also be asked to attend. Selected Proposer(s) will be notified in writing with 
specific additional information to be provided as applicable. 

mailto:rbickley@panynj.gov


K Multiple Awards 

It is the intent of the Port Authority to select one (1) Contractor that proposes a 
total solution to maximize revenue to the Port Authority. However, the Port 
Authority reserves the right to award multiple Contracts for the products, work 
and/or services that are the subject matter of this RFP and Proposers are hereby 
given notice that they may not be the Port Authority's only contractor for such 
products, work and/or services, and segmented solutions may be considered 
within the Scope of Work of this RFP. 

2. SCOPE OF WORK 

Objective 

The Port Authority of NY & NJ is soliciting proposals for the broadest possible range of 
Advertising, New Media, Specialty Media, and any other related Out-of-Home 
Advertising concepts to generate maximum revenue for the Port Authority firom non-toll 
and fare soim;es. 

Background 

The Port Authority which operates bistate transportation and trade facilities and services 
(See Facilities List in Attachment D) is seeking to develop the broadest possible range of 
Outdoor and In-Home Advertising, New Media, Specialty Media, and any other related 
Out-of-Home Advertising concepts that will provide the Port Authority new non-toll and 
fare revenues without negatively impacting facility operations, customer safety or the 
image of the Port Authority. The successfiil Proposer will be responsible for all tasks 
required to develop and implement the ftill range of Outdoor advertising concepts and 
any other related Out-of-Home Advertising accepted by the Port Authority imder this 
Contract in accordance with the Port Authority's content guidelines. The Proposer 
should consider including the broadest possible range of Outdoor Advertising in the 
proposal, such as outdoor advertising spectaculars, wallscapes, electronic media, public 
information displays, billboards, "new" and "specialty" media, banners, posters, and 
other Out-of-Home and non-traditional advertising media, including media formats not 
yet developed. 

The Scope of Work includes, but is not limited to the following tasks: 

1. Evaluate property for Outdoor and Indoor Advertising and any other related Out-
of-Home Advertising development opportunities, including existing advertising 
inventory and Port Authority assets (facilities, property and services) that are not 
currently developed as advertising venues; 

2. Provide a detailed marketing plan for developing and implementing all 
advertising products, programs and packages included in the Proposer's proposal, 
including a breakout by program, category of advertising product, proposed 
timetable for design, approval, installation and maintenance of the advertising 
locations proposed and estimated revenues to be derived fix)m the respective 
advertising products, programs, and packages; 
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3. Design, implement and manage a comprehensive Advertising program at no cost 
to the Port Authority; 

4. Prepare a business plan to: 
a. Develop and implement Indoor/Outdoor Advertising sales ideas; 
b. Develop new, creative Indoor/Outdoor Advertising development 

opportunities using new and non-traditional technologies, as well as 
traditional Indoor/Outdoor Advertising venues in new locations; 

c. Provide financial information for the development of Indoor/Outdoor 
Advertising, and any other related Out-of-Home Advertising revenue 
opportunities; 

d. Provide designs for installations that achieve aesthetic excellence, and that 
are compatible within the physical and operational context of the Port 
Authority's facilities and operations; and 

e. Install and provide materials for any infirastructure associated with the 
development of Outdoor Advertising, and any other related Out-of-Home 
Advertising at no cost to the Port Authority. 

f. The quality of the submitted MAVBE Plan in accordance with the section of 
this RFP entitled "M/WBE Subconfactmg Provisions." 

In connection with the above Scope of Woric, the Contractor shall secure all 
necessary clearances, permits, zoning £q)provals and permissions required for the 
production of new advertising revenue under this Contract, whether for physical 
construction and installation, intellectual property, legal and usage rights, or any 
other related jqjprovals necessary for the execution of work under this Contract. 

5. During the Contract Term, the ownership of the Advertising Display Devices that 
have been provided and installed by the Contractor will remain with the 
Contractor. However at the end of the Contract Term, ownership of all the 
Advertising Display Devices will pass to the Authority. Should it become 
necessary during the Contract Term to remove any location(s) fiom the program 
at the direction of the Authority, the Contractor shall waive any right to the 
relocation or removal payments. The Contractor will be required to remove the 
Advertising Display Device unit at its own expense; however, the Contractor shall 
be entitled to retain ownership of the removed structure. Any existing 
Advertising Display Devices that have been replaced and are now in place at the 
end of the Contract Term or the option period shall pass to the Port Authority. 

3. (NOTUSED) 

4. FINANCIAL INFORMATION 

The Proposer will be required to demonstrate that it is financially cqsable of performing 
the Contract resulting from this RFP ("Contract"). The determination of the Proposer's 
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financial qualifications and ability to perform this Contract will be in the sole discretion 
of the Port Authority. The Proposer shall submit, with its proposal, the following: 

A.(l) Certified financial statements, including applicable notes, reflecting the 
Proposer's assets, liabilities, net worth, revenues, expenses, profit or loss and cash 
flow for the most recent year or the Proposer's most recent fiscal year. 

(2) Where the certified financial statements in (1) above are not av^lable, then 
either reviewed or compiled statements from an independent accountant setting 
forth the aforementioned information shall be provided. 

(3) Where neither certified financial statements nor financial statements from an 
independent accountant are available, as set forth in (I) and (2) above, then 
financial statements containing such information prepared direcfly by the 
Proposer may be submitted; such financial statements, however, must be 
accompanied by a signed copy of the Proposer's most recent Federal Income tax 
return and a statement .in writing fix)m the Proposer, signed by an executive 
officer and his/her designee, that such statements accurately reflect the present 
financial conditions of the Proposer. 

B. Where the statements submitted pursuant to subparagraphs (1) and (2) 
aforementioned do not cover a period which includes a date not more than forty-
five days prior to the Proposal Due Date, then the Proposer shall also submit a 
statement in writing, signed by an executive officer or his/her designee, that the 
present financial condition of the Proposer is at least as good as that shown on the 
statements submitted. 

C. A statement of work which the Proposer has on hand, mcluding any work on 
which a bid has been submitted, containing a description of the woric, the annual 
dollar value, the location by City and State, the current percentage of completion, 
the expected date for completion, and the name of an individual most famiHar 
with the Proposer's work on these jobs. 

D. The name and address of the Proposer's banking institution, chief banking 
representative handling the Proposer's account, the Proposer's Federal Employer 
Identification Number (i.e., the number assigned to firms by the Federal 
Government for tax purposes), the Proposer's Dun and Bradstreet number, if any, 
the name of any credit service to which the Proposer fijmished information and 
the number, if any, assigned by such service to the Proposer's account. 

E. If the Proposer is submitting as a common law joint venture or a partnership, the 
financial information detailed in this Section 4, above, must be provided by all 
members. 

The successfiil Proposer(s) may be required as a condition to contract award, or at any 
time during the term of the awarded contract, submit either a refimdable security deposit 
or a refimdable security deposit in the form of a Letter of Credit, per the format shown in 
Attachment J or in the form or in the form of a Performance and Payment Bond per the 
format shown in Attachment K. 

5. EVALUATION CRITERU AND RANKING 
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The following evaluation criteria are listed in order of importance and will be used to 
evaluate proposals during this process: 

A. Revenue to the Port Authority: 

(1) The Port Authority is willing to consider traditional and non-traditional 
compensation proposals in keeping with the irmovative and cutting edge nature of 
the work to be performed under the Scope of Work. Compensation proposals could 
include revenue shares of all gross advertising agreements executed under this 
contract, standard fee tables for pre-determined activities, and a shding revenue 
share scale based on the value of individual advertising agreements. 

(2) Maximum amount of revenue generated for the Port Authority, which may 
mclude the Minimum Annual Guarantee (MAG) and a percentage of gross 
revenues, over and above the MAG, &om gross sales generated fi^m 
advertisements placed at Port Authority facilities and/or on Port Authority property. 
(3)The Proposer shall undertake all development responsibilities required to fiilfill 
the conditions of this Contract, including, but not limited to, site assessment and all 
clearances, construction, staffing, mariceting, sales, and any other related work m 
cormection with this Contract. The Port Authority will not incur any direct costs in 
connection with this Contract. 

B Marketing Strategy and Approach: 

(l)The quality, creativity and responsiveness evidenced in the Proposer's 
marketing strategy and approach to the Scope of Work including the methodology 
of: evaluating market potential, asset opportunities, property and plans for Outdoor 
Advertising, and any other Out-of-Home Advertising opportunities for the Port 
Authority. 

(2)The demonstrated c^ability to develop and implement a detailed marketing plan 
for delivering all advertising products, programs and packages included in the 
Proposer's proposal, including a breakout by program, category of advertising 
product, proposed timetable for design, approval, installation and maintenance of 
the advertising locations proposed, and estimated revenues to be derived from the 
respective advertising products, programs, and packages. In addition, the 
demonstrated ability to set and achieve and performance standards is an important 
part of the marketing strategy and approach. 

C. Overail Experience Including Financial Capability: 

(1) The extent and quality of the Proposer's relevant and successfiil experience, 
demonstrated by past and existing contracts for similar work and services to those 
to be provided under this Contract, and the extent to which the Proposer (and any 
and all partners, or a joint venture, if mcluded as part of the proposal) is financi^ly 
capable of providmg such services under this Contract. 
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(2) Proposers who demonstrate a comprehensive, creative approach to the full 
Scope of Work under this Contract, and whose background, experience, 
demonstrated results, and financial capacity support their proposal. 

(3) The experience, qualifications and availabihty of the management, technical, 
and sales staff, and field personnel, proposed to be assigned to provide the services 
(includmg partners, and subcontractors, if any) shall be considered as key elements 
under this Contract. 

(4) The Proposer should demonstrate strong qualifications in the successfiil 
implementation of existing designs and operations for Indoor and Outdoor Out-of-
Home Advertising and any other related information displays, and new media, with 
emphasis on aesthetic excellence, functionality, durability, quality of 
advertisements solicited and secured, responsive management of physical property 
and installations, and a solid understanding of working in the New Yoik/New 
Jersey metropolitan market and in the context of high-volume transportation 
facilities. An understanding of achieving maximum revenue return, without 
compromising the safety, comfort or efficient movemeRt of the Port Authority's 
customers and the public, or the Authority's unage, is critical to the successfiil 
execution of the Contract, as outlined in the Scope of Work of this RFP. The 
Proposer is expected, for the duration of this Contract, to commit to improving the 
design, technology, services, operations, and any other related work required for 
performance under this Contract. 

The selection of a Proposer will be based on the proposal that, in the sole discretion of the 
Port Authority, best meets its needs. The evaluation process may involve several interim 
review steps. The Port Authority in its sole and complete discretion will determine which 
proposals advance from one review state to the next based on its evaluation of the 
proposal using the criteria set forth herein. 

6. M/WBE SUBCONTRACTING PROVISIONS 

The Port Authority of NY & NJ has a long-standing practice of making its business 
opportunities available to Mmority Business Enterprises (MBE's) and Women-owned 
Businesses (WBE's) and has taken affinnative steps to encourage such firms to seek 
business opportunities with the Port Authority. The Contractor will be required to submit 
an MAVBE program, subject to approval by the Port Authority, before implementation of 
the Contract. The successfiil Proposer will use every good faith effort to provide for 
meaningfiil participation by Port Authority-certified M/WBE's as defined in this 
document, in all purchasing, subcontracting and ancillary service opportunities associated 
with this Contract, including purchase of equipment, supplies and labor services. Good 
faith efforts include: 1) dividing the services and materials to be procured into small 
portions where feasible, 2) giving reasonable advance notice of specific subcontracting 
and purchasing opportunities to such firms as may be appropriate, 3) sohciting services 
and materials from M/WBE's, which may be certified by the Port Authority, and 4) 
insuring that provision is made for timely progress payments to the M/WBE's. 
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The Port Authority has a list of certified M/WBE firms, which are available to Proposers 
at their request. The Port Authority makes no representation as to the qualifications and 
ability of these firms to perform under this Contract. The Proposer may use firms that are 
not on the list but will be required to submit, to the Port Authority's Busmess and Job 
Opportunity unit (BJO) for certification, the names of M/WBE firms it proposes to use. 
Only Port Authority certified M/WBE firms may be considered to meet the goals. For 
inqwries and assistance, please contact BJO at (212) 435-7819 or email 
j grossgold@panynj .gov. 

To the maximum extent feasible and consistent with the Proposer's exercise of good 
business judgment, the Proposer shall make a good faith effort to include 12% 
participation by MBE's and 5% participation by WBE's m all procurement, 
subcontracting and ancillary service opportunities associated with this Contract. The 
Proposer shall submit an M/WBE Participation Plan (Plan) as part of the Business Plan 
which shall consist of the following: 

Scope of Work: Describe the specific Scope of Work the M/WBE's will perform. 

Identification of M/WBE's: Provide the name and address of any M/WBE included m 
the Plan. If none are identified, describe the process for selecting participant firms. 

Level of Participation: Indicate the percentage of M/WBE participation expected to 
be achieved with the arrangement described in the Plan. 

7. PROPOSAL SUBMISSION REQUIREMENTS 

In order to expedite the evaluation of proposals, the Proposer's response to this RFP must 
follow the format and order of items, using the same paragr^h identifiers, as set forth 
below. 

A. Letter of Transmittal 

The Proposer shall submit a letter on its letterhead, signed by an authorized 
representative, stating its experience and quaUfications in meeting the requirements 
of this RFP. This letter shall include a statement on whether the Proposer is 
submitting a proposal as a single entity, a joint venture, or is partnering with 
another firm in a prime/subcontracting relationship. In all cases, information 
required for a single entity is required for each participant in a joint venture or 
partnership. 

The Letter of Transmittal shall contam: 

(1) Name and address of the Proposer and an original signature on the Letter of 
Transmittal by an authorized representative on behalf of the Proposer, 
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(2) Name(s), title(s) and telephone number(s) of the individual(s) who are 
authorized to negotiate and execute the Contract; 

(3) Name, title and telephone number of a contact person to which the Port 
Authority can address questions or issues related to this RFP; 

(4) Name and address of proposed subcontractors, if any; 

(5) If a corporation: (a) a statement of the names and residences of its officers, 
and (b) a copy of its Certificate of Incorporation, with a written declaration 
signed by the secretary of the corporation, with the corporate seal affixed 
thereto, that the copy fiimished is a true copy of the Certificate of 
Incorporation as of the date of the opening of the Proposals; 
If a partnership: a statement of the names and residences of its principal 
officers, mdicating which are general and which are special partners; 
If an mdividual: a statement of residence; 
If a joint venture: information on each of the parties consistent with the 
information requested above; and 

(6) Any exceptions to the General Contract Provisions attached hereto. 

B. Executive Summary 

The Proposer shall submit a summary presenting the major features of its 
proposal and how the proposal satisfies the requirements contained in this RFP, 
as well as the special competencies and expertise of the Proposer to meet the 
requirements of this RFP. 

C. Agreement on Terms of Discussion 

The Proposer shall submit a copy of the "Agreement on Terms of Discussion," 
signed by an authorized representative of the Proposer. The Agreement format 
is included as Attachment A and shall be submitted by the Proposer without any 
alterations or deviations. Any Proposer who fails to sign the Port Authority's 
"Agreement on Terms of Discussion" will not have its proposal reviewed. If the 
Proposer is a joint venture or a partnership, an authorized representative of each 
party must sign the Agreement. 

D. Certincations With Respect to the Contractor's Integrity Provisions 

The Proposer, by signing the Letter of Transmittal, makes the certifications in 
the "Contractor's Integrity Provisions," included as Attachment B, Part III of 
this RFP. If the Proposer caimot make any such certifications, it shall enclose an 
explanation of that inabiUty. 
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E. (Not Used) 

F. Proposer's Organization Chart 

A current organization chart should be provided for each firm participating in 
the proposal. 

G. Business Plan 

Proposers should submit and include a complete business plan which details, but 
is not limited to how the Proposer intends to effect the following: 
a. Develop and implement Indoor/Outdoor Advertising sales ideas; 
b. Develop new, creative Indoor/Outdoor Advertising development 

opportunities using new and non-traditional technologies, as well as 
traditional Indoor/Outdoor Advertising venues in new locations; 

c. Provide financial information for the development of Indoor/Outdoor 
Advertising, and any other related Out-of-Home Advertising revenue 
opportunities; 

d. Provide designs for installations that achieve aesthetic excellence, and that 
are compatible within the physical and operational context of the Port 
Authority's facilities and operations; and 

e. Install and provide materials for any infi^tructure associated with the 
development of Outdoor Advertising, and any other related Out-of-Home 
Advertising at no cost to the Port Authority. 

f The quaUty of the submitted M/WBE Plan in accordance with the section of 
this RFP entitied "M/WBE Subcontracting Provisions." 

H. Proposal 

The Proposer must submit a proposal that details and clearly describes its 
c^abiUty to perform the work described in this RFP, its approach to such work 
and the cost of such work to the Port Authority. At a minimum, the proposal 
shall address the following: 

1) Revenue to the Port Authority: 
a) The Port Authority is wilUng to consider traditional and non-traditional 

compensation proposals in keeping with the innovative and cutting edge nature of 
the work to be performed under the Scope of Work. Compensation proposals 
could include revenue shares of all gross advertising agreements executed under 
this contract, standard fee tables for pre-determined activities, and a sliding 
revenue share scale based on the value of individual advertising agreements. 

b) Maximum amount of revenue generated for the Port Authority, which may 
include the Minimum Aimual Guarantee (MAG) and a percentage of gross 
revenues, over and above the MAG, fitsm gross sales generated fix>m 
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advertisements placed at Port Authority faciUties and/or on Port Authority 
property. 

c) The Proposer shall undertake all development responsibilities required to fulfill 
the conditions of this Contract, including, but not limited tOy site assessment and 
all clearances, construction, stafGng, marketing, sales, and any other related work 
in cormection with this Contract. The Port Authority will not incur any direct 
costs in cormection with this Contract. 

2) Marketing Strategy and Approach: 
a) The quality, creativity and responsiveness evidenced in the Proposer's marketing 

strategy and approach to the Scope of Work including the methodology of: 
evaluating market potential, asset opportunities, property and plans for Outdoor 
Advertising, and any other Out-of-Home Advertising opportunities for the Port 
Authority. 

b) The demonstrated capability to develop and implement a detailed marketing plan 
for delivering all advertising products, programs and packages included in the 
Proposer's proposal, including a breakout by program, category of advertising 
product, proposed timetable for design, approval, installation and maintenance of 
the advertising locations proposed, and estimated revenues to be derived fi*om the 
respective advertising products, programs, and packages. In addition, the 
demonstrated ability to set and achieve and performance standards is an important 
part of the marketing strategy and approach. 

3) Overall Experience Including Financial Capability; 
a) The extent and quality of the Proposer's relevant and successfiil experience, 

demonstrated by past and existing contracts for similar woric and services to those 
to be provided under this Contract, and the extent to which the Proposer (and any 
and all partners, or a joint venture, if included as part of the proposal) is 
financially capable of providing such services under this Contract. 

b) Proposers who demonstrate a comprehensive, creative approach to the fiill Scope 
of Work under this Contract, and whose background, experience, demonstrated 
results, and financial capacity support their proposal. 

c) The experience, quaUfications and availability of the management, technical, and 
sales staff, and field personnel, proposed to be assigned to provide the services 
(including partners, and subcontractors, if any) shall be considered as key 
elements under this Contract. 

d) The Proposer should demonstrate strong qualifications in the successful 
implementation of existing designs and operations for Indoor and Outdoor Out-of-
Home Advertising and any other related information displays, and new media, 
with emphasis on aesthetic excellence, fimctionality, durability, quality of 
advertisements solicited and secured, responsive management of physical 
property and installations, and a solid understanding of working in the New 
York/New Jersey metropolitan market and in the context of high-volume 
transportation faciUties. An imderstanding of achieving maximum revenue return, 
without compromising the safety, comfort or efficient movement of the Port 
Authority's customers and the public, or the Authority's image, is critical to the 
successful execution of the Contract, as outlined in the Scope of Work of this 
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RFP. The Proposer is expected, for the duration of this Contract, to commit to 
improving the design, technology, services, operations, and any other related 
work required for performance under this Contract. 

I. Acknowledgment of Addenda 

If any Addenda are sent as part of this RFP, the Proposer shall complete, sign 
and include with its proposal the Addenda form(s). In the event any Proposer 
fails to conform to these instructions, its proposal will nevertheless be construed 
as though the Addenda had been completed and signed. 

J. Acceptance of Standard Contract Terms and Conditions 

The Port Autiiority has attached to this RFP as Attachment B, Part I Contract 
Specific Terms and ConditioDS. The Proposer is expected to agree with these 
Contract Provisions. However, if the Proposer has any specific exceptions, such 
exceptions should be set forth in a separate letter included with its response to 
this RFP. Exceptions not raised with the proposal will not be considered at a 
later time. 

8. CONDITIONS FOR THE SUBMISSION OF A PROPOSAL 

In addition to all other requirements of this RFP, the Proposer agrees to the following 
conditions for the submission of its proposal: 

A. Changes to this RFP 

At any time, in its sole discretion, the Port Authority may by written Addenda, 
modify, correct, amend, cancel and/or reissue this RFP, If an Addendum is 
issued prior to the date proposals are due, it will be provided to all parties to 
whom RFPs were mailed. If an Addendum is issued after proposals have been 
received, the Addendum will be provided only to those whose proposals remain 
under consideration at such time. 

B. Proposal Preparation Costs 
The Port Authority shall not be liable for any costs incurred by the Proposer in 
the preparation, submittal, pres^tation, or revision of its proposal, or in any 
other aspect of the Proposer's pre-contract activity. No Proposer is entitled to 
any compensation except under an agreement for performance of services signed 
by an authorized representative of the Port Authority and the Proposer. 
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C. Disclosure of Proposal Contents / Use of Ideas and Materials 
Proposal infonnation is not generally considered confidential or proprietary. All 
information contained in the proposal is subject to the "Agreement on Terms of 
Discussion" attached hereto as Attachment A. 

D. Ownership of Submitted Materials 
All materials submitted in response to or in connection with this RFP shall 
become the property of the Port Authority. Selection or rejection of a proposal 
shall not affect this right. 

E. Sabcontractors 

If a Proposer intends to use subcontractor(s) the Proposer must identify in its 
proposal the names of the subcontractor(s) and the portions of the work the 
subcontractor(s) will perform. 

F. Conflict of Interest 

If the Proposer or any employee, agent or subcontractor of the Proposer may 
have a possible confUct of interest, or may give the ̂ pearance of a possible 
coniUct of interest, the Proposer shall include in its proposal a statement 
indicating the nature of the confUct. The Port Authority reserves the right to 
disquaUfy the Proposer if, in its sole discretion, any interest disclosed fi*om any 
source could create a confUct of interest or give the appearance of a confUct of 
interest. The Port Authority's determination regarding any questions of conflict 
of interest shall be final. 

G. Authorized Signature 

Proposals must be signed by an authorized corporate officer (e.g.. President or 
Vice President), General Partner, or such other individual authorized to bind the 
Proposer to the provisions of its proposal and this RFP. 

H. References 

The Port Authority may consult any reference famiUar with the Proposer 
regarding its current or prior operations and projects, financial resources, 
reputation, performance, or other matters. Subnussion of a proposal shall 
constitute permission by the Proposer for the Port Authority to make such 
inquiries and authorization to third parties to respond thereto. 
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I. Evaluation Procedures and Negotiation 

All Proposers who submit complete proposals in conformance with the direction 
provided in this RFP may have their proposals evaluated. The Port Authority 
may use such procedures that it deems ^propriate to evaluate such proposals. 
The Port Authority may elect to initiate contract negotiations with one or more 
Proposers including negotiation of costs/price(s) and any other term or 
condition, including modifying any requirement of this RFP. The option of 
whether or not to initiate contract negotiations rests solely with the Port 
Authority. 

J. Taxes and Costs 

Sales to the Port Authority are currently exempt fi'om New York and New 
Jersey state and local sales and compensating use taxes and generally fiom 
federal taxation. All costs associated with the Contract must reflect this 
exemption and be stated in U.S currency. 

K. Acceptance of General Contract Provisions 

The Port Autiiority has attached to this RFP as Attachment B, General Contract 
provisions governing the Contract. The Proposer is expected to agree with these 
General Contract Provisions. However, if the Proposer has any specific 
exceptions, such exceptions shall be set forth in a separate letter which shall be 
identified in the Proposer's Letter of Transmittal. 

L. Most Advantageous Proposal/No Obligation to Award 

The Port Authority reserves the right to award the Contract to other than the 
Proposer proposing the highest new revenue. The Contract will be awarded to 
the Proposer whose proposal the Port Authority beUeves, in its sole discretion, 
will be the most advantageous to the Port Authority. Neither the release of this 
RFP nor the acceptance of any response thereto shall compel the Port Authority 
to accept any proposal. The Port Authority shall not be obUgated in any manner 
whatsoever to any Proposer until an agreement is entered into between the Port 
Authority and the Proposer as more fully described elsewhere herein. 

M. Multiple Contract Awards 

It is the intent of the Port Authority to select one (1) Contractor that proposes a 
total solution to maximize revenue to the Port Authority. However, the Port 
Authority reserves the right to award multiple Contracts for the products, work 
and/or services that are the subject matter of this RFP and Proposers are hereby 
given notice that they may not be the Port Authority's only contractor for such 
products, work and/or services, and segmented solutions may be considered 
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within the Scope of Work of this RFP. Any Contract awarded wiU be a non
exclusive agreement. 

N. Right to Extend Contract 

The Port Authority reserves the right to extend the Contract term for an 
additional 120 days, upon the same terms and conditions of the original Contract 
negotiated between the Port Authority and the successful Proposer, either at the 
end of the base Contract or any Option period(s). 

O. Rights of the Port Authority 

(1) The Port Authority reserves all its rights at law and equity with respect 
to this RFP including, but not limited to, the unqualified right, at any 
time and in its sole discretion, to change or modify this RFP, to reject 
any and all proposals, to waive defects or irregularities in proposals 
received, to seek clarification of proposals, to request additional 
infonnation, to request any or all Proposers to make a presentation, to 
undertake discussions and modifications with one or more Proposers, or 
to negotiate an agreement with any Proposer or third person who, at any 
time, subsequent to the deadline for submissions to this RFP, may 
express an interest in the subject matter hereof̂  to terminate further 
participation in the proposal process by a Proposer or to proceed with 
any proposal or modified proposal, which in its judgment wiU, under all 
circumstances, best serve the Port Authority's interest. The Port 
Authority may, but shall not be obliged to, consider incomplete 
proposals or to request or accept additional material or information. The 
holding of any discussions with any Proposer shall not constitute 
acceptance of a proposal, and a proposal may be accepted with or 
without discussions. 

(2) No Proposer shall have any rights against the Port Authority arising 
fiom the contents of this RFP, the receipt of proposals, or the 
incorporation in or rejection of information contained in any proposal or 
in any other document. The Port Authority makes no representations, 
warranties, or guarantees that the information contained herein, or in any 
Addenda hereto, is accurate, complete, or timely or that such 
information accurately represents the conditions that would be 
encountered during the performance of the Contract. The furnishing of 
such information by the Port Authority shall not create or be deemed to 
create any obligation or liability upon it for any reason whatsoever and 
each Proposer, by submitting its proposal, expressly agrees that it has 
not reUed upon the foregoing information, and that it shall not hold the 
Port Authority Uable or responsible therefor in any maimer whatsoever. 
Accordingly, nothing contained herein and no representation, statement 
or promise, of the Port Authority, its directors, officers, agents, 
representatives, or employees, oral or in writing, shall impair or limit the 
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effect of the warranties of the Proposer required by this RFP or Contract 
and the Proposer agrees that it shall not hold the Port Authority liable or 
responsible therefor in any manner whatsoever. 

(3) At any time and fix>m time to time after the opening of the proposals, the 
Port Authority may give oral or written notice to one or more Proposers 
to furnish additional information relating to its proposal and/or 
qualifications to perform the services contained in this RFP, or to meet 
with designated representatives of the Port Authority. The giving of 
such notice shall not be construed as an acceptance of a proposal. 
Information shall be submitted within three (3) calendar days after the 
Port Authority's request unless a shorter or longer time is specified 
therein. 

P. No Personal Liability 

Neither the Commissioners of the Port Authority, nor any of them, nor any 
officer, agent or employee thereof shall be charged personally with any Uability 
by a Proposer or another or held liable to a Proposer or another under any term 
or provision of this RFP or any statements made herem or because of the 
submission or attempted submission of a proposal or other response hereto or 
otherwise. 
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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 
obUgations 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 obUgation or compensation and without Uability of any kind whatsoever. 
Any statement which is inconsistent with this agreement, whether made as part of or in 
cormection 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 vaUd existing or potential letters patent. The foregoing appUes to any information, 
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 of the enterprise, and which information is identified 
by the Proposer as proprietary, which may be disclosed by the undersigned to the Port 
Authority as part of or in connection with the submission of a proposal 

(Company) 

(Signature) 

(Title) 

(Date) 
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Freedom of Information - Port Authority Policy and Procedure 

In 1977, the Committee adopted a poUcy for access by the pubUc to records mamtained 
by the Port Authority. While based on the poUcy therefore declared by the States of New 
York and New Jersey, with respect to access by the public to pubUc records, inasmuch as 
the respective New York and New Jersey statutes differed (and continue to differ) as to 
certain poUcy particulars and provide for different procedures for implementation of the 
poUcy, it was deemed desirable for the Committee to adopt a separate Port Authority 
Policy and Procedure. In Ught of action new being taken by the Board with respect to 
open public meetings, it is appropriate at this time to restate the basic principles and 
reflect necessary procedural changes. 
Pursuant to tiie foregoing report, the following resolution was adopted with 
Commissioners Burgos, Helhnuth, Henderson and Kaltenbacher voting in favor, none 
against: 

RESOLVED, that government, including the activities and decisions of The Port 
Authority of New York and New Jersey (and its wholly-owned subsidiary 
corporations) is the public's business and therefore the public should have access 
to the records of the Port Authority (and its subsidiaries) as herein provided for; 
and it is further 

RESOLVED, that the resolution of the Committee on Operations adopted on 
September 28,1977, regarding Freedom of Infonnation (which resolution appears 
at pages 12 et seq. Of the Committee Minutes for that date) shall be, and it hereby 
is rescinded; and it is further 

RESOLVED, that all records of the Port Authority (and its subsidiaries), 
including records stored electronically such as on computer tapes or disks, shall 
be made available for public inspection and copying, except that such access may 
be denied as to records or portions of thereof which: 

(1) are rendered confidential or privileged or are exempted fit)m disclosure by 
Federal or state law or regulations or rules of the court; 

(2) if disclosed, would constitute an unwarranted invasion of personal privacy 
(including personnel, medical, or disciplinary records, and any Usts of names and 
address to be used for profit or financial gain); 

(3) if disclosed, would impair present or future awards or negotiations, including 
collective bargaining or negotiations, of leases, permits, zoning approvals, 
contracts, or other agreements; 

(4) are trade secrets or are maintained for the regulation or supervision of commercial 
enterprise which, if disclosed, would cause injury to the competitive position of 
the enterprise; 

(5) are compiled for public safety, law enforcement, or official investigative purposes 
(internal or external) when their disclosure may affect pubUc safety, interfere with 
internal investigations, audits, law enforcement investigations, or judicial or 
disciplinary proceedings, or deny or prejudice a right to a fair trial or impartial 
adjudication, or identify a confidential source or disclose confidential information 
relating to an audit or a civil, criminal, or internal or external disciplinary 
ini7flctiffation. 



(6) if disclosed, would endanger the life and safety of any person; 

(7) are inter-agency or intra-agency materials other than statistical or factual 
tabulations of data, provided that instructions to staff that affect public or final 
agency policy or determinations are not exempted; 

(8) are examination questions or answers which are requested prior to final 
administration of such questions; or 

(9) could affect or impact the competitive economic position of the Port District, the 
Port Authority, or specific business entities with which the Port Authority deals; 

and it is further 

RESOLVED, that the Secretary of the Port Authority shall maintain a current list 
of subject nature and category of all records in the possession of the Port 
Authority (and its subsidiaries) whether or not they are available for public 
copying and inspection, and the Secretary shall, under the direction of the 
Executive Director, administer the following rules and regulations with respect to 
public inspection and copying are available records: 

Procedures 
1. Requests for inspection or copying of pubUc records of the Port Authority 

shall be made to the Secretary of the Port Authority upon a form prescribed 
by the Port Authority and shall contain sufficient information to identify the 
particular record sought. Such requests shall be made either: 

(1) In person during regular business hoiu^ at the Port Authority's main office 
or 

(2) By mailing such request, postage prepaid to said Secretary, The Port 
Authority of New York and New Jersey, at the aforesaid address. 
Attention: FOI Administrator. 

2. Upon receipt of a request, the Secretary of the Port Authority shall promptiy 
determine whether or not the record requested can be made available and will 
notify the person making the request of such determination. If the request is 
granted, such person shall also be notified where and when the record will be 
made available. The Port Authority will provide an opportunity for inspection 
and copying of the record. 

3. The record may be inspected only imder the supervision of the Secretary of 
the Port Authority or such other officer or employee as may be designated by 
the Secretary in tiie Office of the Secretary during regular business hours or 
at such other times or places as the Secretary deems convenient. 

4. (1) Documents which are to be copied will be copied by The Port Authority, 
ifpracticable, 

and the person requesting a copy will be charged a fee equal to the Port 
Authority's cost but no less than 25 cents for each page of the first ten, 
15 cents for each page of the second ten, and 10 cents for each 
additional page. If it is not practicable for the Port Authority to copy 
such documents, they will be copied commercially and the person 
requesting the copy will be charged a fee equal to the Port Authority's 
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cost of such commercial reproduction. Documents which have been 
purchased by the Port Authority commercially (such as stenographic 
transcripts) may be copied and the person requesting the copy will be 
charges a fee no less than the amount paid by the Port Authority for 
such documents. 

(2) A fee of no less than two dollars will be charged for certification by the 
Secretary of the Port Authority as to authenticity of any document, or 
that a record of which the Port Authority is legal custodian carmot be 
found. 

(3) In the event a search for records requested requires more than one 
person hour, or in the event a search of computer records requires 
programming which would take more than one person hour, a fee wiU 
be charged at the rate of not less than five doUars per hour, or any part 
thereof, per person assigned to such search or programming. 

(4) All such fees shall be paid by the person making the request in cash, 
certified check, or cashier's check, in advance or at any time of the 
delivery of any record for inspection or copies of any records or 
certificate referred to in this procedure. 

5. The Secretary of the Port Authority, or the Secretary's designee, shall 
respond to each request within ten business days of the receipt thereof The 
response shall provide reasons for the denial of access or copying or a 
statement of the time and place when the record requested will be made 
available. 

Appeals 
A. Any person who is denied access to a public record of the Port Authority (or 

its subsidiaries) by the Secretary of the Port Authority may file an appeal fi'om 
such denial with the Port Authority's General Counsel (who serves as Counsel 
to the subsidiaries). 

B. Such appeal shall be accompanied by a memorandum in support thereof 
setting forth the reasons why the appellant is entitled to access to the record 
requested. 

C. Appeals pursuant to this procedure shall be decided by General Counsel or 
his/her designee. If the appeal is denied, the reasons therefore shall be 
explained fuUy in writing within seven business days of the date on which 
such appeal is received by General Counsel. 
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PART I - CONTRACT SPECIFIC TERMS AND CONDITIONS 

1. Introduction and Description of Services 

Subject to the terms and conditions of the Contract, the Contractor hereby offers and 
agrees to furnish and provide to the Port Authority of New York and New Jersey (" The 
Port Authority" or 'the Authority") all aspects of the broadest possible range of Outdoor 
Advertising, New Media, Specialty Media, and any other related Out-of-Home 
Advertising concepts to generate maximum revenue for the Port Authority fi'om non-toll 
and fare sources. This Contract is a non-exclusive agreement. 

The scope of services required in connection with the development and implementation 
of Outdoor Advertising and any oUier related Out-of-Home Advertising sales, 
(hereinafter sometimes referred to as the "Services"), at Port Authority facilities and 
property covered by the Contract, shall include, but not be limited to, the furnishing, 
installation and removal of materials and products produced for Out-of-Home advertising 
sales purposes. 

Those facilities and properties covered by this Contract are Usted in Attachment D. The 
Contractor will furnish all the necessary research, sales, design, contract drawings, labor, 
supervision, uniforms, equipment, materials, supplies and do all other things necessary or 
proper therefore, or incidental thereto, in fulfilling the Scope of Work detailed in this 
RFP, all in strict accordance with the provisions of the Contract documents and any 
future changes therein; and the Contractor further agrees to assume and perform all other 
duties and obligations imposed upon him/her by this Contract. All things not expressly 
mentioned in the Scope of Work but involved in carrying out its intent are required by the 
Scope of Work and the Contractor shall perform the same as though they were 
specifically mentioned, described and deUneated. 

The Port Authority makes no representation or warranties as to the size, location, 
adequacy or suitability of any area designated for the Contractor's use pursuant to the 
provisions of this Contract. 

The Contractor shall be responsible for all tasks and associated cost required to construct, ^ 
maintain and operate all outdoor and out-of-home advertising locations, new media, and ^ 
other alternative outdoor media installations, and shall be responsible for managing the 
advertising content, in accordance with the Port Authority's advertising content 
guidelines. All outdoor advertising/ billboard/new media locations and installations, and 
content, must be approved in writing by the Port Authority prior to the commencement of i 
any work, or installation of advertising material. | 

I Advertising contracts shall be between the Contractor and the advertisers. The Port _̂  
Authority shall not be party to such contracts. The enumeration in these contract 
documents of particular things to be furnished or done at the Contractor's expense, or 
without cost or expense to the Port Authority, or without additional compensation to the 
Contractor shall not be deemed to imply that only things of a nature similar to those 
enumerated shall be furnished and done; but the Contractor shall perform all work as il 
required without compensation, whatsoever changes may be made in the Contract, \ 
whatsoever work may be required in addition to that required by the Contract in its 
present form, and whatsoever obstacles or unforeseen conditions may arise or be ]j 
encountered. 

I 

.JJ; 
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This Contract and obUgations of the Parties shall be subject to the provisions of 
Attachment G, Advertising Guidelines—^Abstract. 

2. Duration of Contract 

A. The term of the Contract shall be fiilly negotiated with the Contractor, 
commencing on or about the Contract Effective Date at 12:01 a.m. (said date 
and time hereinafter sometimes called "the Commencement Date") and unless 
sooner terminated or revoked (or extended as provided herein) shall expire on 
or about the Contract Expu^tion Date at 11:59 p.m. (said date and time 
sometimes hereinafter called "the Expiration Date"). The Duration of this 
Contract is dependent upon the Proposers solution and recommendations. 
Contract Duration and renewal options are subject to final negotiation with the 
Port Authority and Proposer. Duration recommendations will include a 
contract base period and/or renewable option periods. Contract Effective Date 
and Contract Expu^tion Date will be stated in the Letter of Acceptance at the 
time of award. 

B. The Port Authority shall have the urulateral right, but not the obligation, to 
extend this Contract for negotiated option periods as agreed to between the 
Contractor and Port Authority at the time of award, fix)m the Expiration Date 
origmally fixed herein upon tiie same terms and conditions subject to the 
following: not later than six months (120 days) prior to the Expu^tion Date of 
this Contract as the same may be extended from time-to-time hereimder, the 
Port Authority may send a notice of mtention to extend the term of this 
Contract, as aforesaid, and the term of the Contract shall thereupon be 
extended for the applicable extension period subject only to adjustment of 
charges as hereinafter provided. However, six (6) months prior to the 
expiration of the mitial period the Contractor must notify the Port Authority in 
writing of their intent not to continue the Contract for the extension period, in 
which case the Port Authority shall not have the right to extend. 

C. The Port Authority shall have the absolute right to extend this Contract for an 
additional one hundred twenty (120) day period subsequent to the original 
base period or the exercised option extension periods hereinbefore established, 
if ^pUcable, subject to the same terms and conditions of the original Contract 
term. The Port Authority will advise the Contractor, in writing, at least sixty 
(60) days prior to the Expu^tion Date hereinbefore established that the 
Contract term is so extended. Contract compensation shall not change from 
that in the previous contract year. 

3. Billing and Payment 

Proposers shaU pay to the Port Authority 

A. Cjross Receipts Percentaee Fee: No later than the twentieth (20*) calendar 
day of each and every month occurring during each annual period, the 
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Contractor shall pay the Port Authority without demand or invoice a 
Percentage Fee of gross revenues, as referenced above in this section. The 
Percentage Fee portion of the monthly payment wiU be calculated based on the 
Contractor's combined advertisuig and marketing gross receipts received in 
accordance with this Contract. 
The Contractor shall provide the Port Authority a sworn statement showing all 
of the gross receipts for the preceding month, separately stating the amount of 
gross receipts arismg fix>m each advertising unit and/or display and outdoor 
advertising product, and showing the cumulative amount of such gross 
receipts fix)m the date of the commencement of the annual period for which 
the report is made through the last day of the preceding calendar month. 

B. Monthlv Sales Accounting and Reporting: The Contractor shall provide a 
report including the name of the advertiser, gross monthly rate and amount due 
to the Port Authority detailing total monthly Outdoor Advertising and all other 
related Out-of-Home Advertising sales for each location and unit in operation. 
The Port Authority may request, and the Contractor shall provide, copies of the 
advertising agreements (media sales contracts) executed between the 
Contractor and the advertisers for each location and unit, on a monthly basis. 

A late charge, in the amoimt equal to point zero eight percent (0.8%) of 
payments due, is automatically assessed to the Contractor if such payments are 
made for every fifteen day period (IS) beyond the due dates as specified 
above, and point zero eight percent (0.8%) for each 15-day period thereafter. 

The Contractor shall keep accounting records of all such revenues, pursuant to 
generally accepted accounting principles, which shall be subject to Port 
Authority audit. 

4, Services 

The Contractor is expected to handle all aspects of Outdoor and Out-of-Home 
Advertising, and all other related sales promotion, research, and specialized sales 
required in relation to the sale of advertising placed on the outdoor advertising units 
and locations. The Contractor is responsible for the development, production, 
finishing, installation, removal and all other aspects of Outdoor Advertising sales 
under this Contract. The Contractor will obtain all appUcable permits and zoning 
approvals, prepare and or construct, install and maintain all Outdoor Advertising, and 
^l other related Out-of-Home Advertising sales products, market data, product 
specifications, and all Outdoor Advertising contract agreements, at no cost to the Port 
Authority. The Contractor shall pay all appUcable taxes, imposts and fees. Contracts 
shall be between the Contractor and the advertisers for aU aspects of Outdoor 
Advertising sales. 

No advertising material of any kind nor any announcement shall be displayed, shown, 
exhibited, or disseminated by the Contractor unless the Port Authority has given prior 
written approval as to the type, quality, kind, form, substance, character and content 
thereof All such content and the operation and mamtenance thereof shall meet the 
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written approval of the Port Authority, in accordance with the Authority's advertising 
guidelines. Advertisements disapproved by the Port Authority shaU be immediately 
discontinued and removed from the site by the Contractor within forty-eight (48) 
hours on notice of the Port Authority. 

The Contractor must ensure that aU outdoor advertising and related promotional 
signage placements are in full compliance with the general rules. Advertising 
Guidelines Abstract, Attachment G and regulations of the Port Authority and all 
requirements of applicable law. The Contractor must indemnify the Port Authority 
against aU claims of intellectual property infiingement, libel, slander, or other 
defamation arising out of the Contractor's performance of this Contract. 

The Port Authority reserves the right to reject any suggestions or recommendations 
from the Contractor. The Contractor shall have no claim against the Port Authority 
nor shall the Port Authority be legally obUgated to the Contractor for any such 
rejection. The Port Authority shall not be responsible to the Contractor for any 
anticipated revenues and/or any associated costs associated with rejected 
suggestions/recommendations. 

5. General Provisions 

A. No certificate, acceptance of payment, (final or otherwise), acceptance of any 
work nor any other act or omission of the Port Authority shall operate to release 
Contractor from any obUgations under or in connection with this Agreement, or 
to stop the Port Autiiority firom showing at any time, that such certificate, 
payment, acceptance, act or omission was incorrect or to preclude the Port 
Authority from recovering any unpaid monies paid other than that lawfully due, 
whether under mistake of law or fact or to prevent the recovery of any damages 
sustained by the Port Authority. 

B. The Contractor shall not issue or permit to be issued any press release, 
advertisement, or Uterature of any kind, which refers to the Port Authority or the 
services to be performed in cormection with this Agreement unless it first 
obtains the written approval of the Port Authority. Such approval may be 
withheld if for any reason the Port Authority believes that the publication of 
such information would be harmful to the public interest or is in any way 
undesirable. Any use of the Port Authority's logo for any purpose in cormection 
with this Contract is subject to the Authority's prior written approval. 

C. Under no circumstances shall the Contractor or the Contractor's subcontractors 
or partners, if any, conmiunicate in any way with any department, board, 
agency, commission, or other organization or any person whether governmental 
or private in connection with the services to be performed hereimder except 
upon prior written approval and instructions of the Port Authority, provided, 
however, that data from manufacturers and suppUers of materials, devices, 
equipment and potential advertisers shall be obtained by the Contractor when the 
Contractor finds such data necessary imless otherwise instructed by the Port 
Authority. 

D. Any services performed for the benefit of the Port Authority at any time by the 
Contractor or on the Contractor's behalf, even if expressly and duly authorized 
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by the Port Authority, shall be deemed to be rendered under and subject to this 
Agreement (unless referable to another expressly written, duly executed 
agreement by the same parties), whether such additional services are performed 
prior to, during or subsequent to the services described herein, and no rights or 
obligations shall arise out of such additional services except as provided under 
this Agreement. 

E. The Contractor shaU observe and obey (and compel its officers, employees, 
guests, invitees, and those doing business with it, to observe and obey) the rules 
and regulations of the Port Authority now in effect, and such further rules and 
regulations which may from time to time during the effective period of this 
Contract, be promulgated by the Port Authority for reasons of safety, health, 
preservation of property, or maintenance of a good and orderly appearance of 
the Facilities, or for the safe and efficient operation of the Facilities. The Port 
Authority agrees that, except in cases of emergency, it shall give notice to the 
Contractor of every rule and regulation hereafter adopted by it. You shall 
comply with all ^pUcable provisions of law as if the Port Authority were a 
private corporation. 

F. • This Contract does not constitute the Contractor as an agent or representative of 
the Port Autiiority for any purpose whatsoever. The Contractor shall perform all 
services hereunder as an independent Contractor and the Contractor, its o£5cers, 
and employees shaU not be deemed to be agents, servants, or employees of the 
Port Authority. 

6. Intellectual Property 

The right of the Port Authority as well as the Contractor to use all patented 
material, compositions of matter, manufactures, apparatus, appUances, processes of 
manufacture or types of construction as well as any copyrightable matter, trade 
secrets or other proprietary matters, shall be obtained by the Contractor without 
compensation firom the Port Authority whether the same is patented or created 
before, during or after the performance of the Woric 

7. Termination of Agreement for Cause 

The Port Authority may at any time for cause terminate this Agreement or any 
portion of the Agreement as to any services not yet rendered upon thirty (30) days 
written notice to the Contractor. The Contractor shall have no right of termination 
as to any services under this Agreement without just cause. Termination by either 
party shall be by certified letter addressed to the other at its address herein after set 
forth. Should tltis Agreement be terminated by either party as above provided, the 
Port Authority shall be entitled to all payments under this Agreement as pro-rated 
to the date of termination. 

Upon such revocation, all installations, equipment, and facilities installed by the 
Contractor pursuant to the permission granted hereunder, including, without 
Umitation, any advertising displays, billboards, signage, and equipment, but 
excluding the structural grid, and the electrical and operational equipment installed 
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by the Contractor to operate the displays, billboards, outdoor advertising and 
signage installed pursuant to the terms of this Agreement shall be removed by the 
Contractor from the areas of the FaciUties as directed by the Port Authority. 

8. Insurance Procured by the Contractor 

The Contractor shall take out, maintain, and pay the premiums on Commercial 
General LiabiUty Insurance, including but not limited to premises-operations, 
products-completed operations, and independent contractors coverage, advertising 
injury, with contractual Uability language covering the obUgations assumed by the 
Contractor under this Contract and, if vehicles are to be used to carry out the 
performance of this Contract, then the Contractor shall also take out, maintain, and 
pay the premiums on Automobile Liability Insurance covering owned, non-owned, 
and hired autos in the following minimum limits: 

Commercial General Liability Insurance - $ 5 million combined single limit 
per occurrence for bodily injury and property damage liability. 

Automobile Liability Insurance - $ 2 million combined single limit per 
accident for bodily injury and property damage liability. 

In addition, the liability policy (ies) shall name The Port Authority of NY and NJ as 
additional insured, mcluding but not limited to premise-operations, products-
completed operations on the Commereial General LiabiUty PoUcy. Moreover, the 
Commercial General LiabiUty Policy shall not contain any provisions for 
exclusions fiiDm liabiUty other than provisions for exclusion from liabiUty forming 
part of the most up to date ISO form or its equivalent unendorsed Commercial 
General LiabiUty PoUcy. The Uability poUcy (ies) and certificate of insurance shall 
contain cross-UabiUty language providing severabiUty of interests so that coverage 
will respond as if separate poUcies were in force for each insured. These insurance 
requirements shall be in efifect for the duration of the Contract to include any 
warrantee/guarantee period. 

The certificate of insurance and liability poUcy (ies) must contain the following 
endorsement for the above liabiUty coverages: 

'The insurer(s) shall not, without obtaining the express advance written 
permission from the General Counsel of the Port Authority, raise any defense 
involving in any H>ay the jurisdiction of the Tribunal over the person of the Port 
Authority, the immunity ofthe Port Authority, its Commissioners, officers, agents 
or employees, the governmental nature ofthe Port Authority, or the provisions of 
any statutes respecting suits against the Port Authority." 

The Contractor shall also take out, maintain, and pay premiums on Workers' 
Compensation Insurance in accordance with the requirements of law in the state(s) 
where work will take place, and Employer's LiabiUty Insurance with limits of not 
less than $1 million for each accident. 
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Each policy above shall contain a provision that the policy may not be canceled, 
terminated, or modified without thirty (30) days prior written notice to the Port 
Authority of NY and NJ, Att: Facility Contract Administrator, at the location 
where the work will take place and to the Cjeneral Manager, Risk Management. 

The Port Authority may at any time during the term of this Agreement change or 
modify the limits and coverages of insurance. 

Within five (5) days after the award of this Agreement or Contract and prior 
to the start of work, the Contractor must submit an original certificate of 
insurance, to the Port Authority of NY and NJ, Facility Contract 
Administrator, at the location where the work will take place. This certificate 
of insurance MUST show evidence of the above insurance policy (ies), stating 
the agreement/contract number prior to the start of work. The General 
Manager, Risk Management must approve the certificate(s) of insurance 
before any work can begin. Upon request by the Port Authority, the 
Contractor shall furnish to the General Manager, Risk Management, a 
certified copy of each policy, including the premiums. 

If at any time the above liability insurance should be canceled, terminated, or 
modified so that the insurance is not in effect as above required, then, if the 
Manager shall so direct, the Contractor shall suspend performance ofthe Contract 
at the premises. If the Contract is so suspended, no extension of time shaU be due 
on accoimt thereof If the Contract is not suspended (whether or not because of 
omission ofthe Manager to order suspension), then the Authority may, at its 
option, obtain insurance affording coverage equal to the above required, the cost of 
such insurance to be payable by the Contractor to the Port Authority. 

Renewal certificates of insurance or poUcies shall be delivered to the FaciUty 
Contractor Administrator, Port Authority at least fifteen (15) days prior to the 
expiration date of each expiring poUcy. The General Manager, Risk Management 
must approve the renewal certificate(s) of insurance before work can resume on the 
faciUty. If at any tune any of the certificates or poUcies shall become unsatisfactory 
to the Port Authority, the Contractor shall promptly obtain a new and satisfactory 
certificate and poUcy. 

The requirements for insiu-ance procured by the Contractor shall not in any way be 
construed as a limitation on the nature or extent of the contractual obUgations 
assumed by the Contractor under this Contract. The insurance requirements are not 
a representation by the Authority as to the adequacy of the insurance to protect the 
Contractor against the obligations imposed on them by law or by this or any other 
Contract. (CITS #2461N - OUTDOOR RFP). 

9. Certain Contractor's Warranties 

The Contractor represents and warrants: 
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A. That he/she is financiaUy responsible and experienced in, and competent to 
perform this Contract; that no representation, promise or statement, oral or 
in writing, has induced him/her to submit his Proposal, saving only those 
contained in the papers expressly made part of this Contract; that tiie facts 
stated or shown in any papers submitted or referred to in connection with 
his/her proposal are true; and, if the Contractor be a corporation, that it is 
authorized to perform this Contract; 

B. That he/she has carefully examined and analyzed the provisions and 
requirements of this Contract, that fi'om his/her own investigations he/she 
has satisfied himself as to the nature of all things needed for the 
performance of this Contract, the general and local conditions and all otiier 
matters which in any way affect this Contract or its performance, and that 
the time available to him/her for such examination, analysis, inspection and 
investigations was adequate; 

C. That the Contract is feasible of performance in accordance with all its 
provisions and requirements and that he/she can and will perform it in strict 
accordance with such provisions and requirements; 

D. That no Commissioner, Director, officer, agent or employee ofthe Port 
Authority is personally interested directly or indirectly in this Contract or 
the compensation to be paid hereunder, 

E. That, except only for those representations, statements or promises 
expressly contained in this Contract, no representation, statement or 
promise, oral or in writing, of any kind whatsoever by the Port Authority, its 
Directors, Commissioners, officers: agents: employees or consultants has 
induced the Contractor to enter mto this Contract or has been relied upon by 
the Contractor, including any with reference to: (1) the meaning, 
correctness, suitabiUty or completeness of any provisions or requirements of 
this Contract; (2) the nature, existence or location of materials, structures, 
obstructions, utiUties or conditions, which maybe encountered at the 
installation sites; (3) the nature, quantity, quaUty or size ofthe materials, 
equipment, labor and other facilities needed for the performance of this 
Contract; (4) tiie general or local conditions which may in any way affect 
this Conttact or its performance; (5) the price ofthe Contract; or (6) any 
other matters, whether similar to or different fi*om those referred to in (1) 
through (5) unmediately above, affecting or having any cormection with this 
Contract, die bidding thereon, any discussions thereof̂  the performance 
thereof or those employed therein or cormected or concerned therewith. 

F. That, notwithstanding any requirements of this Contract, any inspection or 
approval ofthe Contractor's services by the Port Authority, or the existence 
of any patent or trade name, the Contractor nevertheless warrants and 
represents that the services and any intellectual property supplied to the Port 
Authority hereunder shall be ofthe best quaUty and shall be fully fit for the 
purpose for which they are to be used. The Contractor unconditionally 
guarantees against defects or failures of any kind, including defects or 
failures in design, workmanship and materials, excepting solely defects or 
failures which the Contractor demonstrates to the satisfaction ofthe Port 
Authority have arisen solely fixjm accident, abuse or fault ofthe Port 
Authority and not due to fault on the Contractor's part. In the event of 
defects or failures in said services, or any part thereof, then upon receipt of 
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notice thereof fix>m the Port Authority, the Contractor shall correct such 
defects or failures as may be necessary or desirable, in the sole opinion of 
the Port Authority, to comply with the above guaranty. 

Moreover, the Contractor accepts the conditions at the sites of work as they may 
eventually be found to exist and warrants and represents that he/she can and will 
perform tiie Contract under such conditions and that all materials, equipment, 
labor and other faciUties required because of any unforeseen conditions (physical 
or otherwise) shall be wholly at his/her own cost and expense, anything in this 
Contract to die contrary notwithstanding. 

Nothing in the Scope of Work or any other part ofthe Contract is intended as or 
shall constitute a representation by the Port Authority as to the feasibiUty of 
performance of this Contract or any part thereof Moreover, the Port Authority 
does not warrant or represent either by issuance ofthe Scope of Work or by any 
provision of this Contract as to time for performance or completion or otherwise 
that the Contract may be performed or completed by the times required herein or 
by any other times. 

The Contractor further represents and warrants that he or she was given ample 
opportunity and time and by means of this paragraph was requested by the Port 
Authority to review thoroughly all documents forming this Contract prior to 
execution of this Contract in order that he/she might request inclusion in this 
Contract of any statement, representation, promise or provision which he/she 
desired or on which he/she wished to place reUance; that he/she did so review said 
documents; that either every such statement, representation, promise or provision 
has been included in this Contract or else, if omitted, that he/she expressly 
relinquishes the benefit of any such omitted statement, representation, promise or 
provision and is willing to perform this Contract without claiming reliance 
thereon or making any other claim on account of such omission. 

The Contractor further recognizes that the provisions of this clause (though not 
only such provisions) are essential to the Port Authority's consent to enter into 
this Contract and that without such provisions; the Port Authority would not have 
entered into this Contract. 

".f 
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10. Applicable Law 

This Contract shall be construed in accordance with the laws ofthe State of New 
York. The Contractor hereby consents to the exercise by the courts ofthe States of 
New York and New Jersey of jiuisdiction in persona over it with respect to any matter 
arising out of or in connection with this Contract and waives any objection to such 
jurisdiction which it might otherwise have; and the Contractor agrees that mailing of 
process by registered mail addressed to it at the address of the Contractor set forth in 
the Proposal, shall have the same effect as personal service within the States of New 
York or New Jersey upon a domestic corporation of said State. 

All designs for structures to be installed and/or erected on Port Authority property or 
in or on Port Authority faciUties must be signed and stamped by a Professional 
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Engineer, licensed in the state where the work is to be performed. The Contractor and 
any partners or joint venture entities and subcontractors must maintain a licensed New 
York and licensed New Jersey Professional Engineer as applicable. 

II. Authority ofthe Director 

Inasmuch as the pubUc interest requires that the Work to which this Contract relates 
shall be performed in the manner which the Authority, acting through the Director, 
deems best, the Director shall have absolute authority to determine what is or is not 
necessary or proper for or incidental to the portion thereof specified in the clause 
hereof entitled "General Agreement" and the Specifications shall be deemed merely 
his/her present determination on this point. In the exercise of this authority, he/she 
shall have power, subject to the provisions governing the work, to alter the 
Specifications; require the performance of Work not required by them in theu: present 
form, even though of a totily different character fiom that now required; and to vary, 
increase and diminish the character, quantity and quaUty of, or to countermand any 
Work now or hereafter required. Such variation, increase, diminution or 
countermanding need not be based on necessity but may be based on convenience. As 
used in this Agreement "Director" shall mean the Director of Real Estate and/or 
designee. 

12. Authority and Duties of the Manager 

In the performance ofthe Contract, the Contractor shall conform to all orders, 
directions and requirements ofthe Manager ofthe locations as set forth herein and 
shaU perform the Contract to the satisfaction ofthe Manager at such times and places, 
by such methods and in such manner and sequence as the Manager may require, and 
the Contract shall at all stages be subject to the Managers inspection. The Manager 
shall determine the amount, quaUty, acceptabiUty and fitness of all parts ofthe Work 
and shall interpret the Specifications and any orders for Extra Work. The Contractor 
shall employ no equipment, materials, methods or personnel to which the Manager 
objects. Upon request, the Contractor shall confirm in writing any oral order, 
direction, requirements or determination. 

13. Parking 

Parking for vehicles ofthe Contractor's and subcontractor's employees while actually 
on duty under the Contract may be made available at the FaciUty by the Manager at 
his or her discretion, fiom time to time, and on such terms and conditions as may be 
specified by the Port Authority, including the payment of charges therefore. 

14. Holidays 
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The following legal holidays are observed at Port Authority offices and facilities: 

New Year's Day Columbus Day 
Martin Luther King, Jr. Day Veteran's Day 
President's Day Thanksgiving Day 
Memorial Day Day After Thanksgiving 
Independence Day Christmas Day 
Labor Day 

and each general election day m the State in which the woric is to be performed, and 
such other or different days or dates as may be declared hoUdays or legal holidays by 
the legislature ofthe State in which the work is to be performed. 

If any such holiday falls on a Sunday then the next day shall be considered the hoUday 
and/or if any such holiday falls on a Saturday then the preceding day shall be 
considered the hoUday. 

The Contractor shall obtain clearances fiom the Manager to work on Port Authority 
property on any and all days, includmg hoUdays, in accordance with the performance 
of this Contract. 

15. Letter of Credit 

The Contractor may at any time as a condition of contract award or during the term of 
this Contract be required by the Authority to deUvery to the Port Authority, as 
security of all obligations ofthe Contractor under this Agreement, either a security 
deposit for the faithful performance ofthe Contractor's obligation imder this contract 
or a clean irrevocable letter of credit issued by a banking institution satisfactory to the 
Port Authority and havmg its main office within the Port of New York District, in 
favor ofthe Port Authority, in an amount t of two months revenue or more of 
estunated revenue to be paid by the Contractor to the Authority. The form and terms 
of such letter of credit, as well as the institution issuing it, shall be subject to the prior 
and continuing qjproval ofthe Port Authority. Such letter of credit shall provide that 
it shall continue throughout the term ofthe Contract hereunder and for a period of not 
less than six (6) months thereafier; such continuance may be by automatic renewal or 
by substitution of a subsequent satisfactory letter. Upon notice of cancellation of a 
letter of credit the Contractor agrees that unless, by a date twenty (20) days prior to the 
effective date of cancellation, the letter of credit is replaced by substitute security in 
accordance with the requirements ofthe Authority or another letter of credit 
satisfactory to the Port Authority, the Port Authority may draw down the full amount 
thereof and thereafter the Port Authority will hold the same as security. Failure to 
provide such a letter of credit at any time during the term ofthe Contract hereunder, 
valid and available to the Port Authority, including any failure of any banking 
institution issumg any such letter of credit previously accepted by the Port Authority 
to make one or more payments as may be provided in such letter of credit shall be 
deemed to be a breach of this Contract on the part ofthe Contractor. Upon acceptance 
of such letter of credit by the Port Authority, and upon request by the Contractor made 
thereafter, the Port Authority will retum the security deposit, if any, theretofore made 
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under and in accordance with the provisions of this Section or as required by the 
Authority. The Contractor shall have the same rights to receive such deposit dining-
the existence of a valid letter of credit as it would have to receive such sum upon 
expiration ofthe term ofthe Contract under this agreement and fulfilhnent ofthe 
obligations ofthe Contractor hereunder. If the Port Authority shall make any drawing 
under a letter of credit held by the Port Authority hereunder, the Contractor shall bring 
this letter of credit back up to its full amount. 

At any time and from time to time hereunder, should the Port Authority feel insecure 
with respect to the amount ofthe security required under this section, the Port 
Authority shall have the right, in its sole and absolute discretion, to increase such 
amoimt upon notice by the Port Authority to the Contractor to such effect and within 
two business days hereafter the Contractor shall deposit with the Port Authority such 
additional cash or bonds or such letter of credit to bring the security under this Section 
up to the full amount stated by the Port Authority in said notice. 

16. Performance and Payment Bond 

The Authority may in its sole discretion so elect at the time of accepting the Contractor's 
Proposal, to require the Contractor to fiimish a bond for the faithful peifonnance of all 
construction obligations imposed upon him/her by the Contract and also for the payment 
of all lawful claims of subcontractors, materiahnen and workmen arising out ofthe 
performance ofthe Contractor's construction obligations under the Contract. Such bond 
shall be in the form bound herewith entitled, "Performance and Payment Bond", shall be 
in a penal sum equal to a negotiated amount based upon the Contractor's financial 
obUgations for construction under the Contract and such bond shall be signed by one or 
more sureties' satisfactory to the Authority The bond may be executed on a separate 
copy of such form not physically attached to this Contract booklet. In any case, both the 
form of bond bound herewith and any unattached executed copy thereof shall form a part 
of this Form of Contract as though herein set forth m fiiU. 

At any time after the opening of Proposals, the Authority may give notice to one or more 
Proposera to advise the Authority as to the names of their proposed sureties. Within 
forty-eight hours thereafter each Proposer so notified shall so advise the Authority. The 
giving of such notice to a Proposer ^lall not be construed as an acceptance of his/her 
Proposal, and omission to give such notice shall not be constmed as an election by the 
Authority not to require a bond. 
If the Authority elects to require the Contractor to furnish a bond, he/she shall deUver 
such bond to the Authority within seven days after receipt by him/her ofthe acceptance 
of his/her Proposal, and the sureties thereon shall be as proposed by him/her, provided, 
that if the Autiiority has theretofore given notice to him/her that his/her proposed sureties 

Sureties must be corporations (commonly known as "surety con^anies"), authorized to do 
business as sureties in the state(s) in which the construction site is located, whose names appear on 
the current list ofthe Treasury Department ofthe United States in effect at the time of submission 
ofthe Performance and Payment Bond to the Authority as acceptable as sureties to the Treasury 
Department. In addition, the aggregate underwriting limitations on any one risk as set forth in the 
aforementioned list ofthe Treasury Department ofthe sureties shall equal or exceed ihs penal sum 
ofthe Performance and Payment Bond. 
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or any of them are not satisfactory, the bond shall be executed by other sureties 
satisfactory to the Authority. 
The Authority shall give notice to the Contractor within ten (10) days after receipt ofthe 
Performance and Payment Bond as to whether or not such bond is satisfactory. 
In the event of a default by the Contractor in his/her obUgation to fiimish a satisfactory 
bond within seven (7) days after he/she received an acceptance of his/her Proposal, such 
default shall entitie the Authority in its discretion to terminate this Contract at any time 
within forty-five (45) days after the acceptance ofthe Proposal, without any UabiUty on 
the part ofthe Authority. Inasmuch as the damages to the Authority resulting fi^m a 
termination by it upon the failure ofthe Contractor to furnish a satisfactory bond will 
include items whose accurate amount will be difficult or impossible to compute, such 
damages shall be liquidated m the sum ofthe following amounts: 
The difference between $ INSERT A CONSERVATIVE ESTIMATE OF TOTAL 
REVENUESJTO BE EARNED UNDER THIS CONTRACT times the percentage of gross 
revenues to be paid to the Authority as agreed to by the Contractor and $_SAME 
AMOUNT times the percentage of gross revenues to be paid to the Authority by the 
successor contractor; and 
The expense of such new advertisement ofthe Contract, if any, as may be deemed 
necessary by the Authority; and 
The sum of $500 for each day after the receipt by the Contractor ofthe acceptance of 
his/her Proposal that the performance ofthe Contract is not commenced by reason ofthe 
failure ofthe Contractor to fiimish the required bond. 

If the Contractor fiunishes a bond in accordance with the requirements ofthe Authority 
under this numbered clause, the Authority shall reimburse the Contractor for the net 
amount actually paid by him/her to the surety or sureties as the premium on such bond. 
The Contractor shall deliver to the Director receipts fix)m the surety or sureties 
evidencing such payment and the amount thereof. Within fifteen days after receipt of 
such evidence satisfactory to the Director, the Authority shall pay to the Contractor by 
check the amount provided in this numbered clause. 
If at any time the Authority shall be or become dissatisfied with any surety or sureties 
then upon any bond furnished in accordance with the requirements ofthe Authority, or if 
for any other reason such bond shall cease to be adequate security to the Authority, the 
Confractor shall, within five days after notice from the Authority so to do, substitute a 
new bond in such form and sum and signed by such other sureties as may be necessary in 
the opinion ofthe Authority to constitute adequate security. 
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PART n - STANDARD CONTRACT TERMS AND CONDITIONS 

PART A GENERAL DEFINrnONS 

To avoid undue repetition, the following terms, as used in this Agreement, shall be 
construed as follows: 

Authority or Port Authoritv - shall mean the Port Authority of New York and 
New Jersey. 

Contract. Document or Agreement - shall mean the RFP in its entirety and, if 
mcluded, attachments, endorsements, schedules, exhibits, or drawings, the 
Authority's acceptance and any written Addenda issued over the name ofthe 
Authority's Manager, I*urchasing Services Division. 

Davs or Calendar Days - shall mean consecutive calendar days, Saturdays, 
Sundays, and holidays, included. 

Week - unless otherwise specified, shall mean seven (7) consecutive calendar 
days, Saturdays, Sundays, and hoUdays. 

Month - unless otherwise specified, shall mean a calendar month. 

Director - shall mean the Director ofthe Department overseeing the Scope of 
Work under this Contract, or his/her successor in duties for the purpose of this 
Contract, acting personally or through one of his/her authorized representatives 
for the purpose of this Contract. 

Manager - shall mean the Manager ofthe Facility for the time being or his/her 
successor in duties for the purpose of this Contract, acting personaUy or 
through his/her duly authorized representative for the purpose of this Contract. 

No person shall be deemed a representative ofthe Director or Manager except 
to the extent specifically authorized m an express written notice to the 
Contractor signed by the Du-ector or Manager, as the case may be. Further, no 
person shall be deemed a successor in duties ofthe Director unless the 
Contractor is so notified in writing signed by the Authority's Manager, 
Purchasmg Services Division. No person shall be deemed a successor in duties 
ofthe Manager unless the Contractor is so notified in a writing signed by the 
Director. 

Minority Business Enterprise (MBE) - shaU mean a business entity which is at 
least 51% owned and controlled by one or more members of one or more 
minority groups, or, in the case of a publicly held corporation, at least 51 % of 
the stock of which is owned by one or more minority groups, and whose 
management and daily business operations are controlled by one or more such 
individuals who are citizens or permanent resident aliens. 
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"Minority Group" means any ofthe following racial or ethnic groups: 

(a) Black persons having origins in any ofthe Black Afiican racial 
groups not of Hispanic origin; 

(b) Hispanic persons of Mexican, Puerto Rican, Dominican, Cuban, 
Central or South American culture or origin, regardless of race; 

(c) Asian and Pacific Islander persons having origins in any ofthe 
original peoples ofthe Far East, Southeast Asia, The Indian 
Subcontinent, or the Pacific Islands; 

(d) Native American or Alaskan native persons having origins in 
any ofthe original peoples of North America and maintaining 
identifiable tribal affiliations through membership and 
participation or community identification. 

Site ofthe Work - or words of similar import shall mean the FaciUty and all 
buildings and properties associated therewith as described in this Contract. 

Small Business Enterprise (SBE) - The criteria for a Small Business Enterprise 
are: 

•The principal place of business must be located in New York 
or New Jersey, 

•The firm must have been in business for at least three years 
with activity; 

•Average gross income limitations by industry as estabUshed by 
the Port Authority. 

Subcontractor - shall mean anyone who performs work (other than or in 
addition to the fiirnishing of materials, plant or equipment) in cormection with 
the services to be provided hereunder, directly or indirectly for or on behalf of 
the Contractor (and whether or not in privity of contract with the Contractor), 
but shaU not include any person who furnished merely his/her own personal 
labor or his/her own personal services. "Subcontractor," however, shall 
exclude the Contractor or any subsidiary or parent ofthe Contractor or any 
person, firm or corporation which has a substantial interest in the Contractor or 
in which the Contractor or the parent or the subsidiary ofthe Contractor, or an 
officer or principal ofthe Contractor or ofthe parent ofthe subsidiary ofthe 
Contractor has a substantial interest, provided, however, that for the purpose of 
the clause hereof entitled "Assignments and Subcontracts" the exclusion in this 
paragraph shall not apply to anyone but the Contractor itself 

Women-Owned Business Enterprise (WBE) - shall mean a business enterprise 
which is at least 51% owned by one or more women, or, in the case of a 
publicly held corporation, at least 51% ofthe stock of which is owned by one 
or more women and whose management and daily business operations are 
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conU'olled by one or more women who are citizens or permanent or resident 
aUens. 

Work - shall mean all services, equipment and materials (including materials 
and equipment, if any, furnished by the Authority) and otiier faciUties and all 
other things necessary or proper for, or incidental to the services to be 
performed or goods to be furnished in cormection with the service to be 
provided hereunder. 

PARTE GENERAL PROVISIONS 

1. Facility Rules and Regulations of The Port Authority 

a. The Contractor shall observe and obey (and compel its officers, 
employees, guests, invitees, and those doing business with it, to 
observe and obey) the facility Rules and Regulations ofthe Port 
Authority now in effect, and such further reasonable Rules and 
Regulations which may from tune to time during the term of 
this Agreement be promulgated by the Port Authority for 
reasons of safety, health, preservation of property or 
maintenance of a good and orderly appearance and efficient 
operation ofthe FaciUty. The Port Authority agrees that, except 
in case of emergency, it shall give notice to the Contractor of 
every Rule and Regulation hereafter adopted by it at least five 
days before the Contractor shall be required to comply 
therewith. 

b. A copy ofthe faciUty Rules and Regulations ofthe Port 
Authority shall be available for review by the Contractor at the 
Office ofthe Secretary ofthe Port Authority. 

2. Contractor Not An Agent 

This Agreement does not constitute the Contractor the agent or representative 
ofthe Port Authority for any purpose whatsoever except as may be specifically 
provided in this Agreement. It is hereby specifically acknowledged and 
understood that the Contractor, in performing its services hereunder, is and 
shall be at all times an independent Contractor and the officers, agents and 
employees ofthe Contractor shall not be or be deemed to be agents, servants or 
employees ofthe Port Authority. 

3. Contractor's Warranties 

The Contractor represents and warrants: 
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a. That it is financially solvent, that it is experienced in and 
competent to perform the requirements of this Contract, that the 
facts stated or shown in any papers submitted or referred to in 
connection with its Proposal are true, and, if the Contractor be a 
corporation, that it is authorized to perform this Contract; 

b. That it has carefuUy exammed and analyzed the 
provisions and requirements of this Contract, and that from its own 
investigations it has satisfied itself as to the nature of all things 
needed for the performance of this Contract, the general and local 
conditions and all other matters which in any way affect this 
Contract or its performance, and that the time available to it for 
such examination, analysis, inspection and investigation was 
adequate; 

c. That the Contract is feasible of performance in accordance with 
all its provisions and requirements and that it can and will 
perform it m strict accordance with such provisions and 
requirements; 

d. That no Commissioner, officer, agent or employee ofthe Port 
Authority is personally interested directly or indirectly in this 
Contract or the compensation to be paid hereunder; 

e. That, except only for those representations, statements or 
promises expressly contained in this Contract, no 
representation, statement or promise, oral or in writing, of any 
kind whatsoever by the Port Authority, its Commissioners, 
officers, agents, employees or consultants has induced the 
Contractor to enter into this Contract or has been reUed upon by 
the Contractor, including any with reference to: (1) the 
meaning, correctness, suitabiUty, or completeness of any 
provisions or requirements of this Contract; (2) the nature, 
quantity, quaUty or size ofthe materials, equipment, labor and 
other facilities needed for the performance of this Contract; (3) 
the general or local conditions which may in any way affect this 
Contract or its performance; (4) the price ofthe Contract; or (5) 
any other matters, whether similar to or different fix)m those 
referred to in (1) through (4) immediately above, affecting or 
having any cormection with this Contract, the bidding thereon, 
any discussions thereof, the performance thereof or those 
employed therein or connected or concemed therewith. 

Moreover, the Contractor accepts the conditions at the Site ofthe Work as they 
may eventually be found to exist and warrants and represents that it can and 
will perform the Contract under such conditions and that all materials, 
equipment, labor and other faciUties required because of any unforeseen 
conditions (physical or otherwise) shall be wholly at its own cost and expense, 
anything in this Contract to the contrary notwithstanding. 
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Notiiing in the Specifications or any other part ofthe Contract is intended as or 
shall constitute a representation by the Port Authority as to the feasibility of 
performance of this Contract or any part thereof 

The Contractor fiuther represents and warrants that it was given ample 
opportunity and time and by means of this paragraph was requested by the Port 
Authority to review thoroughly all documents forming this Contract prior to 
opening of Proposals on this Contract in order that it might request inclusion in 
this Contract of any statement, representation, promise or provision which it 
desired or on which it wished to place reliance; that it did so review said 
documents, that either every such statement, representation, promise or 
provision has been included in this Contract or else, if omitted, that it expressly 
relinquishes the benefit of any such omitted statement, representation, promise 
or provision and is willing to perform this Contract without clauning reliance 
thereon or making any other claim on accoimt of such omission. 

The Contractor further recognizes that the provisions of this numbered clause 
(though not only such provisions) are essential to the Port Authority's consent to 
enter into this Contract and that without such provisions, the Authority would 
not have entered mto this Contract. 

4. Personal Non-Liability 

Neither the Commissioners ofthe Port Authority nor any of them, nor any 
officer, agent or employee thereof, shall be charged personally by the 
Contractor with any U^iUty, or held personally Uable to the Contractor under 
any term or provision of this Agreement, or because of its execution or 
attempted execution, or because of any breach, or attempted or alleged breach, 
thereof 

5. Equal Employment Opi>ortiinitv. Affirmative Action. 
Non-Discrimination 

a. The Contractor is advised to ascertain and comply with aU 
appUcable federal, State and local statutes, ordmances, rules and 
regulations and, federal Executive Orders, pertaining to equal 
employment opportunity, affirmative action, and 
non-discrimination in employment. 

b. Without Umiting the generaUty of any other term or provision of 
this Contract, in the event ofthe Contractor's non-compliance 
with the equal opportunity and non-discrimination clause of this 
Contract, or with any of such statutes, ordinances, rules, 
regulations or Orders, this Contract may be cancelled, 
terminated or suspended in whole or in part. 

6. Rights and Remedies ofthe Port Authoritv 
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The Port Authority shall have the followmg rights in the event tiie Contractor 
is deemed guilty of a breach of any term whatsoever of this Contract: 

a. The right to take over and complete the Woric or any part thereof 
as agent for and at the expense ofthe Contractor, eitiier directly 
or through others. 

b. The right to cancel this Contract as to any or all of the Work yet 
to be performed. 

c. The right to specific performance, an injunction or any 
appropriate equitable remedy. 

d. The right to money damages. 

For the purpose of this Contract, breach shall include but not be Umited to the 
following, whether or not the time has yet arrived for performance of an 
obUgation under this Contract: a statement by the Contractor to any 
representative ofthe Port Authority indicating that the Contractor cannot or 
will not perform any one or more of its obligations under this Contract; any act 
or omission ofthe Contractor or any other occurrence which makes it 
improbable at the time that it will be able to perform any one or more of its 
obligations under this Contract; any suspension of or failure to proceed with 
any part ofthe Work by the Contractor which makes it improbable at the time 
that it will be able to perform any one or more of its obUgations under this 
Contract. 

The enumeration in this numbered clause or elsewhere in this Contract of 
specific rights and remedies ofthe Port Authority shall not be deemed to limit 
any other rights or remedies which the Authority would have in the absence of 
such enumeration; and no exercise by the Authority of any right or remedy 
shall operate as a waiver of any other of its rights or remedies not inconsistent 
therewith or to stop it fi^m exercising such other rights or remedies. 

7. Rights and Remedies ofthe Contractor 

Inasmuch as the Contractor can be adequately compensated by money 
damages for any breach of this Contract which may be committed by the Port 
Authority, the Contractor expressly agrees that no default, act or omission of 
the Port Authority shall constitute a material breach of this Contract, entitling 
the Contractor to cancel or rescind this Contract or to suspend or abandon 
performance. 

8. Submission To Jurisdiction 

The Contractor hereby urevocably submits itself to the jurisdiction ofthe 
Courts ofthe State of New York and New Jersey, in regard to any controversy 
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arising out of, cormected with, or in any way concemmg tiiis Contract. 

The Contractor agrees that the service of process on the Contractor in relation 
to such jurisdiction may be made, at the option ofthe Port Authority, either by 
registered or certified mail addressed to it at the address ofthe Contractor 
indicated on the signature sheet, or by actual peraonal deUvery to the 
Contractor, if the Contractor is an individual, to any partner if the Contractor 
be a partnership or to any officer, director or managing or general agent if the 
Contractor be a corporation. 

Such service shall be deemed to be sufficient when jurisdiction would not Ue 
because ofthe lack of basis to serve process in the maimer otherwise provided 
by law. In any case, however, process may be served as stated above whether 
or not it might otherwise have been served in a different maimer. 

9. Harmony 

a. The Contractor shall not employ any persons or use any labor, 
or use or have any equipment, or permit any condition to exist 
which shall or may cause or be conducive to any labor 
complaints, troubles, disputes or controversies at the FaciUty 
which interfere or are likely to interfere with the operation of 
the Port Authority or with the operations of lessees, Ucensees or 
other users ofthe Facility or with the operations ofthe 
Contractor under this Contract. 

The Contractor shall immediately give notice to the Port 
Authority (to be followed by written notices and reports) of any 
and all impendmg or existing labor complaints, troubles, 
disputes or controversies and the progress tiiereof The 
Contractor shall use its best efforts to resolve any such 
complaint, trouble, dispute or controversy. If any type of strike, 
boycott, picketing, work stoppage, slowdown or other labor 
activity is directed against the Contractor at the FaciUty or 
against any operations ofthe Contractor under this Contract, 
whether or not caused by the employees ofthe Contractor, and 
if any ofthe foregoing, in the opinion ofthe Port Authority, 
results or is likely to result in any curtailment or diminution of 
the services to be performed hereunder or to interfere with or 
affect the operations ofthe Port Authority, or to interfere with 
or affect the operations of lessees, Ucensees, or other users of 
the FaciUty or in the event of any other cessation or stoppage of 
operations by the Contractor hereunder for any reason 
whatsoever, the Port Authority shaU have the right at any time 
during the continuance thereof to suspend the operations ofthe 
Contractor under this Contract, and during the period ofthe 
suspension the Contractor shall not perform its services 
hereunder and the Port Authority shall have the right during 
said period to itself or by any third person or persons selected 
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by it to perform said services ofthe Contractor using the 
equipment which is used by the Contractor in its operations 
hereunder as the Port Authority deems necessary and without 
cost to the Port Authority. During such time of suspension, the 
Contractor shall not be entitled to any compensation. Any flat 
fees, including management fees, shall be prorated. Prior to the 
exercise of such right by the Port Authority, it shall give the 
Contractor notice tiiereof, which notice may be oral. No 
exercise by the Port Authority ofthe rights granted to it in the 
above subparagraph shall be or be deemed to be a waiver of any 
rights of termination or revocation contained in this Contract or 
a waiver of any rights or remedies which may be available to 
the Port Authority under this Contract or otherwise. 

b. During the time that the Contractor is performing the contract, 
other persons may be engaged in other operations on or about 
the worksite mcluding FaciUty operations, pedestrian, bus and 
vehicular traffic and other Contractors performing at the 
worksite, all of which shall remain uninterrupted. 
The Contractor shall so plan and conduct his/her operations as 
to work in harmony with others engaged at the site and not to 
delay, endanger or interfere with the operation of others 
(whether or not specifically mentioned above), all to the best 
interests ofthe Port Authority and the pubUc as may be directed 
by the Port Authority. 

10. Clauns of Third Persons 

The Contractor undertakes to pay all clauns lawfuUy made against it by 
subcontractors, suppUers and workers, and all claims lawfully made against it 
by other third persons arising out of or in connection with or because ofthe 
performance of this Contract and to cause all subcontractors to pay all such 
claims lawfully made against them. 

11. No Third Party Rights 

Nothing contained in this Contract is intended for the benefit of third persons, 
except to the extent that the Contract specifically provides otherwise by use of 
the words "benefit" or "direct right of action." 

12. Provisions of Law Deemed Inserted 

Each and every provision of law and clause required by law to be inserted in 
this Contract shall be deemed to be inserted herein and the Contract shall be 
read and enforced as though it were included therein, and if through mistake or 
otherwise any such provision is not inserted, or is not correctly inserted, then 
upon the application of either party, the Contract shall forthwith be physically 
amended to make such uisertion. 
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13. Costs Assumed By The Contractor 

It is expressly understood and agreed that all costs of the Contractor of 
whatever kind or nature and whether unposed durectly upon the Contractor 
under the terms and provisions hereof or in any other manner whatsoever 
because ofthe requirements ofthe operation ofthe service or otherwise under 
this Agreement shall be borne by the Contractor or without compensation or 
reimbursement firom the Port Authority, except as specifically set forth in this 
Agreement. The entire and complete cost and expense ofthe Contractor's 
services and operations hereunder shall be home solely by the Contractor and 
under no cu-cumstances shall the Port Authority be liable to any third party 
(including the Contractor's employees) for any such costs and expenses 
incurred by the Contractor and under no cbcumstances shall the Port Authority 
be liable to the Contractor for the same, except as specifically set forth in this 
Section. 

14. Default. Revocation or Suspension of Contract 

a. If one or more ofthe foUowing events shall occur: 

1. If fire or other cause shall destroy all or a substantial part of 
the FaciUty; 

2. If any governmental agency shall condemn or take a 
temporary or permanent interest in all or a substantial part of 
the FaciUty, or aU of apart ofthe Port Authority's interest 
herem; 

then upon the occurrence of such event or at any time thereafter during 
the continuance thereof, the Port Authority shall have the right on 
twenty-four (24) hours written notice to the Contractor to revoke this 
Contract, such revocation to be effective upon the date and time specified 
in such notice. 

In such event this Contract shall cease and expire on the effective date of 
revocation as if said date were the date ofthe expiration of this Contract. 
Such revocation shall not, however, reUeve the Contractor of any 
Uabilities or obligations hereunder which shaU have accrued on or prior to 
the effective date of revocation. 

b. If one or more ofthe following events shall occur: 

1. The Contractor shall become insolvent, or shall take the 
benefit of any present or future insolvency statute, or shall 
make a general assignment for the benefit of creditors, or file 
a voluntary petition in bankruptcy or a petition or answer 
seeking an arrangement or its reorganization or the 
readjustment of its indebtedness under the federal bankruptcy 
laws or under any other law or statute of die United States or 
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of any State thereof, or consent to the appointment of a 
receiver, trustee, or liquidator of all or substantially all its 
property; or 

2. By order or decree of a court the ConUactor shall be adjudged 
bankrupt or an order shall be made improving a petition filed 
by any ofthe creditora, or, if the Contractor is a corporation, 
by any ofthe stockholders ofthe Contractor, seeking its 
reorganization or the readjustment of its indebtedness under 
the federal bankruptcy laws or under any law or statute ofthe 
Uruted States or of any State thereof; or 

3. A petition under any part ofthe federal bankruptcy laws or an 
action under any present or fiiture insolvency law or statute 
shall be filed agamst the Contractor and shall not be dismissed 
within thkty (30) days after the filing thereof; or 

4. The interest ofthe Contractor under this Contract shall be 
transferred to, passed to or devolve upon, by operation of law 
or otherwise, any other person, firm or corporation, or 

5. The Contractor, if a corporation, shaU, without the prior 
written approval ofthe Port Authority, become a surviving or 
merged corporation in a merger, a constituent corporation in 
a consolidation, or a corporation in dissolution; or 

6. If the Contractor is a partnership, and the said partnership 
shaU be dissolved as the result of any act or omission of its 
copartners or any of them, or by operation of law or the order 
or decree of any court having jurisdiction, or for any other 
reason whatsoever; or 

7. By or pursuant to, or under authority of any legislative act, 
resolution or rule, or any order or decree of any court or 
governmental board, agency or officer having jurisdiction, a 
receiver, trustee, or Uquidator shall take possession or control 
of aU or substantially all ofthe property ofthe Contractor and 
such possession or control of aU or substantially all ofthe 
property ofthe Contractor and shall continue in effect for a 
period of fifteen (15) days; 

then upon the occurrence of any such event or at any tune thereafter 
during the continuance thereof̂  the Port Authority shall have the 
right upon five (5) days notice to the Contractor to terminate this 
Contract and the rights ofthe Contractor hereunder; termination to 
be effective upon the date and time specified in such notice as if 
said date were the date of the expiration of this Contract. 
Termination shall not relieve the Contractor of any liabiUties or 
obligations hereunder which have accrued on or prior to the 
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effective date of termination. 

c. If any ofthe following shall occur: 

1. The Contractor shall cease, abandon any part ofthe service, 
desert, stop or discontinue its services in the premises for any 
reason whatsoever and regardless ofthe fault ofthe 
Contractor; or 

2. The Contractor shall fail to keep, perform and observe each 
and every other promise, covenant and agreement set forth in 
this Contract on its part to be kept, performed or observed, 
within five (5) days after receipt of notice of defauh 
thereunder fix)m the Port Authority (except where fulfilhnent 
of its obUgations requires activity over a greater period of 
time, and the Contractor shall have commenced to perform 
whatever may be required for fulfilhnent within five (5) days 
after receipt of notice and continues such performance 
without interruption except for causes beyond its control); 
then upon the occurrence of any such event or during the 
continuance thereof, the Port Authority shall have the right 
on twenty four (24) hours notice to the Contractor to 
terminate this Contract and the rights ofthe Contractor 
hereunder, termination to be effective upon the date and time 
specified in such notice. Termination shall not reUeve the 
Contractor of any liabilities which shall have accrued on or 
prior to the effective date of termination. 

d. If any ofthe events enumerated in this Section shall occur 
prior to commencement date of this Contract the Port 
Authority upon the occurrence of any such event or any time 
thereafter during the continuance thereof by twenty-four (24) 
hours notice may terminate or suspend this Contract and the 
rights ofthe Contractor hereunder, such termination or 
suspension to be effective upon the date specified in such 
notice. 

e. (Reserved) 

f (Reserved) 

g. Any right of termination contained in this paragraph, shall be 
in addition to and not in Ueu of any and all rights and 
remedies that the Port Authority shall have at law or in equity 
consequent upon the Contractor's breach of this Contract and 
shall be without prejudice to any and all such other rights and 
remedies. It is hereby specifically agreed and understood that 
the exercise by the Port Authority of any right of termination 
set forth in this paragraph shall not be or be deemed to be an 
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exercise by the Port Authority of an election of remedies so 
as to preclude the Port Authority fiom any right to money 
damages it may have for the period prior to the effective date 
of termination to the original expiration date ofthe Contract, 
and this provision shall be deemed to survive the termination 
of this contract as aforesaid. 

h. (Reserved) 

i. If The Port Authority has paid any sum or has incurred any 
obligation or expense which the Contractor has agreed to pay 
or reunburse the Port Authority, or if the Port Authority is 
required or elects to pay any sum or sums or incurs any 
obligations or expense by reason of die failure, neglect or 
refusal ofthe Contractor to perform or fulfill any one or more 
ofthe conditions, covenants, or agreements contained in this 
Contract, or as a resuh of an act of omission ofthe Contractor 
contrary to the said conditions, covenants and agreements, 
the Contractor shall pay to the Port Authority the sum or 
sums so paid or expense so incurred, including all interests, 
costs and damages, promptly upon the receipt ofthe Port 
Authority's statement therefore. The Port Authority may, 
however, in its discretion, elect to deduct said sum or sums 
torn any payment payable by it to the Contractor. 

j . If the Port Authority pays any instalhnent to the Contractor 
without reducing said instalhnent as provided in this 
Contract, it may reduce any succeeding installment by the 
proper amount, or it may bill the Contractor for the amount 
by which the instalhnent paid should have been reduced and 
the Contractor shall pay to the Port Authority any such 
amount promptly upon receipt ofthe Port Authority's 
statement therefore. 

k. The Port Authority shall also have the rights set forth above 
in the event the Contractor shall become insolvent or 
bankrupt or if his/her affairs are placed in the hands of a 
receiver, trustee or assignee for the benefit of creditors. 

15. Sales or Compensating Use Taxes 

Sales to the Port Authority are currently exempt from New Yoric and New 
Jersey State and local sales and compensating use taxes and generally fi^m 
federal taxation. The Contractor certifies that there are no such taxes included 
in the prices for this Contract. The Contractor shall retain a copy of this 
Contract to substantiate the exempt sale. 

The compensation set forth in this Agreement is the complete compensation to 
the Contractor, and the Port Authority will not separately reimburee the 

52 



Contractor for any taxes unless specifically set forth in this Agreement. 

16. No Estoppel or Waiver 

The Port Authority shall not be precluded or estopped by any payment, final or 
otherwise, issued or made under this Contract, from showing at any time the 
true amount and character ofthe services performed, or from showing that any 
such payment is incorrect or was improperly issued or made; and the Port 
Authority shall not be precluded or estopped, notwithstanding any such 
payment, from recovering firom the Contractor any damages which it may 
sustain by reason of any failure on its part to comply strictly with this Contract, 
and any moneys which may be paid to it or for its account in excess of those to 
which it is lawfully entitled. 

No cancellation, rescission or annulment hereof, in whole or as to any part of 
the services to be provided hereunder, or because of any breach hereof, shaU be 
deemed a waiver of any money damages to which the Port Authority may be 
entitled because of such breach. Moreover, no waiver by the Authority of any 
breach of this Contract shall be deemed to be a waiver of any other or any 
subsequent breach. 

17. Records and Reports 

The contractor shall set up, keep and maintain in effect in accordance with 
accepted accounting practice during the term of this Agreement and any 
extensions thereof and for three years after the expiration, termination or 
revocation thereof, records, payroll records and books of account (including 
records of original entry and daily forms) recordmg all transactions ofthe 
Contractor, at, through or in any way connected with or related to the 
operations ofthe Contractor hereimder, including but not limited to all matters 
relating to the charges payable to the Contractor or the Authority hereunder 
and such additional information as the Port Authority may from time to time 
and at any time require, and also including, if appropriate, recording the actual 
number of hours of service provided under the Contract, and keeping separate 
records thereof which records and books of account shaU be kept at all times 
within the Port District. The Contractor shall permit in ordinary business 
hours during the term of this Agreement including any extensions thereof and 
for three years thereafter the examination and audit by the officers, employees 
and representatives ofthe Port Authority of such records and books of account 
and also any records and books of account of any company which is owned or 
controUed by the Contractor, or which owns or controls the Contractor if said 
company performs services similar to those performed by the Contractor 
anywhere in the Port District. However, if within the aforesaid three year 
period the Port Authority has notified the Contractor in writing of a pending 
claim by the Port Authority under or in connection with this Contract to which 
any ofthe aforesaid records and documents ofthe Contractor or of its 
subcontractors relate either directly or indirectly, then the period of such right 
of access shall be extended to the expiration of six years from the date of final 
payment with respect to the records and documents involved. 

53 



^ • ̂ ; V, •" ;P"MI^JIf"^j^iw -•;•! WJ- , ^ J I. "4 ^••*T->.7....;. ̂ »fmr--?PT^i^:T,-r-.. .V ,. .....I. ..^^rti w p . , j ii j . , ^ ^ 

a. The Contractor hereby further agrees to fiimish to the Port 
Authority from time to time such written reports in 
connection with its operations hereunder as the Port 
Authority may deem necessary or desirable. The format of 
all forms, schedules and reports furnished by the Contractor 
to the Port Authority shall be subject to the continuing 
approval ofthe Port Authority. 

b. No provision in this Contract giving the Port Authority a 
right of access to records and documents is intended to impair 
or affect any right of access to records and documents which 
they would have in the absence of such provision. Additional 
record keeping may be required under other sections of this 
Contract. 

18. General Obligations 

a. Except where expressly required or permitted herein to be 
oral, all notices, requests, consents and approvals required to 
be given to or by either party shall be in writing and all such 
notices, requests, consents and approvals shall be personally 
delivered to the other party during regular business hours or 
forwarded to such party by United States certified mail, 
return receipt requested, addressed to the other party at its 
address hereinbefore or hereafter provided. Until farther 
notice the Contractor hereby designates the address shown on 
the bottom ofthe Contractors Signature Sheet as their address 
to which such notices, requests, consents, or approvals may 
be forwarded. All notices, requests, consents, or approvals of 
the Contractor shall be forwarded to the Manager at the 
Facility. 

b. The Contractor shall comply with the provisions of all 
present and future federal, state and municipal laws, rules, 
regulations, requirements, ordinances, orders and directions 
which pertain to its operations under this Contract and which 
affect the Contract or the performance thereof and those 
engaged therein as if the said Contract were being performed 
for a private corporation, except where stricter requirements 
are contained in the Contract in which case the Contract shall 
control. The Contractor shall procure for itself all Ucenses, 
certificates, pennits, zoning ^provals, or otiier authorization 
firom all governmental authorities, if any, having jurisdiction 
over the Contractor's operations hereunder which may be 
necessary for the Contractor's operations. The Contractor's 
obUgation to comply with governmental requirements are not 
to be construed as a submission by the Port Authority to the 
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application to itself of such reqiurements. 

c. The Contractor shall pay all taxes, Ucense, certification, 
permit and examination fees and excises which may be 
assessed on its property or operations hereunder or income 
therefix>m, and shall make all appUcations, reports and returns 
required in cormection therewith. 

d. The Contractor shall promptiy observe, comply with and 
execute the provisions of any and all present and future rules 
and regulations, requirements, standard orders and directions 
ofthe American Insurance Association, the Insurance 
Services Office, National Fire Protection Association, and 
any other body or organization exercising similar functions 
which may pertain or apply to the Contractor's operations 
hereunder. The Contractor shaU not do or permit to be done 
any act which: 

1. will invalidate or be in conflict with any fire insurance 
policies covering the FaciUty or any part thereof or upon the 
contents of any building thereon, or 

2. will increase the rate of any 6ie insurance, extended coverage 
or rental insurance on the Facility or any part thereof or upon 
the contents of any building thereon, or 

3. in the opinion ofthe Port Authority will constitute a 
hazardous condition, so as to increase the risk normally 
attendant upon the operations contemplated by this Contract, 
or 

4. may cause or produce in the premises, or upon the Facility 
any unusual, noxious or objectionable smoke, gases, vapors, 
odors or 

5. may interfere with the effectiveness or accessibiUty ofthe 
dramage and sewerage system, fire protection system, 
sprinkler system, alarm system, fire hydrants and hoses, if 
any, installed or located or to be installed or located in or on 
the FaciUty, or 

6. shall constitute a nuisance in or on the Facility or which may 
resuh in the creation, commission or maintenance of a 
nuisance in or on the FaciUty. 

e. If by reason of the Contractor's failure to comply with the 
provisions of this Section and provided the Port Authority has 
given the Contractor five (5) days written notice of its failure 
and the Contractor shall not have cured said failure within said 
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five (5) days, any fire insurance, extended coverage or rental 
insurance rate on the Facility or any part thereof or upon the 
contents of any building thereon shall at any time be higher than 
it otherwise would be, then the Contractor shall on demand pay 
the Port Authority that part of all fire insurance, extended 
coverage or rental insurance premiums paid or payable by the 
Port Authority which shall have been charged because of such 
violations by the Contractor. 

f The Contractor shall conduct its operations hereunder so as not 
to endanger, unreasonably interfere with, or delay the 
operations or activities of any tenants or occupants on the 
premises or the Facility and, moreover, shall use the same 
degree of care in performance on the premises as would be 
required by law ofthe Port Authority and shall conduct 
operations hereunder in a courteous, efficient and safe maimer. 

a. The Contractor shall provide such equipment and medical 
faciUties as may be necessary to supply first aid service 
in case of accidents to its personnel who may be injured 
in the furnishing of service hereunder. The Contractor 
shall maintain standing arrangements for the removal 
and hospital treatment of any of its persormel who may 
be injured. 

19. Subcontracting 

a. The Contractor shaU not sell, transfer, mortgage, pledge, 
subcontract or assign this Contract or any part thereof or any of 
the rigiits granted hereunder or any moneys due or to become 
due to it hereunder or enter into any contract requiring or 
permitting the doing of anything hereunder by an independent 
Contractor, without the prior written approval ofthe Port 
Authority, and any such sale, transfer, mortgage, pledge, 
subcontract, assignment or contract without such prior written 
approval shall be void as to the Port Authority. 

b. All subcontractors who provide permanent personnel to the 
Contractor for work under this Contract shaW be given written 
notice to comply with all requirements ofthe Contract. The 
Contractor shall be responsible and Uable for the performance 
and acts of each subcontractor. 

c. All persons to whom the Contractor sublets services shall be 
deemed to be its agents and no subletting or approval thereof 
shall be deemed to release this Contractor from its obligations 
under this Contract or to impose any obUgations on the Port 
Authority to such subcontractor or to give the subcontractor any 
rights against the Port Authority. 
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20. Indemnification and Risks Assumed By The Contractor 

A. Risks Assumed By The Contractor 

The Contractor assumes the foUowing distinct and several risks: 

1. The risk of loss or damage to Port Authority property to the extent arising 
from the willful or negligent acts or omissions ofthe Contractor, its 
subcontractors or others under their control; 

2. The risk of fines or penalties assessed by courts or governmental agencies 
or entities against the Contractor, its subcontractors, or others under their 
control or the Authority, arising out ofthe performance of services 
hereunder; and the risk of claims made by third persons against the 
Contractor, its subcontractors, or others under the control ofthe Contractor 
or its subcontractors, or the Authority, on account of injuries (including 
wrongful death), loss, damage or liabiUty of any kind whatsoever arising out 
of or in connection with willful or negUgent acts ofthe Contractor, its 
subcontractors, or others under their control'in the performance ofthe 
services hereunder or out of or in connection with die Contractor's 
operations or presence at or in the vicinity ofthe construction sites or 
Authority premise; and the risk of claims against the Contractor, its 
subcontractors or others under the control ofthe Contractor or its 
subcontractors, or the Authority, for the payment of workers' compensation; 
whether such claims, fines or penalties are made or assessed and whether 
such injuries, damage, loss and UabiUty are sustained at any time both before 
and after the termination or expiration of this Contract; and 

3. The risk of loss or damage to any property of the Contractor, its 
subcontractors or others under the control ofthe Contractor or its 
subcontractors, and of claims made against the Contractor, its subcontractors 
or those under their control, or the Authority, for loss or damage to any 
property of subcontractors, materialmen, worianen and others under the 
control ofthe Contractor or its subcontractors, not caused by the willful or 
negligent acts or omissions ofthe Authority, occurring at any time prior to 
completion of removal of such property from the construction sites or 
Authority premises or the vicinity thereof 

The Contractor shaU indenmify the Authority against all claims described above in 
subparagraphs 1., 2, and 3 as to which the Contractor, its subcontractors or others under 
their control assumes the risk and for all expense incurred by it in the defense, settiement' 
or satisfaction thereof, including expenses of attorneys, except where indemnity would be 
precluded by New York State General ObUgations Law, Section 5-322.1 or by other 
appUcable law. If so directed, the Contractor shall defend against any claim described in 
subparagraphs 1,2 and 3 above in which event it shall not without obtaining express 
advance permission from tiie General Counsel ofthe Authority raise any defense 
involving in any way jurisdiction ofthe tribunal, immunity ofthe Authority, 
governmental nature ofthe Authority or the provisions of any statutes respecting suits 
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against the Authority. Unless a claim is one that the Contractor is not required to 
indemnify the Authority against as described in the first sentence of this clause, such 
defense shall be at the Contractor's cost. 

The provisions of this numbered clause shall also be for the benefit ofthe 
Commissioners, officers, agents and employees ofthe Authority, so that they shall have 
all the rights which they would have under this numbered clause if they were named at 
each place above at which the Authority is named, mcluding a direct right of action 
against the Contractor to enforce the foregomg mdemnity, except, however, that the 
Authority by action of its Board of Commissionere may at any time in its sole discretion 
and without UabiUty on its part cancel the benefit conferred on any of them by this 
numbered clause, whether or not the occasion for invoking such benefit has akeady 
arisen at the time of such cancellation. 

Neither the issuance of a certificate of completion nor the making of Final Payment shall 
release the Contractor fi:om his/her obligations under this numbered clause. Moreover, 
neither the enumeration in this numbered clause nor the enumeration elsewhere in this 
Contract of particular risks assumed by the Contractor or of particular claims for which 
he/she is responsible shall be deemed (a) to Umit the effect ofthe provisions of this 
numbered clause or of any other clause of this Contract relating to such risks or claims, 
(b) to imply that he/she assumes or is responsible for risks or claims only ofthe type 
enumerated in this numbered clause or in any other clause of this Contract, or (c) to limit 
the risks which he/she would assume or the claims for which he/she would be responsible 
in the absence of such enumerations. 

B.Insurance Procured By Contractor 

Pollution Liability Insurance (including lead abatement liabiUty): the Contractor or its 
subcontractor may be required, on a project-specific basis, for defined periods of time, to 
procure, maintain, and pay premiums on a Pollution LiabiUty Insurance Policy, including 
lead abatement UabiUty, on an occurrence basis, providing coverage for bodily injury 
UabiUty, property damage, or environmental damage caused by pollution conditions, with 
a limit of liability of not less than $5 milUon/occurrence and $5 miUion/aggregate,. The 
Policy shaU name all subcontractora, and the Contractor when applicable, as additional 
insureds. The poUcy shall include coverage for environmental cleanup on land, in air, 
and on water. The policy shall include coverage for completed operations (for 2 years 
after the completion ofthe Contract), gradual and sudden and accidental pollution 
coverage, with a tune element of no less tiian 7 days notice and 30 days reporting. The 
policy shall not contain a sunset provision, or any other provision, which would prohibit 
the reporting of a claim and the subsequent defense and indemnity that would normally 
be provided by the poUcy. Self-fimded, poUcy fix)nting, or other non-risk transfer 
insurance mechanisms are not acceptable to the Authority, unless fiiU disclosure is made 
to the Port Authority in writing prior to any consideration being given. The policy shall 
contain a waiver of subrogation in favor of the Port Authority. 

The policy shall provide transportation coverage for the hauling of lead based materials, 
including but not limited to lead paint, from the construction site to the final disposition 
location. Deductibles are subject to the qiproval ofthe Port Authority and shall not 
reduce the lunit of liability. The poUcy form must "pay on behalf of' rather than 
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"indemnify the insured". The insurance shall be primary insurance as respects the Port 
Authority, its representatives, officials, and employees. Any insurance or self-insurance 
maintained by the Port Authority shall be excess of this insurance and shall not contribute 
with it. The policy shall provide poUution coverage as respects lead based materials, 
including but not limited to lead paint for all phases ofthe abatement process. The policy 
shall not contain any provisions or definition that would serve to eliminate tlurd party 
over-claims, including exclusions ofthe premises owner. 
The Authority shall be named as an additional msured in the policy or poUcies set forth 
above. The liability poUcy or policies stated above shall contain coverage for cross-
Uability/severability of interests, and both shall be stated on the certificate of insurance. 
Certified copies ofthe policy or poUces described above or a certificate or certificates 
evidencing the existence thereof, shall be deUvered to the General Manager, Risk 
Management/Treasury, The Port Authority of New York and New Jeraey, 225 Parte 
Avenue South, 12* Floor, New York, NY 10003, witiiin ten (10) days after tiie execution 
of this Contract by the Contractor. Such poUcy or policies, certificate or certificates shall 
state the number of this Contract and shall contain a vaUd provision or endorsement that 
the policy or poUces may not be canceled, terminated, changed or modified without 
giving thirty (30) days advance written notice to the Port Authority at the above address. 
Such liability policy or poUcies and the certificate of insurance shaU contain an additional 
endorsement stating that, "The insurer shall not, without obtainmg express advance 
permission fiom the General Counsel ofthe Port Authority, raise any defense involving 
in any way the jurisdiction ofthe tribunal over the person ofthe Port Authority, the 
immunity ofthe Port Authority, its commissionera, officers, agents or employees, the 
governmental nature ofthe Port Authority, or the provisions of any statutes respecting 
suits against the Port Authority." Rene\^ poUcies shall be deUvered to the Port 
Authority at least fifteen (15) days prior to the expiration date of each expuing poUcy. If 
at any time any ofthe certificates or poUces shall be or become unsatisfactory to the Port 
Authority as to form or substance, or if the carrier issuing any such certificate or policy 
shall be or become unsatisfactory to the Port Authority, the Contractor shall promptiy 
obtain a new and satisfactory certificate and policy. The Port Authority may request at 
any time certified copies of the above poUcies. 

21. Approval of Methods 

Neither the approval ofthe Port Authority ofthe methods of furnishing 
services hereunder nor the failure ofthe Port Authority to call attention to 
improper or madequate methods or to require a change in the method of 
furnishing services hereunder, nor the failure ofthe Port Authority to du*ect the 
Contractor to take any particular precautions or to refiain firom doing any 
particular thing shaU reUeve the Contractor of its Uability for injuries to 
persons or damage to property arising out of its operations. 

22. Safety and (^leanlinesg 

a. The Contractor shall, in the furnishing of services hereunder, 
exercise every precaution to prevent injury to person or 
damage to property and avoid inconvenience to the occupants 
of or any visitors to the FaciUty. The Contractor shall, without 
limiting the generality hereof, place such personnel, erect such 
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barricades and railings, give such warnings, display such 
lights, sisals or signs, place such cones and exercise 
precautions as may be necessary, proper or desirable. 

b. The Contractor shall in case of unsafe fioor conditions due to 
construction, wetness, spillage, sickness and all other types of 
haŝ ardous conditions proceed to rope off the unsafe area and 
place appropriate warnings signs to prevent accidents fix)m 
occurring. The Contractor shall clean said area to the 
satisfaction ofthe Manager. 

c. The Contractor shall at all times maintain in a clean and 
orderly condition and s^pearance any and all facilities 
provided by the Port Autiiority for the Contractor's operations, 
and all fixtures, sink closets, equipment, and other personal 
property ofthe Port Authority wWch are located in said 
faciUties. 

23. Accident Reports 

The Contractor shall promptiy report in writing to the Manager ofthe Facility 
and to the Deputy Chief, Litigation Management ofthe Port Authority all 
accidents whatsoever arising out of or in connection with its operations 
hereunder and which result in death or injury to persons or damage to property, 
setting forth such details thereof as the Port Authority may desire. In addition, 
if death or serious injury or serious damage is caused, such accidents shall be 
immediately reported by telephone to the aforesaid representatives ofthe Port 
Authority. 

24. Trash Removal 

The Contractor shall remove daily from the FaciUty by means provided by the 
Contractor all garbage, debris and other waste material (solid or Uquid) arising 
out of or in cormection with its operations hereunder, and any such garbage, 
debris and other waste material not immediately removed shall be temporarily 
stored in a clear and sanitary condition, approved by the FaciUty Manager and 
shall be kept covered except when filling or emptymg them. The Contractor 
shall exercise care in removing such garbage, debris and other waste materials 
fixim the Facility. The manner of such storage and removal shall always be 
subject in all respects to the continual approval ofthe Port Authority. No 
equipment or faciUties ofthe Port Authority shall be used in such removal 
unless with its prior consent in writing. No such garbage, debris or other waste 
materials shaU be or be permitted to be thrown, discharged or disposed into or 
upon die waters at or bounding the FaciUty. 

25. Lost and Found Property 

The Contractor shall instruct its personnel that all items of personal property 
found by the Contractor's employees must be turned in to the Port Authority 
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and a receipt will be issued therefor. 

26. Property ofthe Contractor 

a. All property of the Contractor at the FaciUty by virtue of this 
Contract shall be removed on or before the expiration or 
sooner termination or revocation of this Contract. 

b. If the Contractor shall fail to remove its property upon the 
expiration, termination or revocation of this Contract the Port 
Authority may, at its option, dispose of such property as waste 
or as agent for the Contractor and at the risk and expense of 
the Contractor, remove such property to a pubUc warehouse, or 
may retain the same in its own possession, and in either event 
after the expiration of thirty (30) days may sell the same in 
accordance with any method deemed appropriate; the proceeds 
of any such sale shaU be ŝ pUed first, to the expenses of sale 
and second, to any sums owed by the Contractor to the Port 
Authority; any balance remaining shall be paid to the 
Contractor. Any excess ofthe total cost of removal, storage 
and sale and other costs incurred by the Port Authority as a 
result of such failure of performance by the Contractor over 
the proceeds of sale shaU be paid by the Contractor to the Port 
Autiiority upon demand. 

27. Modification of Contract 

This Contract may not be changed except in writing signed by the Port 
Authority and the Contractor. The Contractor agrees that no representation or 
warranties shall be binding upon the Port Authority unless expressed in writing 
in this Contract, 

28. Invalid Clauses 

If any provision of this Contract shall be such as to destroy its mutuality or to 
render it invalid or illegal, then, if it shall not appear to have been so material 
that without it the Contract would not have been made by the parties, it shall 
not be deemed to form part thereof but the balance ofthe Contract shall remain 
in full force and effect. 

29. Approval of Materials. Supplies and Equipment 

Only Port Authority approved materials, suppUes, and equipment are to be 
used by the Contractor in performing its services hereunder. Inclusion of 
materials or supplies on the Port Authority Approved Products List constitutes 
approval. The list may be revised fixjm time to time and at any time by the 
Port Authority and it shall be incumbent upon the Contractor to obtain the 
most current Ust fit>m the Manager ofthe Facility. 
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At anytime during the bid, pre-performance or performance periods, the 
Contractor may propose the use of an alternate product or products to those on 
the Approved Products List, which product(s) shall be subject to review and 
approval by the Port Authority. Any alternate product so approved by the Port 
Authority may be used by the Contractor in performing its services hereunder. 
Until such approval is given, only products on the Approved Products List may 
be used. 

30. Intellectual Property 

The right to use all patented materials, appUances, processes of manufacture or 
types of consti^ction, trade and service marks and copyrights, coUectively 
hereinafter referred to as the "Intellectual Property Ri^ts" in the performance 
ofthe work shall be obtained by the Contractor without separate or additional 
compensation. The Contractor shall indemnify die Port Authority agamst and 
save it harmless fiom all loss and expense incurred as a result of any claims in 
the nature of Intellectual Property Rights infringement arising out ofthe Port 
Authority's use, in accordance with the immediately preceding statement, of 
any protected Intellectual Property Rights. The Contractor, if requested, shall 
conduct all negotiations with respect to and defend such clauns. If the Port 
Authority be enjoined either temporarily or permanently fix)m the use of any 
subject matter as to which the Contractor is to indemnify the Port Authority 
against infiingement, then the Port Authority may, without limiting any other 
rights it may have, require the Contractor to supply temporary or permanent 
replacement faciUties approved by the Manager, and if the Contractor ^ I s to 
do so the Contractor shall, at its expense, remove all such enjoined facilities 
and refund the cost thereof to the Port Authority or take such steps as may be 
necessary to insure compUance by the Port Authority with said injunction, to 
the satisfaction ofthe Port Authority. 

31 A. High Security Areas 

a. Services under the Contract may be required in high security 
areas, as the same may be designated by the Manager from 
time to time. The Port Authority shall require the observance 
of certain security procedures with respect to the high security 
areas, which may include the escort to, at, and/or fi^m said 
high security areas by security personnel designated by the 
Contractor or any subcontractor's persormel required to work 
therein. 

b. Twenty-four hours prior to the proposed performance of any f 
work in a high security area, the Contractor shall notify the 
Manager. The Contractor shall conform to the procedures as 
may be estabUshed by the Manager from time to time and at 
any time for access to high security areas and the escorting of 
persormel hereunder. Prior to the start of work, the Conductor 
shaU request a description from the Manager ofthe high 
security areas which will be in effect on the commencement 
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date. The description of high security areas may be changed 
from time to time and at any time by the Manager during the 
term ofthe Contract. 

31B. Notification of Security Requirements 

The Port Authority operates facilities and systems, at which terrorism or other criminal 
acts may have a significant unpact on life safety and key infirastructures. The 
Authority reserves the right to impose multiple layers of security requirements on the 
performance ofthe Contract work, including on the Contractor, its staff and 
subcontractors and their staffs depending upon the level of security requu^d, as 
determined by the Authority. The Contractor shall and shall instruct its subcontractors 
to cooperate with Authority staff in adopting security requirements. These security 
requirements may include but may not be limited to the following: 

i. Identity Checks and Background Screening 

Contractor/subcontractor identity checks and background 
screening shall include but shall not be limited to: (1) inspection 
of not less than two forms of valid/current government issued 
identification (at least one having an official photogrq)h) to 
verify stafTs name and residence; (2) screening of federal, 
state, and/or local criminal justice agency information databases 
and files; (3) screening of any terrorist identification files; (4) 
multi-year check of personal, employment and /or credit history; 
(5) access identification to include some form of biometric 
security methodology such as fingerprint, facial or iris scanning. 

The Contractor may be required to have its staff, and any 
subcontractor's staff, authorize the Authority or its designee to 
perform background checks. Such authorization shall be in a 
form acceptable to the Authority. If the Authority directs the 
Contractor to have identity checks and background screening 
perfonhed by a particular firm designated by the Authority, the 
Authority will compensate the Contractor for the cost of such 
screening pursuant to the Extra Work provisions ofthe 
Contract. 

ii. Issuance of Photo Identification cards: 

If the Autiiority requires faciUty-specific identification cards for 
the Contractor's and subcontractors' staff, the Authority will 
supply such identification cards at no cost to the Contractor. 

iii. Access control, inspection, and monitoring by security guards: 

The Authority wiU provide for faciUty access control, inspection 
and monitoring by Authority retained security guards. Should 
the Authority require the Contractor to hire security guards for 
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tiie purpose of faciUty access control and inspection in Ueu of or 
in addition to the Authority retained facility security guards, the 
Contractor will be reimbursed for the cost of such security 
guards pursuant to the Extra Work provisions ofthe Confract. 
However, this provision shall not relieve the Contractor of its 
responsibiUty to secure its equipment and work at the facility at 
its own expense. 

The Authority may impose, mcrease, and/or upgrade security requirements for 
the Contractor, subcontractors and their staffs during the term of this Contract to 
address changing security conditions and/or new governmental regulations. 

32. Construction In Progress 

The Contractor recognizes that construction may be in progress at the Facility 
and may continue throughout the term of this proposed Contract. 
Notwithstanding, the Contractor shall at aU times during the term hereof 
maintain the same standards of performance and cleanUness as prevails in 
non-affected areas as required by the standards hereimder. 

33. Permit-Required Confined Space Work 

Prior to commencement of any work, the Conti-actor shall request and obtain 
from the Port Authority a description of all spaces at the facility which are 
permit-required confined spaces requiring issuance of an OSHA permit. 

Prior to the commencement of any work in a permit-required confined space at 
a Port Authority facility reqmring issuance of an OSHA permit, the Contractor 
shall contact the Manager to obtain an Authority Contractor Permit-Required 
Confined Space Notification form. The notification form must be filled out 
and submitted prior to commencing permit-required confined space work. AU 
confined space work shall be performed in accordance with all appUcable 
OSHA requirements. The Contractor shall provide its employees with a copy 
of its own company permit and shall furnish the Port Autiiority with a copy of 
the permit upon completion ofthe work. The Contractor must supply all 
equipment required for working in a confined space. 

34. Signs 

Except with the prior written approval ofthe Port Authority, the Contractor 
shall not erect, mamtain or display any signs or postere or any advertising on or 
about the Facility. 

35. Vending Machines. Food Preparation 

The Contractor shall not install, maintain or operate on the Facility, or on any 
other Port Authority property, any vending machines without the prior written 
approval ofthe Port Authority. No foods or beverages shall be prepared or 
consumed at the FaciUty by any ofthe Contractor's employees except in areas 
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as may be specifically designated by the Port Authority for such purpose. 

36. Non-Publication 

The Contractor shall not issue nor permit to be issued any press release, advertisement, 
or Uterature of any kind, which refers to the Port Authority or to the fact that goods 
have been, are being or wiU be provided to it and/or that services have been, arc being 
or will be performed for it in cormection with this Agreement, nor shall the Contractor 
use the Port Authority's logo in any way unless the vendor first obtains the written 
approval ofthe Port Authority. Such approval may be withheld if for any reason the 
Port Authority believes that the pubUcation of such information would be harmful to 
the public mterest of is in any way undesirable. 
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PART i n CONTRACTOR'S INTEGRITY PROVISIONS 

1. Certification of No Investigation (criminal or civil anti-trust\ Indictment 
Conviction, Debarment. Suspension. Disqualification and Disclosure of Other 
Information 

By bidding on this Contract, each Bidder and each person signing on behalf 
of any Bidder certifies, and in the case of a joint bid each party thereto 
certifies as to its own organization, that die Bidder and each parent and/or 
affiUate ofthe Bidder has not 

a. been indicted or convicted in any jurisdiction; 
b. been suspended, debarred, found not responsible or otherwise 

disqualified fix)m entering into any contract with any 
governmental agency or been denied a government contract 
for failure to meet standards related to the integrity ofthe 
Bidder; 

c. had a contract terminated by any govenunental agency for 
breach of contract or for any cause based in whole or in part on 
an indictment or conviction; 

d. ever used a name, trade name or abbreviated name, or an 
Employer Identification Number different fi'om those inserted 
in the Bid; 

e. had any business or professional license suspended or revoked 
or, within the five years prior to bid opening, had any sanction 
imposed in excess of $50,000 as a result of any judicial or 
administrative proceeding with respect to any Ucense held or 
with respect to any violation of a federal, state or local 
environmental law, rule or regulation; 

f had any sanction imposed as a result of a judicial or 
administrative proceeding related to fi^ud, extortion, bribery, 
bid rigging, embezzlement, misrepresentation or anti-trust 
regardless ofthe dollar amount ofthe sanctions or the date of 
their imposition; and 

g. been, and is not currentiy, the subject of a criminal 
investigation by any federal, state or local prosecuting or 
investigative agency and/or a civil anti-trust investigation by 
any federal, state or local prosecuting or investigative agency, 

2. Non-Collusive Bidding, and Code of Ethics Certification. Certification of 
No Solicitation Based On Commission. Peroentage. Brokerage. Contingent or 
Other Fees 

By bidding on this Contract, each Bidder and each person signing on behalf 
of any Bidder certifies, and in the case of a joint bid, each party thereto 
certifies as to its own organization, that 

a. the prices in its bid have been arrived at independently without 
collusion, consultation, communication or agreement for the 
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purpose of restricting competition, as to any matter relating to 
such prices with any other bidder or with any competitor; 

a. the prices quoted in its bid have not been and will not be 
knowingly disclosed directly or indu^ctly by the Bidder prior 
to the official opening of such bid to any other bidder or to any 
competitor; 

b. the prices quoted in its bid have not been and will not be 
knowingly disclosed directly or mdirectly by the Bidder prior 
to the official opening of such bid to any other bidder or to any 
competitor; 

c. no attempt has been made and none wiU be made by the 
Bidder to induce any other person, partnership or corporation 
to submit or not to submit a bid for the purpose of restrictmg 
competition; 

d. this organization has not made any offers or agreements or 
taken any other action with respect to any Authority employee 
or former employee or immediate family member of either 
which would constitute a breach of ethical standards under the 
Code of Ethics dated April 11,1996 (a copy of which is 
available upon request to the individual named in the clause 
hereof entitied "Bidder's Ouestions"'>. nor does this 
organization have any knowledge of any act on the part of an 
Authority employee or former Authority employee relating 
either directiy or indirectiy to this organization which 
constitutes a breach ofthe ethical standards set forth in said 
Code; 

e. no person or selling agency other than a bona fide employee or 
bona fide established commereial or selling agency maintained 
by the Bidder for the purpose of securing business, has been 
employed or retained by the Bidder to soUcit or secure this 
Contract on the understanding that a commission, percentage, 
brokerage, contingent, or other fee would be paid to such 
person or selling agency; and 

f the bidder has not offered, promised or given, demanded or 
accepted, any undue advantage, directiy or mdirectiy, to or 
fi-om a public ofBcial or employee, poUtical candidate, party or 
party official, or any private sector employee (including a 
person who directs or works for a private sector enterprise in 
any capacity), in order to obtain, retain or direct business or to 
secure any other improper advantage in cormection with this 
Contract. 

The foregoing certifications shall be deemed to be made by the Bidder as 
follows: 

* if the Bidder is a corporation, such certification shall be 
deemed to have been made not only with respect to the Bidder 
itself, but also with respect to each parent, affiUate, director, 
and officer ofthe Bidder, as well as, to the best ofthe 
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certifier's knowledge and beUef, each stockholder ofthe 
Bidder with an ownership interest in excess of 10%; 

* if the Bidder is a partnership, such certification shall be 
deemed to have been made not only with respect to the Bidder 
itself, but also with respect to each partner. 

Moreover, the foregoing certifications, if made by a corporate Bidder, shall 
be deemed to have been authorized by the Board of Directors ofthe Bidder, 
and such authorization shall be deemed to include the signing and submission 
ofthe bid and the mclusion therein of such certification as the act and deed of 
the corporation. 

In any case where the Bidder cannot make the foregoing certifications, the 
Bidder shaU so state and shall furtush with the signed bid a signed statement 
which sets forth in detail the reasons therefor. If the Bidder is uncertain as to 
whether it can make the foregoing certifications, it shall so indicate in a 
signed statement furnished with its bid, setting forth in such statement the 
reasons for its uncertainty. 

Notwithstanding that the Bidder may be able to make the foregoing 
certifications at the time the bid is submitted, the Bidder shall immediately 
notify the Authority in writing during the period of irrevocability of bids on 
this Contract or any extension of such period of any change of cireumstances 
which might under this clause make it unable to make the foregoing 
certifications or require disclosure. The foregoing certifications or signed 
statement shall be deemed to have been made by the Bidder with full 
knowledge that they would become a part ofthe records ofthe Authority and 
that the Authority wiU rely on their truth and accuracy in awarding this 
Contract. In the event that the Authority should determine at any time prior 
or subsequent to the award of this Contract that the Bidder has falsely 
certified as to any material item in the foregoing certifications or has willfully 
or fraudulently fiimished a signed statement which is false in any material 
respect, or has not fully and accurately represented any circumstance with 
respect to any item in the foregoing certifications required to be disclosed, the 
Authority may determine that the Bidder is not a responsible Bidder with 
respect to its bid on the Contract or with respect to fiiture bids on Authority 
contracts and may exereise such other remedies as are provided to it by the 
Contract with respect to these matters. In addition. Bidders are advised that 
knowingly providing a false certification or statement pursuant hereto may be 
the basis for prosecution for offering a false instrument for fiUng (see e.g. 
New York Penal Law, Section 175.30 et seq.). Bidders are also advised that 
the inability to make such certification will not in and of itself disquaUfy a 
Bidder, and that in each instance the Authority will evaluate the reasons 
therefor provided by the Bidder. 

3. Bidder EligibiUtv for Award of Contracts - Determination bv an Agency 
ofthe State of New York or New Jersey Concerning Eligibility to Receive 
Public Contracts 
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Bidders are advised that the Authority has adopted a policy to the effect that 
in awarding its contracts it will honor any determination by an agency ofthe 
State of New York or New Jersey that a Bidder is not eUgible to bid on or be 
awarded public contracts because the Bidder has been determined to have 
engaged in illegal or dishonest conduct or to have violated prevailing rate of 
wage legislation. 

The policy permits a Bidder whose ineUgibility has been so determined by an 
agency ofthe State of New Yoric or New Jersey to submit a bid on a Port 
Authority contract and then to establish that it is eligible to be awarded a 
contract on which it has bid because (i) the state agency determination relied 
upon does not apply to the Bidder, or (ii) the state agency determination 
relied upon was made without affording the Bidder the notice and hearing to 
which the Bidder was entitied by the requirements of due process of law, or 
(iii) the state agency determination was clearly erroneous or (iv) the state 
determination reUed upon was not based on a finding of conduct 
demonstrating a lack of integrity or violation of a prevaiUng rate of wage law. 

The full text ofthe resolution adopting the policy may be found m the 
Mmutes ofthe Authority's Board of Commissioners meeting of September 9, 
1993. 

4. No Gifts. Gratuities. Offers of Employment. Etc. 

During the term of this Contract, the Contractor shall not offer, give or agree 
to give anything of value either to a Port Authority employee, agent, job 
shopper, consultant, construction manager or other person or firm 
representing the Port Authority, or to a member ofthe imihediate family (i.e., 
a spouse, child, parent, brother or sister) of any of the foregoing, in 
cormection with the performance by such employee, agent, job shopper, 
consultant, construction manager or other person or firm representing the Port 
Authority of duties involving transactions with the Contractor on behalf of the 
Port Authority, whether or not such duties are related to this Contract or any 
other Port Authority contract or matter. Any such conduct shall be deemed a 
material breach of this Contract. As used herein "anything of value" shall 
include but not be limited to any (a) favors, such as meals, entertainment, 
transportation (other than that contemplated by the Contract or any other Port 
Authority contract), etc. which might tend to obUgate the Port Authority 
employee to the Contractor, and (b) gift, gratuity, money, goods, equipment, 
services, lodgmg, discounts not available to the general public, offers or 
promises of employment, loans or the cancellation thereof, preferential 
treatment or business opportunity. Such term shall not include compensation 
contemplated by this Contract or any other Port Authority contract. Where 
used herein, the term "Port Authority" shall be deemed to include all 
subsidiaries ofthe Port Authority. 

The Contractor shall insure that no gratuities of any kind or nature 
whatsoever shall be soUcited or accepted by it and by its persormel for any 
reason whatsoever fit)m the passengers, tenants, customers or other persons 
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using tiie FaciUty and shall so instruct its personnel. 

In addition, during the term of this Contract, the Contractor shall not make an 
offer of employment or use confidential information in a manner proscribed 
by the Code of Ethics and Financial Disclosure dated April 11, 1996 (a copy 
of which is available upon request to the Office ofthe Secretary ofthe Port 
Authority). 

The Contractor shall mclude the provisions of this clause in each subcontract 
entered into under this Contract. 

5. Conflict of Interest 

During the term of this Contract, the Contractor shall not participate in any 
way in the preparation, negotiation or award of any contract (other than a 
contract for its own services to the Authority) to which it is contemplated the 
Port Authority may become a party, or participate in any way in the review or 
resolution of a claim in cormection with such a contract if the Contractor has 
a substantial financial interest in the contractor or potential contractor ofthe 
Port Authority or if the Contractor has an arrangement for future employment 
or for any other business relationship with said contractor or potential 
contractor, nor shall the Contractor at any time take any other action which 
might be viewed as or give the appearance of conflict of interest on its part. 
If the possibiUty of such an arrangement for future employment or for another 
business arrangement has been or is the subject of a previous or current 
discussion, or if the Contractor has reason to beUeve such an arrangement 
may be the subject of future discussion, or if the Contractor has any financial 
interest, substantial or not, in a contractor or potential contractor ofthe 
Authority, and the Contractor's participation in the preparation, negotiation or 
award of any contract with such a contractor or the review or resolution of a 
claim in connection with such a contract is contemplated or if the Contractor 
has reason to beUeve that any other situation exists which might be viewed as 
or give the appearance of a conflict of interest, the Contractor shall 
immediately inform the Director in writing of such situation giving the full 
details thereof Unless the Contractor receives the specific written approval 
ofthe Director, the Contractor shall not take the contemplated action which 
might be viewed as or give the appearance of a conflict of interest. In the 
event the Du*ector shall determine that the performance by the Contractor of a 
portion of its services under this Agreement is precluded by the provisions of 
this numbered paragr^h, or a portion ofthe Contractor's said services is 
determined by the Director to be no longer appropriate because of such 
preclusion, then the Director shall have fiill authority on behalf of both parties 
to order that such portion ofthe Contractor's services not be performed by the 
Contractor, reserving the right, however, to have the services performed by 
others and any lump sum compensation payable hereunder which is 
appUcable to the deleted work shall be equitably adjusted by the parties. The 
Contractor's execution of this document shall constitute a representation by 
the Contractor that at the time of such execution the Contractor knows of no 
cireumstances, present or anticipated, which come within the provisions of 
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this paragraph or which might otherwise be viewed as or give the appearance 
of a conflict of interest on the Contractor's part. The Contractor 
acknowledges that the Authority may preclude it fixjm involvement in certain 
disposition/privatization mitiatives or transactions that result fiom the 
findings of its evaluations hereunder or fi-om participation in any contract 
which results, directiy or indirectly, fi'om the services provided by the 
Contractor hereunder. 

6. Definitions 

As used in this section, the following terms shall mean: 

Affiliate - Two or more firms are affiliates if a parent owns more 
than fifty percent ofthe voting stock of each ofthe firms, or a common 
shareholder or group of shareholders owns more than fifty percent ofthe 
voting stock of each ofthe firms, or if the firms have a common proprietor or 
general partner. 

Agency or Governmental Agency - Any federal, state, city or other 
local agency, including departments,-offices, public authorities and 
corporations, boards of education and higher education, public development 
corporations, local development corporations and others. 

Investigation - Any inquiries made by any federal, state or local 
criminal prosecuting agency and any inquiries concerning civil anti-trust 
investigations made by any federal, state or local govenunental agency. 
Except for inquiries concerning civil anti-trust investigations, the term does 
not include inquiries made by any civil government agency concerning 
compUance with any regulation, the naturc of which does not carry criminal, 
penalties, nor does it include any background investigations for employment, 
or Federal, State, and local inquiries into tax returns. 

Officer - Any mdividual who serves as chief executive officer, chief 
financial officer, or chief operating officer ofthe Bidder by whatever titles 
known. 

Parent - An individual, partnership, joint venture or corporation 
which owns more than 50% ofthe voting slock ofthe Bidder. 

If the soticitation is a Request for Proposal: 

Bid - shall mean Proposal; 

Bidder - shall mean Proposer; 

Bidding - shall mean submitting a Proposal. 
In a Contract resulting firom the taking of bids: 

Bid • shall mean bid; 
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Bidder - shall mean Bidder; 

Bidding - shall mean executing this Contract. 

In a Contract resulting fi'om the taking of Proposals: 

Bid - shall mean Proposal; 

Bidder - shall mean Proposer; 

Bidding - shall mean executing this Contract. 
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ATTACHMENT C - PROPOSER REFERENCE FORM 

Name of Proposer:, 

Please provide a list of references on the firm's performance of similar work within the 
last five years, including all current contracts. Use additional sheets as necessary. 

Include the following information for each reference: 

Customer Name: 
Address: 
Contact Name and Title: 
Phone and Fax Numbers of Contact: 
Contract date(s): 
Contract cost: 
Description of work: 

Customer Name:_ 
Address: 
Contact Name and Title: 
Phone and Fax Numbers of Contact:, 
Contract date(s): 
Contract cost: 
Description of Work: 

Customer Name:, 
Address: 
Contact Name and Title: 
Phone and Fax Numbers of Contact:, 
Contract date (s): 
Contract cost: 
Description of work:_ 
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Customer Name:_ 
Address: 
Contact Name and Title: 
Phone and Fax Numbers of Contact: 
Contract date (s): 
Contract cost: 
Description of work:_ 

Customer Name:_ 
Address: 
Contact Name and Titie: 
Phone and Fax Numbers of Contact: 
Contract date (s): 
Contract cost: 
Description of work:_ 
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ATTACHMENT D - PORT AUTHORITV FACU^ITIES 

Aviation 

John F. Kennedy International Airport 
Newark Liberty International Airport 
LaGuardia Airport 
Downtown Manhattan Heliport 
AirTrain Newark 
AirTrain JFK 
Teterboro (excluded for purposes of this RFP, but listed for information only) 

Tunnels, Bridges & Terminals 

George Washington Bridge 
George Washington Bridge Bus Station 
Lincoln Tunnel 
Port Authority Bus Terminal 
HoUand Tunnel 
Bayonne Bridge 
Goethals Bridge 
Outerbridge Crossing 

Port Authority Trans-Hudson 

PATH Rail Transit System 
Journal Square Transportation Center 

Port Commerce 

Auto Marine Terminal 
Brooklyn Port Authority Marine Terminal 
Brooklyn Piers 
Red Hook Container Terminal 
Elizabeth Port Authority Marine Terminal 
Port Newark 
Rowland Hook Marine Terminal 
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Economic Development 

The Legal Center 

The Teleport 
Essex County Resource Recovery FaciUty 
Bathgate Industrial Park 
Industrial Park at EUzabeth 

World Trade Center site 
World Trade Center Transportation Hub (under development) 

Notes Regarding The Above FaciUties 

Please note the following faciUties will be phased into the Scope of Work of this Contract 
as existing agreements expire or are otherwise terminated: 

• the airport terminals at LaGuardia, John F, Kennedy International, and Newark 
Liberty International airports, inside the AirTrain Newark stations and cars, 
inside the AirTrain JFK stations, the 3 Van Wyck Sign Bridges, the LGA Garage, 
the Terminal 4 Garage, and the Newark Liberty Toll Plaza billboard sign, 
(Current agreements are in effect through 2005.) 

• inside the PATH rail transit system cars and station platforms. (Current 
agreements are in effect through Aug. 2007.) 

• Port Authority Bus Terminal (The interior is under agreement until June 30, 
2006; exterior is under agreement until June 30,2016.) 

The Port Authority currently generates approximately $25 miUion in gross advertising 
revenue sales from the facilities Usted in the bullets ̂ ove, with approximately 80% of 
the gross sales total generated through the airports. 
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ATTACHMENT E - Financial Proposal 

Your full compensation for all services rendered in connection with this Agreement will be 
derived from your share ofthe gross advertising sales. You will not be reimbursed for any out-
of-pocket costs incurred in connection with any task related to the performances ofthe duties 
contamed in the Scope of Woric. 

The Port Authority to itself may construct or have constructed infrastructure at its faciUties that 
may be also suitable for the placement of advertising. In such a cases the Port Authority reserves 
the right to negotiate with the Contractor a different arrangement for compensation to the 
Authority than is set forth in this Contract. 



ATTACHMENT F - Contractor*s officers and staff 

Name: 

Title: 

Name: 

Title: 

Name: 

Title: 

Name: 

Title: 

Name: 

Titie: _ 

Name: 

Titie: 

4 

-1 



ATTACHMENT G - Advertising Guidelines - Abstract 

No advertising material shaU be permitted to be displayed unless the Port Authority has 
given prior written approval as to the content ofthe material stating that it is in compliance with 
specific advertising guidelines that will be included in the governing agreement. It is expected 
that those guidelines will (1) permit only advertising promoting the sale or rental of a product 
(except tobacco), service or property, travel to a travel destination, or attendance at an event, and 
(2) prohibit advertising that is defamatory, false or deceptive, concerns iUegal services or 
products, violates proprietary rights, includes images of human nudity or is otherwise material 
inappropriate for general public view as will be specifically described in the agreement. The 
guidelines will include provisions for internal Port Authority review procedures as to any denial 
of approval based on content. 



ATTACHMENT H - Olympic 2012 Agreement 

Note: Contractor's are hereby given notice that the attached agreement shall be in 
force in the event that New York City is chosen to host the 2012 Olynqjic Games. 



LETTER AGREEMENT 

Octoberl9, 2004 

The Port Authority of New York and New Jersey 
225 Park Avenue South 
New York. New York 10003 

Ladies and Gentlemen: 

In connection with the preparation, for submission to the International 
Olympic Committee ("IOC"), of a candidature for New York City to host the 2012 
Olympic Games, NYC2012 must demonstrate that it will take the necessary steps to 
protect the value of authorized Olympic sponsorships and the rights of authorized 
Olympic marketing partners by preventing and confronting ambush marketing. 
Accordingly, the IOC requires NYC2012 to make advertising space in New York City 
available only to Olympic sponsors and partners during the 2012 Olympic Games in 
order to reduce unfair competition in the form of ambush marketing. 

This letter, when countersigned by you, will evidence the Port Authority 
of New York and New Jersey's ("PA*') agreement to assist NYC2012 with its efforts to 
reduce ambush marketing at its facilities. Subject to and in accordance with the terms of 
this Letter Agreement, the PA hereby agrees that if New York City is chosen to host the 
2012 Olympic Games: (I) it will license to NYC2012 the advertising space under the 
PA's control at its facilities, as set forth in Schedule A (the "Ad Space"), for the period 
June 26, 2022 through August 21, 2012 inclusive (the 'T,iccnse Period"), and (2) all 
future agreements which grant rights to the advertising space under the PA's control at its 
facihties will contain an acknowledgement ofthe terms of this Letter Agreement and will 
require all Ucensees, lessees, p^miitees, vendors and contractors to comply with the terms 
of this Letter Agreement. 

Notwithstanding the generality of the foregoing or anything to the contrary 
stated herein, the PA's obligation to make available advertising space to NYC2012 under 
this Letter Agreement shall be subject to all ofthe following: (1) with respect to all 
terminals not under the control of the PA, the rights of third parties with which the PA 
has entered into agreements as of the date of the execution of this Letter Agreement, 
including, but not limited to, the rights of terminal airline lessees, (2) the PA's tenant 
alteration and application process (the "TAA process"), which shall apply, among other 
things, to the installation, maintenance, and location of any advertising, (3) the PA rules, 
regulations and pohcies concerning content of advertising in effect from time to time, and 
(4) the receipt by the PA of a written notice from NYC2012 not less than sixty (60) days 
prior to the start ofthe License Period (the "sixty-day notice") stating (i) that NYC2012 
intends to exercise the riglits granted to'it by this Letter Agreement, and (ii) the 
information required in paragraph 4 of this Letter Agreement, and (3) receiving the 



requisite prior authorization(s) of the Board of Commissioners of the PA. 

1. License Fee. The Ucense fee for Ad Space shall be calculated as follows: the 
average price for various types of advertising (e.g.. wall wraps, spectaculars and 
dioramas) as established by the relevant advertising permittees/lessees then under 
contract with the PA at its facilities for 2005,2006,2007 and 2008 (the "Average Price"), 
multiplied by the percentage increase projected as of December 31, 2008, for the period 
2009 through 2012, by the Consumer Price Index for All Urban Consumers - New York-
Northern New Jersey-Long Island, NY-NJ-CT (All Items, unadjusted 1982-84=100) 
published by the Bureau of Labor Statistics ofthe United States Department of Labor, 
plus a twenty percent (20%) premium. Such 20% premium shall be referred to herein as 
the Olympic Premium. 

2. Assignment. The parties acknowledge and agree that should the Games be 
awarded to New York City, NYC2012 will be succeeded by the New York Committee 
for die Olympic Games ("NYCOG") that shall receive from NYC2012 an assignment of 
all rights, and shall assume all obUgations concerning, arrangements underlying the bid 
including all rights pursuant to this Letter Agreement and shall be the organizaUon to 
conduct the Games and carry out the rights and responsibilities of NYC2012 hereunder. 

3. Termination. This Letter Agreement will temiinate upon the failure of New 
York City to be awarded the Olympic Games by the IOC or the failure ofthe PA to 
receive the sixty-day notice described herein. 

4. Uncommitted Ad Space. The sixty-day notice shall identity all Ad Space 
contractually committed to by written agreement, between the IOC and any Olympic 
Advertising Party, for advertising at eachPA faciUty during the period ofthe Olympic 
Games and for the period commencing thirty (30) days prior to the start ofthe Olympic 
Games. Any advertising space at a PA facility which is not identified in the sixty-day 
notice shall be deemed to be uncommitted Ad Space and, accordingly, shaU not be 
subject to this Letter Agreement and may be sold, Ucensed or leased without restriction or 
condition. In addition, NYC2012 acknowledges and agrees that between the date of this 
Agreement and the start of the Olympic Games, the Port Authority shaU have the right in 
its sole discretion to eliminate or modify existing advertising space at any its faciUties, 
including but not Umited to any of the Ad Space, and convert such space to another 
puipose. 

5. Representations and Warranties of PA. 

(a) Upon receipt of the requisite prior authorizatlon(s) from the Board of 
Commissioners, the PA has all necessary power and authority to enter into this Letter 
Agreement and to perform its obUgations hereunder; the execution of this Agreement by 
PA and the performance by PA of its obUgations hereunder have been duly authorized by 
all necessary corporate action on the part of PA; and this Letter Agreement has been duly 
executed and deUvered by PA and is a valid and binding obligation of PA enforceable 
against PA in accordance with its terras. 
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(b) PA further represents and warrants that it owns or controls all ofthe Ad 
Space and that Schedule A is a complete Ust of the number of locations of advertising 
space at each ofthe PA facilities as ofthe date ofthe execution of this Letter Agreement 
by the PA; provided, however, that the failure of any third party to comply with the terms 
of any agreement between said third party and the PA shaU not constitute a breach of this 
Letter Agreement by the PA and provided, fiirthcr, this Letter Agreement shall not 
require the PA or any of its advertising permittees/lessees to breach any existing 
agreement to which it is a party as ofthe date ofthe PA's execution of this Letter 
Agreement. 

(c) PA further represents and warrants that entering into this Letter 
Agreement will not conflict with any other obUgations or agreements to which PA is a 
party and PA covenants not to enter into any confUcting agreements during the terra of 
this Letter Agreement. 

6. Representations and Warranties of NYC2012. NYC2012 has aU necessary 
power and authority to enter into this Letter Agreement and to perforra its obligations 
hereunder; the execution of this Letter Agreement by NYC2012 and the performance by 
NYC2012 of its obligations hereunder have been duly authorized by all necessary 
corporate action on the part of NYC2C12; and this Letter Agreement has been duly 
executed and delivered by NYC2012 and is a vaUd and binding obUgation of NYC2012 
enforceable against NYC2012 in accordance with its terras. 

7. Remedies. Each party acknowledges that monetary damages may not be an 
adequate remedy for any breach or threatened breach of the provisions of this Letter 
Agreement by the other party, and that such first party shall be entitled to seek equitable 
relief, including a temporary restraining order, a preliminary or permanent injunction or 
specifrc performance, as a remedy for any such breach or threatened breach. Each party 
agrees that in the event such equitable relief is granted by a court of competent 
jurisdiction that the party seeking equitable reUef shall not be required to post a bond in 
connection therewith. Each party further agrees that the remedies of a temporary 
restraining order, preliminary or permanent injunction or specific performance shaU not 
be deemed to be the exclusive remedies for a breach of this Letter Agreement but shall be 
in addition to all other remedies available at law or equity. Notwithstanding the 
foregoing, any lawsuit or other claim against the PA or its Commissioners, officers or 
employees shall be subject to all prohibitions, limitations, requirements and restrictions 
for commencement and maintenance of lawsuits and other claims against the PA, its 
Commissioners, officers or employees set forth in the statutes of the New York law, 
including but not limited to statutes codified in the New York UnconsoUdated Laws and 
the New York Civil Practice Laws and Rules, and such prohibitions, limitations, 
requirements and restrictions are not waived by this paragraph. 

8. Governing Law. This Letter Agreement is made under, and will be 
construed in accordance with, the laws of the State of New York, without giving effect to 
its principles of conflict of laws. 
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9. No Personal Liability. No Commissioner, director, officer, agent or 
employee of either party shall be charged personally or held contractually Uable by or to 
the otiier party under any term or provision of tiiis Letter Agreement or of any 
modification or amendment hereto or because of any breach tiiereof, or because of its 
execution or attempted execution. 

10. Entire Agreement. This Letter Agreement constitutes the entire agreement 
between tiie PA and NYC2012 on the subject matter, and may not be changed, modified, 
discharged or extended except by instrument in writing duly executed on behalf of botti 
tiie PA and NYC2012. NYC2012 agrees Uiat no representations or warranties shall be 
binding upon Uie PA unless expressed in writing in tiiis Letter Agreement. 

Please confirm your agreement to tiie matters referred to and set forth in tiiis letter 
by signing, dating and returning a copy of this letter to me. 

Very truly yours, 

NYC2012/'/ 
J ! 

By ^m-si-p. 
drew Kimball 

Accepted and Agreed to: 

The Port Authority of New York and New Jersey 

By: 

4 •-} Qlief °f Piibllc^and GoArernment Affairs 

Date: / o / a & ' / f t / 

APPROVED 
TERMS I FOKM 
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Schedule A 

LaGuardia Airport Inventory Count 
867-LGA Sellable Faces 
4G0-LGA Units 

Breakdown by Unit 

Total of 4'x10'Ughtbox 
Total of Banner 
Total of Clock 
Total of Diorama 
Total of Diorama Other 
Total of Display Area 
Total of Jet Bridges 
Total of Phone Board 
Total of Phone Board Service Cost 
Total of Spectacular (other) 
Total of Take-one/Mtnc Chg 
Total of Vertical Displays 
Total of Exterior Banners 
Total of Wall Wrap 

3 
1 
1 

334 
14 
7 

250 
146 
26 
19 
6 

12 
2 

48 
869 Sellable Faces 
1460 Units 

John F. Kennedy Airport Inventory Count 
1342-JFK Sellable Faces 
728-JFK Units 

Breakdown by Unit 
Total o f4 ' x lO 'Ugh tbox 
Total of Banner 
Tolal of Clock 

44 
19 
6 
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ATTACHMENT I - SCHEDULE G—FACH^ITY TRAFFIC 



Schedule G - Facil i ty Traff ic* 

TUNNELS AND BRIDGES 
(Eastbound Traffic) 

AIR TERMINALS 
2004 2003 

All Crossings 
Automobiles 
Buses 
Tnjcks 
Total vehicles 

115,219,000 
3,123,000 
B.205,000 

112.869,000 
3.041.000 
7,910.000 

126,547,000 123,820,000 
Qeorge Washington Bridge 
Automobiles 
Buses 
Trucks 
Total vehicles 

49,377,000 
606,000 

4,219,000 

48,354.000 
594,000 

4,023,000 
54^02,000 52,971,000 

Lincoln Tunnel 
Automobiles 
Buses 
Trucks 
Total vehicles 

18,541,000 
2,051,000 
1,141,000 

18,120,000 
1,973,000 

985,000 
21,733,000 21,078,000 

Holland Tunnel 
Automobiles 
Buses 
Trucks 
Total vehicles 

16,353,000 
221.000 
389.000 

15,790.000 
232,000 
544,000 

Staten Island Bridges 
Automobiles 
Buses 
Trucks 

16,963,000 16.566.000 

30,948,000 
245,000 

2,456,000 

30.605,000 
242,000 

2,358,000 
Total vehicles 
Cumulative PA Investment 

In Tunnels and Bridges 
(In thousands) 

PATH 

Total passengers 
Passenger weekday 
average 

33,649,000 

$ 2,877,063 

2004 
57,768.000 

194,000 

33.205,000 

$ 2.633,246 

2003 
47,920,000 

160.000 
Cumulative PA Investment 

in PATH 
(In thousands) 

MARINE TERMINALS 

$ 2,343,740 $ 2.170.285 

2004 2003 
All Terminals 
Containers 
General cargo (a) 

(Metric tons) 
New Jersey Marine Terminals 
Containers 
New York Marine Terminals 
Containers 

2,401.042 

25.474,164 

2.084,590 

316,452 

2,231.931 

23,538.926 

1,903,367 

328.564 
Cumulative PA Investment 

in Marine Terminals 
(In thousands) $ 2,338,597 $ 2.078.759 

2004 2003 
Totals at the Three Major Airports 
Plane movements 1,112,800 1,020,000 
Passenger traffic 93,823,100 83,669,600 
Cargo-tons 2,796.900 2,722.800 
Revenue mail-tons 194,200 168.400 
John F. Kennedy International Mrport 
Plane movements 
Passenger traffic 

308,400 

Domestic 
International 

Cargo-tons 

20,088,400 
17,429,700 
1,767.500 

268,400 

16.436,900 
15,299,600 
1,734.900 

LaGuardia Airport 
Plane movements 
Passenger traffic 

Domestic 
International 

Cargo-tons 

383,000 

23.119.300 
1,295,600 

14,100 

360,000 

21.435,300 
1,047,500 

12.300 
Newark Liberty International Airport 
Piane movements 421,400 391,600 
Passenger traffic 

Domestic 23,040,100 21,781,900 
International 8,850.000 7.668,600 

Cargo-tons 995,300 975.600 
Cumulative PA Investment 

in Air Temilnals 
(In thousands) $ 9,863,413 $ 9.454.165 

TERMINALS 
2004 2003 

All Bus Facilities 

Passengers 
Bus movements 

70,687,400 
3.528.800 

69,427,600 
3,446.700 

Port Authority Bus Terminal 
Passengers 56,335,000 55,925,000 
Bus movements 2,253,400 2,237.000 

George Washington Bridge 
Bus Station 

Passengers 
Bus movements 
PATH Journal Square 

Transportation Center 
Bus Station 

Passengers 
Bus movements 
Cumulative PA Investment 

In Bus Facilities 
(In thousands) 

7.394,400 
332.400 

6.958,000 
943,000 

$ 735,604 $ 

6.817,600 
303,700 

6.685,000 
906,000 

698.449 
2004 2003 

Total Port Authority Cumulative 
invested in facilities, 
including the above 
{In thousands) $ 21,141,528 $ 19.866,282 

/g) International oceanbome general cargo as reconded tn the New York - New Jersey 
Customs District. 

* Sonne 2003 numbers reflect re\^sed data. 
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ATTACHMENT J - LETTER OF CREDIT FORMAT 

LETTER OF CREDIT FORMAT 

The Port Authority of New York & New Jersey Date 
225 Park Avenue South. 12"' Floor 
NewYork. NY 10003 

Attn: CREDIT MANAGER 

CLEAN IRREVOCABLE STANDBY LETTER OF CREDIT NO. (C)_ 

At the request of (A) , we (B) hereby open this CLEAN 
IRREVOCABLE LETTER OF CREDIT NO. (C) in your favor i^ to an aggregate of 

(D)_ U.S. DoUars, available by your draA(8) on us at sight. 

We warrant to you that all your drafts under this CLEAN IRREVOCABLE LETTER OF CREDIT WILL BE DULY 
HONORED UPON PRESENTATION OF YOUR DRAFT(S) drawn on us and presented to us at 

(E) on 
or before the expiration date set forth below or ftiture expiration date as indicated below. Our obUgation under this 
Letter of Credit is die individual obUgation ofthe Bank, in no way contrngent upon reimbursement thereto, or upon 
our ability to perfect any Uen or security interest. 

All drafts must be marked "Drawn Under (B) Letter of Credit No. (C) 
dated ". Partial drawings under this Letter of Credit are pennitted. 

This CLEAN IRREVOCABLE LETTER OF CREDIT expires at Ac close of business on (F) 
This CLEAN IRREVOCABLE LETTER OF CREDIT shall be automatically extended without 
amendment for additional periods of one (1) year from the present or each future expiration date 
unless we have notified you in writing not less than sixty (60) days before such date that we elect 
not to extend the Letter of Credit for such additional period, such notice to be sent by registered 
or certified mail to you at the address herein. Upon receipt by you of such notice you may draw 
on us at sight for the balance remaining in this Letter of Credit within the then applicable 
expiration date, no statement required. 

EXCEPT AS OTHERWISE EXPRESSLY PROVIDED HEREIN, THIS LETTER OF CREDIT IS SUBJECT TO 
THE UNIFORM CUSTOMS AND PRACTICE FOR DOCUMENTARY CREDITS (1993 REVISION) 
INTERNATIONAL CHAMBER OF COMMERCE PUBUCATION NO. 500. 

BANK OFHCER/REPRESENTATIVE 

LEGEND: 
A - INSERT APPLICANT NAME, l £ , TENANT OR LESSEE NAME 
B - INSERT NAME OF ISSUING BANK 
C - INSERT L/C IDENTIFICATION NUMBER 
D - INSERT DOLLAR VALUE OF INSTRUMENT 
E - INSERT EXACT ADDRESS OF LOCAL BANK BRANCH 
F - INSERT EXPIRATION DATE OF LEASE PLUS 180 DAVS 



* * * Please instruct your Bank to have the Letter of Credit issued in the above format in 
"Draft" form and fax to Michael Mayumik, Credit Manger, at (212) 435-5846 for 
approval PRIOR^to issuance in "Original" form. Otherwise, the Letter of Credit can be 
rejected. If you are in need of further assistance, Mr. Mayumik can be reached at (212) 
435-5838. •**• 

The successful Proposer(s) may be required to submit a refundable security deposit in the 
form of a Letter of Credit, issued by an accredited financial institution in an estimated 
amount of two months of revenue, to demonstrate the proposers financial ability to 
perform the tasks associated with this Contract. 



ATTACHMENT K - PERFORMANCE AND PAYMENT BOND FORMAT 

KNOW ALL MEN BY THESE PRESENTS that we, the undersigned^ Contractor and surety 
company (or companies), as principal and surety (or sureties), respectively, 

Contractor Surety 

insert names ofthe Contractor and surety conqiany (or con:q)anies) in the ̂ ipropriate columns. If space is 
insufficient add rider. 
If the Contractor is a corporation, give the state of incorporation, using also the phrase "a corporation 
organized under the laws of ". 
If the Contractor is a common law joint venture or a partnership, give fiiU names of parmers, using tibe 
phrase "co-partners doing business under the firm name of 

If the Contractor is an individual using a trade name, give individual name, using also the phrase "an 
individual doing business imder the trade name of .". 

8 



are hereby held and firmly bound unto The Port Authority of New York and New Jersey (herein 
called the "Authority") in the penal sum of 

Dollars 
and Cents ($ .), for the payment of which, well and truly to be 
made, we hereby jointly and severally bind ourselves, our heirs, representatives, executors, 
administrators, successors and assigns. Each surety, however, if there is more than one, shall be 
jointly and severally liable for said penal sum. 

Signed this day of 20 
The condition ofthe above obHgation is that 
WHEREAS, the above named principal has entered into a Contract in writing with the Authority, 
a copy of which is hereby made a part of this bond as though herein set forth in full and which is 
designated Contract and 
WHEREAS, the Authority has required this bond for the faithful performance of all construction 
obligations imposed by said Contract on the Contractor and also for the payment of all lawful 
claims of subcontractors, materialmen and workmen arising out ofthe performance of said 
construction; 
NOW, if the said principal shall well and faithfully do and perfonn the things agreed by him/her 
to be done and performed according to the terms and tme intent and meaning of said Contract 
and if all lawful claims of subcontractors, materialmen and worianen arising out ofthe 
performance of said Contract are paid, then this obligation shall be void, otherwise the same 
shall remain in full force and effect; it being expressly understood and agreed that, provided the 
sureties shall comply with the provisions hereof, the aggregate UabiUty of all sureties for any and 
all claims hereunder shall in no event exceed the penal amount of this obUgation as hereinbefore 
stated. 
This undertaking is for the benefit the Authority and all subcontractors, materiahnen and 
workmen having lawful claims arising out ofthe performance of said construction obUgations of 
the Contractor under the Contract, and all such subcontractors, materialmen and workmen (as 
well as the Authority itself) shall have a direct right of action upon this bond; but the rights and 
equities of such subcontractors, materialmen and worianen shaU be subject and subordinate to 
those ofthe Authority. 
The sureties, for value received, hereby stipulate and agree that the obUgations of said sureties 
and their bond shaU be in no way impaired or affected by any extensions of time, modification, 
omission, addition or change m or to the said Contract or the construction to be performed 
thereunder by the Contractor, or by any supervision or inspection or omission to supervise or 
inspect the construction, or by any waiver of any provision or condition thereof (whether 
precedent or subsequent), or by any assignment, subletting or other transfer th^eof or of any part 
thereof or of any construction to be perfoimed or any moneys due or to become due thereunder; 
and said sureties do hereby waive notice of any and all of such extensions, modifications, 
omissions, additions, changes, payments, waivers, assignments, subcontracts and transfers, and 
hereby expressly stipulate and agree that any and all things done and omitted to be done by and 
in relation to assignees, subcontractors and other transferees shall have the same effect as to said 
sureties as though done by or in relation to said principal. 



r w^iKiKxsaBsSmSi^S^mSmSs^^Ml 

The siu*eties shall give the General Counsel ofthe Authority the foUowing notices: 
Written notice of an intent to pay any claim of a subcontractor, materialman or workman 
hereunder; 
Written notice within five days ofthe institution of an action by a subcontractor, materialman or 
workman hereunder. 
The sureties shall not pay the claim of any subcontractor, materiaknan or workman hereunder 
until the expiration of thirty days after receipt by said General Counsel of notice under either 
subparagraph A or B above, describing the claim to be paid. 
IN WITNESS WHEREOF, the principal and the sureties have hereunto set their hands and seals, 
and such of them as are corporations have caused their corporate seals to be hereto affixed and 
these presents to be signed by their proper officers, the day and year first set forth above. 

Principal 

(Seal) By^ 

Surety 

By'* 

APPROVED AS TO ACCEPTABILirY OF SURETIES: 

Credit Manager 

20 

If bond is sifted by an officer or agent, give title; if signed by a corporation, affix corporate seal. 

Add signatures of additional sureties, if any. 

10 
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A Proposal to Provide Advertising Opportunities for Port 
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* Banner Programs 
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June 13, 2005 

By Hand 
Mr. T. J. Storch 
The Port Authority of NY & NJ 
Purchasing Services Division 
One Madison Avenue, 7* Floor 
New York, NY 10010 

Re: RFP No. 000007920: Advertising Opportunities for Port Authority of 
New York & New Jersey and Path Facilities, including Outdoor and 
Out-of-Home Locations 
Submission of Titan Outdoor LLC ("Titan Outdoor") and All Vision 
LLC r"All Vision"1 

Dear Mr. Storch: 

The enclosed documents represent the response and offer by Titan Outdoor and All Vision to the 
Port Authority of New York & New Jersey (the "Port Authority") Request for Proposals for Advertising 
Opportunities for the Port Authority and Path Facilities, including Outdoor and Out-of-Home Locations. 
We are attaching one (1) original and fifteen (15) copies of our response for your consideration. We also 
acknowledge receipt ofthe original RFP Addenda 1 through 5 from you. 

Titan Outdoor is offering a number of exciting new initiatives as additional means for the Port 
Authority to realize significant revenue including the upgrade and expansion of your existing commuter 
rail through new and specialty products, as well as the initiation of banner programs throughout the New 
York/New Jersey Metropolitan Market. By media form. Titan Outdoor proposes to pay the Authority the 
greater of a minimum annual guarantee (the "Minimum Annual Guarantee") or a percentage ofthe Net 
Annual Billings, after the Standard Advertising Agency Fee of 15% is deducted (the "Percentage Fee") 
generated from the sale of advertising on the Port Authority's properties for each contract year, whichever 
is greater. 

All Vision estimates that the Port Authority is foregoing substantial and unrealized revenue under 
the traditional land lease model. All Vision has developed a unique lump sum revenue model that will 
allow the Port Authority to realize previously untapped and substantial streams of revenue by monetizing 
existing and future assets on Port Authority properties. All Vision beheves that the monetization ofthe 
Port Authority properties will generate lump sum payment amounts that could reach $100 million during 
the term ofthe Contract, as well as ongoing rental payments that will reach millions of dollars during the 
Contract term. 

Titan Outdoor endorses the All Vision proposal as we believe that they are the superior provider 
of these services from both a technical and managerial standpoint. All Vision and Titan Outdoor expect 
that Port Authority would enter into a separate agreement with each organization for the services 
proposed herein. 

540 Madison Avenue, New York, New York 10022 • Tel: 212^,644-6200 - Fax: 212-644-2010 
www.titanoutdoor.com 

http://www.titanoutdoor.com


Mr. T.J. Storch 
June 13, 2005 
Page 2 

The Senior Management Team of Titan Outdoor has over sixty years of experience in the Transit 
Advertising business with a proven track record in generating significant non-fare box revenue for our 
Transit Authority Senior Partners. Our Senior Management has successfiilly operated and sold advertismg 
for a wide variety of out-of-home products throughout the world and including buses, commuter, subway 
and light rail, billboards, telephone kiosks and banner displays. William M. Apfelbaum, Titan Outdoor's 
Chairman, and Donald R. Alhnan, Titan Outdoor's Chief Executive Officer, previously operated the 
Authority's Out-of-Home Advertising while we were at Transportation Displays Incorporated ("TDF'), in 
addition to over 150 additional revenue contracts for Transit Authorities in the United States, Canada and 
Europe. 

Titan Outdoor's professionals have also been instrumental in the successfiil operation of a 
number of other contracts with municipal authorities in the recent past and form a highly trained and 
capable nucleus that will guarantee the successfiil operation and maintenance ofthe business ofthe Port 
Authority. Titsm Outdoor has been successful in securing the last five major market Transit Advertising 
contracts in the United States - all previously operated by Viacom Outdoor. We currently operate the 
New Jersey Transit Bus and Rail Advertising contract, the King County Metro Transit Advertising 
contract in Seattle and the Southeastern Pennsylvania Transportation Authority Bus and Rail Advertising 
Contract in Philadelphia ("SEPTA"). In July, 2005, we will begin operation ofthe Massachusetts Bay 
Transportation Authority ("MBTA") System-Wide Advertising Program Contract. In September, 2005, 
we will begin operation ofthe Orange County (Cahfomia) Transportation Authority's ("OCTA") Bus 
Revenue Generating Advertising Program. Our experienced team ensured that there was absolutely no 
interruption in sales, administration, and operations during the transition of these fi-anchises. In fact, since 
taking over the New Jersey Transit contract from the predecessor company on June 1, 2004, Titan 
Outdoor has achieved a 30% increase in sales revenue over our predecessor's performance during the 
same period in the previous year. In the first five months of our contract in Seattle, we are 36% ahead of 
our predecessor's sales in the same period in 2004. We believe the reason for our success is our 
commitment to transit advertising sales before all other media forms. We anticipate a smooth sales, 
operational and technical transition for MBTA and OCTA as well. If awarded the right to operate the 
Port Authority's Advertising Program, we would also anticipate a seamless transition. 

The Senior Management of All Vision has over fifty years of collective success in the 
development and management of outdoor advertising assets across the United States. In 2004, All Vision 
was awarded the New Jersey Transit Land Lease/Billboard Advertising contract for all billboards on New 
Jersey Transit property. Further in 2005, All Vision was awarded the South Jersey Transit Authority Land 
Lease/Billboard Advertising contracts. Both New Jersey contracts had been continuously held by Viacom 
Outdoor and include a monetization component. 

All Vision's sole business is the identification, management and enhancement of transit and 
municipal authorities' existing and potential outdoor advertising projects. All Vision owns no billboards 
or other out-of-home properties and thus will be solely focused on the maximization of revenue for the 
Port Authority. All Vision will bring an innovative management team, which will ensure the proper 
administration ofthe contract and will focus on the generation of previously untapped sources of revenue 
in the traditional land lease business. 



Mr. T.J. Storch 
June 13, 2005 
Page 3 

Titan Outdoor and All Vision have extremely strong financial support from our Lead Investor, 
Catterton Partners, and our Banking Partners, Abelco Finance LLC and Wells Fargo Foothill which bring 
their significant financial resources to the table to provide us with working capital and bonding 
capabilities for our new and existing projects. These organizations will fiilly support both companies if 
awarded the Port Authority's contract. 

Pursuant to the requirements ofthe RFP, by signing this Letter of Transmittal we also hereby 
certify in respect to the Contractors' Integrity Provisions on Attachment B, Part III ofthe RFP. 

We thank you for inviting us to participate in the second round of your process and we hope to 
meet with you for fiirther discussions. Please feel free to call us at (212) 909-7645 for Titan Outdoor and 
(413) 530-9590 for All Vision, if you have any questions or require any fiirther information. We will 
follow up on this submission. Thank you for your consideration. 

Sincerely, 

Donald R. AUman 
Chief Executive Officer 
Titan Outdoor LLC 

Peter C. McClary 
President 
All Vision LLC 

Enclosures 
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B. Titan Outdoor LLC & All Vision-Executive Summary 
This Response is submitted by Titan Outdoor LLC ("Titan Outdoor") and All Vision 

LLC ("All Vision"). Titan Outdoor is a Delaware Limited Liability Company and a 

wholly-owned subsidiary of Titan Outdoor Holdings, Inc. All Vision is also a 9̂  

Delaware Limited Liability Company that was incorporated by City Vision LLC and s 

Titan Outdoor as its sole members. S 

The Senior Management of Titan Outdoor and All Vision are uniquely § 

positioned to partner with the Port Authority of New York and New Jersey ]K 

("Port Authority" or the "Authority") to provide creative advertising ^ 

opportunities for Port Authority and PATH facilities, including ^ 

Transit/Commuter Rail, Outdoor and Out-of-Home locations. o^ 

The Senior Management of both Titan Outdoor and All Vision are highly experi- ^ 
Q 

enced in successfully administering and fulfilling contracts with local and state 'rt 
^ ^ 

municipal authorities, including bus advertising, rail/light rail advertising, telephone S 
kiosk advertising, banners, land lease management and billboard monetization mod- ^ 

els. Together, we operate every phase of a franchise—sales, marketing, operations and ^ 

administration—and, most importantly, we maximize revenue for our "Senior M 

Partners." 

Titan Outdoor and All Vision are offering innovative ways to raise significant 

streams of new revenue for the Authority. 

Titan Outdoor and All Vision are proposing a creative and complete package of non-

traditional, out-of-home and outdoor advertising concepts to identify new and 

significant streams of revenue from the enhancement of advertising from the Port 

Authority's Transit/Commuter Facilities and Rail Service, Banner Programs and 

Land Lease/Billboard Advertising. 

Titan Outdoor 
Titan Outdoor is a full-service, worldwide media company with one of the 

premier out-of-home advertising sales organizations in the business. 

Titan Outdoor's unique combination of "big company" financial resources and 

management experience coupled with "small company" personal relationships and 

sales drive delivers unbeatable results for our customers. We're large enough to, 

deliver, yet still able to provide the singular focus and dedication required to be the 

best in traditional and innovative forms of advertising. 



Titan Outdoor has experienced extraordinary growth in our Transit Sales 

Division. 

Titan Outdoor has been awarded the last five major United States transit contracts. 

Titan Outdoor currently operates New Jersey Transit ("New Jersey Transit") Bus and 

Rail advertising, King County Metro Bus advertising in Seattle ("King County") and 

the Southeastern Pennsylvania Transportation Authority Bus and Rail Advertising 

Contract in Philadelphia ("SEPTA"). In May 2005, we were awarded the contracts 

for the System-Wide Advertising Program for the Massachusetts Bay Transportation 

Authority ("MBTA") in Boston and the Bus Revenue-Generating Advertising 

Agreement for the Orange County Transportation Authority ("OCTA") in California. 

Titan Outdoor is focused on selling transit advertising. 

Titan Outdoor's success with NJ Transit and Seattle Metro has been achieved through 

a very strong national, local and regional sales focus. Our unwavering commitment 

to transit advertising has led to a spectacular increase in sales compared to the 

previous two years of NJ Transit sales by the former contractor. Titan Outdoor 

couples our local and regional focus with an extremely strong sales presence in New 

York City, Los Angeles, Chicago, Dallas, Seattle, Toronto and other national sales 

markets. Our two largest offices are in New York and New Jersey. If awarded the 

Contract, we will bring the same dynamic sales energy to the Port Authority in the 

New York/New Jersey Metropolitan Market-we will hit the ground running! 

Over the past three years, Titan Outdoor's Banner Division has experienced 

extraordinary growth and is recognized as the category leader in street banner 

advertising-

Titan Outdoor represents municipal and transit authorities, city organizations, special 

events, and other non-profit organizations. On behalf of these organizations, Titan 

Outdoor creates, produces, strategically places, and sells sponsorships to advertisers 

for all banner campaigns in order to promote the transit authority and the community 

while beautifying the city. Clients include NJ Transit, NYC & Company, LA Inc. (the 

Convention and Tourism Bureaus of New York City and Los Angeles, respectively), 

Center City District in Philadelphia, numerous non-profits and various special events. 

Our banner sales have grown at a Compounded Annual Growth Rate ("CAGR") of 

almost seventy-five (75%) percent over the past three years. Moreover, there has 

been no corresponding increase in our banner inventory. Our increases in banner 

sales are a result of achieving higher rates and increased occupancy. 



All Vision 
All Vision is solely focused on the Land Lease/Billboard advertising business 

and owns no billboards or other out-of-home properties. 

Formed in late 2002, All Vision's sole business is the identification, management and 

enhancement of Transit and Municipal Authorities' existing and potential outdoor , 3̂  

advertising projects. All Vision owns no billboards or other out-of-home properties and '"§ 

thus will be solely focused on the maximization of revenue for the Port Authority. ^ 

This obviates the inherent conflict of interest that is prevalent in most Land Lease y 

management contracts, as most Land Lease management companies typically own ^ 

billboards on the properties that they manage. All Vision offers superior monitoring .S 

and auditing to ensure that all revenue is accounted for and that the Authority ^ 

receives its fair share. ^ 

In June 2004, All Vision began operating the contract for Land Lease/Billboard ^ 

Advertising on all New Jersey Transit properties. O 

On June 1, 2004, All Vision was awarded the New Jersey Transit Land Lease/ "g 

Billboard Advertising contract for all billboards on New Jersey Transit property. The O 

New Jersey Transit contract, which had been continuously held by Viacom Outdoor 5 

for more than 20 years (the successor-in-interest to TDI), has a term of five years and g 

includes a monetization component—the provisions of which have been approved and 

mandated by the New Jersey State Legislature. 

In May 2005, All Vision was awarded the contract for Land Lease/ Billboard 

Advertising on all South Jersey TVansportation Authority ("SJTA") Properties. 

In May 2005, All Vision was notified that it would be awarded the SJTA Land 

Lease/Billboard Advertising contract for all billboards on SJTA property. 

The Authority is foregoing substantial incremental revenue under the traditional 

land lease management system. 

All Vision estimates that the Authority can realize substantial, unrealized revenue 

through the monetization of the existing and potential inventory as described in the 

RFP (the "Inventory"). All Vision will perform standard Land Lease functions for the 

Authority, but will also focus on innovative approaches that will result in the 

maximization of revenue for the Port Authority. All Vision will immediately 

implement a program that will (i) evaluate the existing assets, (ii) identify potential 

revenue upgrades on existing assets, (iii) identify potential new inventory and (iv) 

find new sources of revenue for the Port Authority through monetization of assets on 

Port Authority property. We have developed a unique lump sum revenue model that 



will allow the Port Authority to realize previously untapped and substantial streams 

of revenue by monetizing the Inventory. Our partnership will allow the Port 

Authority to reap the full value of the revenue that their Inventory can produce, 

rather than having the majority of the revenue flow to the large billboard companies. 

With inventory in Philadelphia, New Jersey, New York and Boston, Titan 

Outdoor and All Vision will now control the majority of the major transit 

markets in the Northeast corridor. 

This logical geographical progression to the Port Authority will help steer additional 

revenues to the Authority as advertisers will want to be in each of these connected 

markets. This presents an unparalleled opportunity to sell the Authority's 

Transit/Commuter Rail, Banners and Land Lease properties to Titan Outdoor's 

significant lists of existing advertisers, as well as to many new advertisers we will 

solicit. AU Vision has already monetized millions of dollars in the region for its 

landords. 

Together, Titan Outdoor and All Vision are offering a significant financial 

package to the Authority. 

Titan Outdoor and All Vision are offering the Port Authority a generous financial 

package (see Business Plans and Proposals). We believe that together, we will 

generate significant and previously untapped revenue on the Transit/Commuter 

Facilities and Rail, Banner Programs and traditional Land Lease business and 

generate additional substantial revenue streams by monetizing existing and future 

assets on Port Authority properties. 



Titan Outdoor - Company History 

Titan Outdoor Holdings was formed in 2000 to 
acquire and operate unique out-of-home prop
erties in New York City. During 2001, Titan 

Outdoor raised $17 million from investors and closed 
its first acquisition, Outdoor Concepts LLC, an 
approved Media Representative for New York City 
Public Pay Telephone ("PPT") kiosk advertising and 
a vendor of billboards and construction wrap dis
plays. In 2002, Titan Outdoor raised an additional 
$20 million, bringing its capitalizatiori to over $37 
milhon, to continue to develop its platform and ulti
mately create the nucleus of a strong and competitive 
regional media company. In its first four full years of 
operation, Titan Outdoor met its goal and established 
an organizational structure of seasoned professionals, 
creating one of the strongest sales and operating plat
forms in the industry. 

Catterton Partners, Titan Outdoor's principal investor, 
is a leading private equity firm with a focus on provid
ing growth equity to consumer products and services 
companies. The combination of investment capital, 
industry expertise and value-added contacts uniquely 
positions Catterton as a leading investor in its target
ed indusuies. Catterton has fully committed its finan
cial support to Titan Outdoor for this project. 

The strength of Titan Outdoor's management team, 
coupled with Catterton Partners' financial backing, 
has paid dividends. With die creation of a strong, 
highly experienced sales- marketing and operations 
team, the company is an effective New York plat
form to acquire synergistic companies and to take 
advantage of talent pool and operating efficiencies. 

In July 2002, Titan Outdoor acquired Outdoor Media 
Group USA, Inc. ("OMG"), the premier banner 
advertising company in the United States. This 
acquisition made Titan Outdoor the leader in the ban
ner display advertising format in the country. 
Holding exclusive agreements with NYC & 
Company, LA Inc., the San Francisco Convention 
and Visitors Bureau and the Philadelphia Center City 
District, Titan Outdoor installs double-sided vertical 
banners on light poles on city streets and sidewalks. 
Titan Outdoor provides these banners free of charge 
to our municipal partners and creates valuable adver
tising opportunities in the body of each banner. 
Titan Outdoor has the right to install banners oh over 
200,000 street poles in New York City, as well as 
significant inventories in Los Angeles, San Francisco 
and Philadelphia. 

In August 2002, Titan Outdoor acquired New 
York City Telecommunications Company, Inc. 
("NYCTC"), one of the largest Public Pay 
Telephone Franchisees in New York City. Titan 
Outdoor is now both a Media Representative 
and a PPT Franchisee of the City of New York. 
This acquisition provided Titan Outdoor with an 
improved asset base with more profitable mar
gins and allowed additional control over the care 
and development ofthe product. 

In January 2003, Titan Outdoor acquired the 
New York City assets of PNE Media LLC. With 
over 50 large-format billboard and wall signs 
throughout the five boroughs of New York City 
plus over 80 30-sheet poster panels on Staten 
Island, Ttan Outdoor now owns or operates a 
strong network of strategically placed bulletins. 
Our bulletins offer high impact and frequency in 
high visibility locations. 

In June 2004, Titan Outdoor was awarded the 
New Jersey Transit Bus, Rail and Light Rail 
Advertising contract for all New Jersey Transit 
media forms. The New Jersey Transit contract, 
which had been continuously held by Viacom 
Outdoor (the successor-in-interest to TDI) for 
over fifty years, has a base term of five years 
and-guarantees New Jersey Transit $29.6 mil
lion. 

On November 3, 2004, Titan Outdoor signed a 
five-year contract for the exclusive right to 
develop and maintain all exterior advertising 
space for BCing County (Seattle) Metro Transit. 
One of the largest, most environmentally con
scious public transportation systems in the 
nation, Metro Transit covers a service area of 
2,134 square miles and serves Greater Seattle's 
annual ridership of 95 milUon with a fleet of 
1,307 vehicles including standard and articulated 
coaches, dual powered buses, hybrid diesel elec
tric buses, and trolleys. The contract, which was 
previously held by Viacom Outdoor (the succes
sor-in-interest to TDI), has a base term of five 
years and guarantees King County $26 million. 
Ttan Outdoor began operation of the King 
County Contract on January 1, 2005. 

In November 2004, Titan Outdoor was awarded 
the exclusive right to sell commercial advertis
ing on the trains and buses of SEPTA. The con
tract, which was previously held by Viacom 



Outdoor (the successor-in-interest to TDI), has a base 
term of three years, with two three-year option terms. 
It guarantees SEPTA $22.5 million over the initial 
term. Comprised of buses, trolleys, commuter rail, 
and subway, SEPTA is the United States' fifth largest 
transit agency. Titan will begin operation ofthe 
SEPTA contract on May 1, 2005. 

In December 2004, Titan Outdoor entered into a 
Senior Credit facility with Ableco Finance LLC. The 
facility provides $34 milhon of growth capital ear
marked for acquisitions and general working capital. 
Ableco has fully committed its financial support to 
Titan Outdoor for this project. Ableco Finance LLC 
is an innovative lending company, formed by the 
management of Cerberus Capital Management, L.P. 
and Gabriel Capital Group, investing in leveraged 
buyouts and "roll-ups," bridge loans, recapitaliza
tions, refinancing, debt restructurings and acquisi
tions. Ableco Finance LLC and their affiliates have 
over $4 billion in funds and accounts under manage
ment. 

On July 1,2005, Titan Outdoor will'commence 
working for the Massachusetts Bay Transportation 
Authority ("MBTA"). The MBTA Contract has a 
base term of ten years with one three-year renewal 
term and guarantees the MBTA $126.25 million over 
the initial term. 

In May 2005, Titan Outdoor was awarded die 
Orange County Transportation Authority ("OCTA") 
Contract. The OCTA Contract has a base term of 3 
years and guarantees OCTA $12.7 million over the 
initial term. 

Titan Outdoor's Canadian Expansion 
The Senior Executives of Ttan Outdoor have a long 
history of success in Canada. While at TDI, Bill 
Apfelbaum and Donald Allman won the Toronto 
Transit Commission contract in 1998 and successful
ly administered it until their departure in 2001. 
While at Viacom Outdoor (and its predecessor com
pany, Mediacom), Blair Murdoch, Titan Outdoor's 
General Manager in Canada, was responsible for 
acquiring, renewing and managing close to 40 transit 
and transit shelter franchises in Canada, including 
renewing and extending the City of Toronto's leading 
shelter franchise. In addition, Mr. Murdoch was the 
co-managing director for the joint venture between 
JC Decaux and Viacom that was awarded a 20-year 
contract for the management of the street furniture 
franchise in Vancouver. 

Titan has begun its expansion in Canada with 
the acquisition of all the assets of Cieslok 
Media and Skye Media in Toronto, Canada. 
The acquisition added approximately 60 bill
boards and wallscapes in downtown Toronto. In 
addition, Titan Outdoor acquired two large 
spectacular displays at the intersection of Yonge 
and Bloor and in Dundas Square (see photos 
below). 

This Landmark Spectacular is situated in the 
heart of Toronto's retail, financial and theater 
districts, at the southeast corner of Yonge and 
Bloor. 

Located at Yonge and Dundas, Toronto's 
busiest intersection and number one visitor 
destination, the revenue-generating signage is 
highly visible to a large volume of vehicular 
and pedestrian traffic, ofTers advertisers a 
truly innovative format, and as a result, can 
demand premium rates. 



state of New York 
Department of State 

} ss: 

I h e r e b y c e r t i f y , t h a t TITAN OUTDOOR LLC a DELAWARE L i m i t e d L i a b i l i t y 
Company, do ing b u s i n e s s i n t h e S t a t e of New York u n d e r t h e f i c t i c i o u s 
name of TITAN OUTDOOR-, f i l e d an A p p l i c a t i o n f o r A u t h o r i t y p u r s u a n t to 
the L i m i t e d L i a b i l i t y Company Law on 0 2 / 1 3 / 2 0 0 1 . I f u r t h e r c e r t i f y t h a t 
so f a r as shown by t h e r e c o r d s of t h i s D e p a r t m e n t , such L i m i t e d L i a b i l i t y 
Company i s s t i l l a u t h o r i z e d t o do b u s i n e s s i n t h e S t a t e of New York. I 
f u r t h e r c e r t i f y t h e f o l l o w i n g : 

A B i e n n i a l S t a t e m e n t was f i l e d 0 2 / 1 0 / 2 0 0 3 . 

A c e r t i f i c a t e c h a n g i n g name t o TITAN OUTDOOR LLC and d e l e t i n g i t s 
f i c t i t i o u s name was f i l e d on 1 2 / 2 2 / 2 0 0 4 . 

I f u r t h e r c e r t i f y , t h a t no o t h e r documents have been f i l e d by such 
L i m i t e d L i a b i l i t y Company. 

• • • • • • , , 
* • • 

• 

Witness my hand and the official seal 
ofthe Department of State at the City 
of Albany, this 23rd day of May 
two thousand and five. 

Secretary of State 
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The J i r s t State 

I, HARRIET SMITH WINDSOR, SECRETARY OF STATE OF THE STATE OF 

DELAWARE, DO HEREBY CERTIFY THAT "TITAN OUTDOOR LLC" IS DULY 

FORMED UNDER THE LAWS OF THE STATE OF DELAWARE AND IS IN GOOD 

STANDING AND HAS A LEGAL EXISTENCE NOT HAVING BEEN CANCELLED OR 

REVOKED SO FAR AS THE RECORDS OF THIS OFFICE SHOW AND IS DULY. 

AUTHORIZED' TO TRANSACT BUSINESS. 

THE FOLLOWING "DOCUMENTS HAVE BEEN FILED: 

CERTIFICATE OF FORMATION, FILED THE TWENTY-EIGHTH DAY OF 

OCTOBER, A.D. 1999, AT 9 O'CLOCK A.M. 

CERTIFICATE OF MERGER, CHANGING ITS NAME FROM "OC HOLDCO 

LLC" TO "OUTDOOR CONCEPTS LLC", FILED THE FIFTH DAY OF NOVEMBER, 

A.D. 1999, AT 9 O'CLOCK A.M. 

CERTIFICATE OF AMENDMENT, CHANGING ITS NAME FROM "OUTDOOR 

CONCEPTS LLC" TO "TITAN OUTDOOR LLC", FILED THE FOURTEENTH DAY 

OF FEBRUARY, A.D. 2001, AT 9. O'CLOCK A.M. 

AND I DO' HEREBY FURTHER CERTIFY THAT THE AFORESAID 

CERTIFICATES ARE THE ONLY CERTIFICATES ON RECORD OF THE 

AFORESAID LIMITED LIABILITY COMPANY. 

AND I DO HEREBY FURTHER CERTIFY THAT THE A2>JNUAL TAXES HAVE 

BEEN PAID TO DATE. 

Harriet Smith Windsor, Secretary of State 

3118070 8310 " ^ ^ ^ W ^ AUTHENTICATION: 2832966 

•030830382 ' DATE: 12-23-03 





C. Agreement on Terms of Discussion - Attachment A .2 

^ Titan Outdoor and All Vision have executed the Agreement 
on Terms of Discussion on the following pages. "o 

o 

I 
.2 

h 
O 
O 

•a 
s 
O 
c 
B 
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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 information, 
whether or not given at the invitation ofthe Port Authority. 

Notwithstanding the abovcy 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 io the competitive position ofthe 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 ofaproposaL 

T i t a n Outdoor LLC 

(Company) 

(Signature) 

Chief Executive Officer 

(Title) 

June 8, 2005 

(Date) 
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9. ATTACHMENTS 

ATTACHMENT A - AGREEMENT ON TERMS OF DISCUSSION 

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

Notwithstanding the above, and without assuming any legal 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 ofthe 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 ofthe 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 ofaproposaL 

A l l V i s ion LLC 

(Company) 

(Signature) 

P r e s i d e n t 

(Title) 

June 8, 2005 

(Date) 
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D. Certifications With Respect to the Contractor's Integrity I 
Provision g 

By signing the Letter of Transmittal, Titan Outdoor and All « 

Vision make the certifications in the Contractor's Integrity ^ 
o 

Provisions, included as Attachment B, Part III of this RFP. '2 

08 
u 
o 
o 
2 
s 
O 
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G./H. Titan Outdoor- Transit/Conunuter Rail 

At Titan Outdoor, transit advertising is in our blood. It requires a singular 

focus—it has to be all you do. We believe Titan Outdoor's singular focus will 

be the most important factor in increasing current billing on the Port Authority 

Transit/Commuter Facilities and Rail System. The system has suffered from a 

lack of direction and focus—which is evidenced by lackluster sales and a 

disorganized and non-uniform advertising display scheme. Titan Outdoor will 

employ a sales force" whose only function is the sale of transit advertising on 

behalf of the Port Authority. 

Introduction 
As the winner of the last five major market transit adver
tising contracts in the United States, Titan Outdoor has 
become the concessionare-of-choice for transit authorities 
wishing to increase revenue associated with transit adver
tising properties. We have achieved a significant increase 
in revenue for Transit Authorides after taking over an 
underperforming contract. The reason for our success is 
our commitment to transit advertising sales before all 

lar attention to transit sales—thereby outperforming our 
competitors whose attentions are diverted by other media 
forms. 

The Port Authority would be a significant part of Titan 
Outdoor's business, and we will treat it as such. We will 
give the Port Authority the focus and commitment you 
deserve from your advertising concessionaire. 

Titan Outdoor is submitting this proposal to obtain the 
exclusive right to sell advertising on the following prop
erties of the Port Authority: 

Aviation: AirTrain Newark, AirTrain JFK (inside the sta
tions and cars); 

Port Authority Trans-Hudson: PATH Rail Transit 
System (cars and station platforms) and Journal Square 
Transportation Center; and 

Port Authority/George Washington Bridge Bus 
Terminals: All signage rights inside and outside ofthe 
Port Authority and George Washington Bridge Bus 
Terminals. 

5 
I 

U other media forms. Our winning formula is to pay singu- O 
O 

o 
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Transit/Commuter Rail Proposal and Business Plan 

1. Projected Revenues to the Port Authority - 5 Year Plan 

PATH COMMUTER RAIL* 

9/1/07-
8/31/08 

9/1/08 -
8/31/09 

9/1/09-
8/31/10 

9/1/10 -
8/31/11 

9/1/11-
8/31/12 

MAG 

$1,000,000 

$1,075,000 

$1,150,000 

$1,250,000 

$1,350,000 60% $2,300,000 

7/1/06-
6/30/07 

7/1/07-
6/30/08 

7/1/08-
6/30/09 

7/1/09-
6/30/10 

7/1/11-
6/30/12 

$600,000 

$650,000 

$700,000 

$750,000 

$800,000 

60% $700,000 

Titan Outdoor proposes to offer the Port Authority the Minimum Annual ^ 
Guarantees listed below (MAG) or Percentage of Net Revenue, whichever is ^ 
greater, as follows: § 

-a 
O 

a 
Percentage Estimated Payments to Port Authority O 

based on attainable sales estimates A 
60% $1,500,000 ^ 

u 
60% $1,750,000 4> 

60% $2,000,000 g 

O 
U 

60% . $2,150,000 " ^ 

S 
PORT AUTHORITY BUS TERMINAL AND GEORGE WASHINGTON BRIDGE BUS STATION** U 

O 
O 

MAG Percentage Estimated Payments to Port Authority ^ 
based on attainable sales estimates ^Z 

O 
s 
B 

60% $775,000 fM 

60% $825,000 

60% $875,000 

60% $950,000 

Notes to Projected Revenues: 

* For the period 1/1/06 to 9/1/07, Titan Outdoor will pay die Port Authority (i) $1,500,000 or (ii) Sixty (60%) 
percent of net revenues, whichever is greater, if the Contract is awarded to our organization early. 

** For the period 1/1/06 to 6/30/06, Titan Outdoor will pay the Port Authority (i) $900,000 or (ii) Sixty (60%) 
percent of net revenue, versus whichever is greater, if the Contract is awarded to our organization early. 
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Transit/Commuter Rail Proposal and Business Plan 

2. Marketing Strategy and Approach 

^ 

Led by William Apfelbaum and Donald Allman, 
Titan Outdoor has the best transit sales and market
ing capabilities in the industry. Our singular focus 
on revenue generation for transit systems was a 
unique attribute of TDI, and that focus continues 
today at Titan Outdoor. At Titan Outdoor, we have 
direct experience with comparable franchises in 
New Jersey, Seattle and Philadelphia and we will 
add Boston on July 1, 2005 and Orange County on 
September 1, 2005. We will approach the sale of the 
Port Authority's current properties in the same man
ner in which we approach all of our transit sales-
aggressively, creatively and with focused energy. 

A. G e n e r a l A p p r o a c h 

We will especially focus on the following goals: 

1) Maximize potential non-fare revenue 

While at TDI, Titan Outdoor's Senior Management 
sold and serviced the largest subway and 
"Commuter Land" rail advertising programs in the 
world, including most major U.S. markets, the 
Toronto Transit Commission and the London 
Underground. The management of Titan Outdoor 
created the "Commuter Land" sales network for 
Transit properties by offering, under one umbrella, 
the fiill range of consistent Transit Advertising prod
ucts and sizes to our advertisers. We plan to provide 
the same multi-media advertising choices for the 
Port Authority's existing inventory. 

It is clear that the many transit 
advertising programs have recently 
suffered from a lack of focus and 
attention, which is now reflected in 
the current lackluster revenue results 
and occupancy rates typical in the 
market. We believe that we can 
significantly improve existing 
revenue levels and the current 
occupancy rates, as we have done in 
New Jersey and Seatde. Since taking 
over the New Jersey Transit contract 

from Viacom Outdoor on June 1, 
2004, Titan Outdoor has achieved 
a Thirty (30%) percent increase in 
revenue over Viacom's perfor
mance during the same period in 
the previous year. Since taking 
over the King County Metro 
contract from Viacom Outdoor on 
January 1, 2005, Titan Outdoor 
has achieved a Thirty-Six (36%) 
percent increase in revenue over 
Viacom's performance during the 
first five months of 2004. 

Titan Outdoor knows how to package transit 
properties and sell transit and railroad properties 
to local, regional and nadonal advertisers. Our 
infrastructure and the focus of our sales staff 
will ensure that Titan Outdoor will maximize 
the revenue generated by the sale of the Port 
Authority's properties. We will focus on build
ing the Port Authority's business widi no other 
distractions. Our sales team has extensive back
ground with similar media forms in general and 
specific past experience with Port Authority 
transit vehicles and properties. We possess the 
knowledge and negotiating skills necessary to 
effectively present and sell for the Port 
Authority. 

2) Upgrade existing and add new revenue 
producing advertising opportunities on its 
system 

Titan Outdoor will be aggressively creative in 
developing new forms of advertising that will 
increase revenue to the Port Authority. While at 
TDI, Bill Apfelbaum and Don Allman devel
oped and implemented a number of adverdsing 
forms that the majority of North American 
Transit Authorides continue to use today. Theu-
pioneering concepts of Station Domination and 
wrapped vehicles are still widely utilized by 
transit systems across North America. 
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3) Improve the overall aesthetic of the Port 
Authority, leading to an improved rider experi
ence as well as an increase in the value of Che 
advertising property itself. 

While Titan Outdoor is aware of the importance of 
revenue production from the sale of commercial 
advertising on the Port Authority's properties, we 
also understand the effort and dedication the Port 
Authority has expended to maintain its properties 
and faciUties. Titan Outdoor is committed to working 
with the Port Audiority to ensure that advertising will 
enhance both the environment and the successful 
brand image that the Port Authority has developed. 

We believe that advertising must complement, rather 
than conflict with, travel and other Port Authority 
information. We understand that the most effective 
way to help the Port Authority reach your objectives 
is to build and maintain a cooperative relationship 
and to utihze a "co-development" approach. We will 
honor our commitments to the Port Authority by 
always keeping the lines of communication open and 
being responsive to the Port Authority's needs. 

Response to Complaints 
Titan Outdoor has a policy of immediately respond
ing to any complaints in connection with its adminis
tration of contracts with Transit Authorities, as our 
clients will attest. 

Advertising Standards & Restrictions 
All advertising matter displayed on or in Port 
Authority properties shall be of reputable character 
as determined by the Port Authority and shall be in 
accordance with the Port Authority's Advertising 
Policy. Objectionable advertisements shall, upon the 
request of a responsible officer of the Port Authority, 
be removed immediately at Titan Outdoor's sole cost. 
All advertisements will be in accordance with appU
cable laws, statutes, regulations, by-laws, court 
orders or Judgments in force in New York. Titan 
Outdoor will strictly adhere to the restrictions and 
procedures contained in the Contract and will utilize 
our best efforts to encourage advertisers to use good 
taste in creating their displays. 

B . T i t an O u t d o o r - M a r k e t i n g 

Our marketing plan is designed to effectively 
compete with all out-of-home advertising in New 
York and New Jersey. When a buyer meets a Titan 
Outdoor sales representative, the sole focus of the 
call will be the Port Authority media. No other 
media sales company will offer this type of dedi
cation. Our marketing efforts will be designed to 
educate potential advertisers about the benefits of 
transit advertising and will speak to the efficien
cies of each specific media form. A comprehen
sive collateral program will be developed and 
launched, building upon existing materials. A con
cise media kit will include brochures, maps, pho
tographs, price lists, and information regarding 
the New York and New Jersey Metropolitan 
Market. As an integral part of our media sales 
strategy in New York/New Jersey, we will posi
tion the Port Authority transit properties as essen
tial to any advertiser's media plan. 

Presently, Titan Outdoor manages traditional 
products for New Jersey Transit, which is the 
largest statewide public transportation system in 
die United States, Bus inventory for King County 
Metro in Seattle and the Bus, Subway and 
Commuter Rail business for SEPTA in 
Philadelphia. We have also been awarded the con
tracts for the Massachusetts Bay Transportation 
Authority ("MBTA") System-Wide Advertising 
Program and Orange Country (California) 
Transportation Authority ("OCTA") Bus-Revenue 
Generating Advertising Agreement. 

With inventory in Philadelphia, 
New Jersey, New York and Boston, 
Titan Outdoor controls the majority 
of the major transit markets in the 
Northeast corridor. This logical 
geographical progression will help 
steer additional revenues into the 
Port Authority, as advertisers will 
want to be in each of these 
connected markets. 

This presents an unparalleled opportunity to sell 
the Port Authority's transit advertising inventory 
to Titan Outdoor's significant Ust of existing 
advertisers, as well as to many new advertisers we 
will solicit. 

c 
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C. Ti tan O u t d o o r - Sales S t ra tegy 
Titan Outdoor's core philosophy emphasizes focus, 
experience and energy to execute. It is a mandate for 
our administrative, sales and marketing teams. Our 
company's primary goal will be to maximize rev
enues generated throughout the Port Authority sys
tem and, therefore, payments to the Port Audiority. 
The local sales force will be supported by our 
Northeast and National sales teams. We will focus on 
building the Port Authority's business with no odier 
distractions. 

StafTmg 
Our sales team is dedicated solely to the sale of our 
products with an eye toward maximum revenue gen
eration. Reid Schuster, Titan Outdoor's Executive 
Vice President of Sales, and David Neglio, President 
of the Transit Division, bring proven leadership and 
work methods that have resulted in enormous suc
cess. In addition, we have recently added a number 
of talented salespeople with hands-on experience 
selling Port Authority properties locaUy and national
ly. We have a dedicated sales staff of at least six (6) 
sales people in New York, as well as over 50 nation
wide. 

Sales Philosophy 
OUT sales model embodies this philosophy, as illus
trated below: 

• Every salesperson is required to make five calls 
each day; 

• All sales calls must be followed with a letter; 

• Strict adherence to the "24-hour Rule"—employees 
are obliged to respond to any question, request or 
concern within 24 hours; 

• Sales people must have a significant amount of 
direct client caUs; 

• Every Monday morning at 8:00 a.m. there is a 
sales team meeting to strategize and plan the 
week's sales calls; and 

• At the end of each week, each sales person must 
submit a recap of all sales calls during the week, 
as well as a Pending Business Report. This report
ing helps management identify the degree of prob
ability for closing specific pieces of business and 
help them to make appropriate recommendations. 

Sales Offices 
Titan Outdoor maintains sales offices/representarion 
in New York, New Jersey, Boston, Los Angeles, 
Philadelphia, Chicago, Toronto and Seattie, where 
the majority of national transit advertising buys are 
made. 
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Transit/Commuter Rail Proposal and Business Plan 

3. Overall Experience and Financial Capability 

FOR over a decade at Transportation Displays 
Incorporated ("TDI") the senior executives of 
Titan Outdoor developed and managed the top 

transit advertising business in the worid. 
Representing approximately 150 transit properties in 
the United Slates, Canada and Europe, WilUam M. 
Apfelbaum and Donald R. Allman revolutionized the 
transit advertising business. Their focus on revenue 
generation for transit systems was a unique attribute 
of TDI, and that focus continues today at Titan 
Outdoor. 

Mr. Apfelbaum, Titan Outdoor's Chairman, has over 
32 years of experience in the out-of-home advertis
ing community, including long tenures as CEO and 
Worldwide Chairman of TDI, and the New York 
Subways Advertising Company. Mr. Apfelbaum's 
sales, marketing, and business skills are legendary 
and have been chronicled in four Harvard Business 
School Case Studies which detail the extraordinary 
turnaround he orchestrated for TDI when he took 
over the company in 1989. 

Mr. Allman, Titan Outdoor's President and Chief 
Executive Officer, has been a leader in the out-of-home 
advertising industry for die past 28 years. Mr. 
Allman's extensive operational, business development, 
sales and marketing abiUties are weU known in the 
out-of-home industry. During theu: careers at TDI, 
Mr. Apfelbaum and Mr. Allman were instrumental in 
TDI's resurgence, as evidenced by die company's 
compounded double-digit sales growth in every year 
of the nineties. 

TDI grew from $100 million in sales in 1989 when Mr. 
Apfelbaum and Mr. Allman joined forces, to over $800 
miUion by the end of 2000. The overwhelming majori
ty of this revenue was transit related. It is this focus 
and determination that Mr. Apfelbaum, Mr. Allman and 
Titan Outdoor's senior management bring to the admin
istration of the Port Audiority Contract. 

While at TDI, Mr. Apfelbaum and Mr. Allman 
developed and managed contracts for approxi
mately 150 transit authorities. A representative 
sample follows: 

PATH Port Authority Bus Terminal 

PATH Commuter Rail 

Massachusetts Bay Transportation Authority 
(Boston) 

Regional Transit Authority (New Orleans) 

Southeastern Pennsylvania Transportation 
Authority (Philadelphia) 

King County Metro Transit (Seattle) 

New Jersey Transit 

New York MTA 
New York City Transit (Bus/Rail) 
Metro North Railroad 
Long Island Railroad 

Washington Metropolitan Area 
Transportation Authority (DC) 

London Underground 

Chicago IVansit Authority 

Metra (Chicago Commuter Rail) 

Metropolitan Atlanta Regional 
Transportation Authority 

Toronto Transit Commission 

San Francisco MUNI 

Los Angeles County Metropolitan 
Transportation Authority 

Transit at Titan Outdoor 
At Titan Outdoor, Mr. Apfelbaum and Mr. 
Allman have built a senior management team 
thai is highly experienced in successfully admin
istering and fulfilling contracts with transit 
authorities. 

New Jersey: In June 2004, Titan Outdoor was 
awarded die Bus, Rail and Light Rail advertising 
contî act by New Jersey Transit. This award rep
resented Messrs. Apfelbaum's and Allman's 

• mm 
1/1 

5 
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retum to the Transit Advertising business. New Jersey Q 

Transit is the third largest, and only statewide public ^ 

transportation system in the United States with 2,100 O H 

buses (interior bus cards, exterior tail and side dis- ^ 

plays), 845 Rail Cars (4,200 interior frames), 106 4> 

Light Rail Vehicles (2,300 interior frames), 2,200 rail . 5 

station posters and 30 bridges with advertising. g 

Seattle: In November 2004, Titan Outdoor entered 

advertising on the exterior and interior of Metro 

P3 
into a contract witii King County Metio Transit g 

(Seattie) for the sale, placement and maintenance of C5 

c: 
Transit's 1,307 vehicle bus fleet in Seattle. This con- 5£ 

O 
tract commenced on January I, 2005. p ^ 

O £ Philadelphia: In November 2004, Titan Outdoor was 

awarded the exclusive right to seU commercial advertis

ing on and in SEPTA's buses and trains. The contract * S 

has a base term of three years, with two three-year p ^ 

extension terms. Comprised of buses, trolleys, com- %̂  

muter rail, and subway, SEPTA is the United States' ^ 

fifth largest transit-agency. Ttan began operation of the 3 

SEPTA contract on May 1, 2005. 5 

S 
Boston: In May 2005, Titan Outdoor was awarded the O 
contract for the System-Wide Advertising Program for O 
the Massachusetts Bay Transportation Authority ^ 
("MBTA") in Boston. The fourth largest public trans- ^ 
portation system in the nation, the MBTA covers a serv- ^ 
ice area of 3,244 square miles, reaching 4.7 miUion ^ 
people in 175 cities and towns. Commencing July 1, ^ 
2005, the term of the MBTA contract is ten years with a t^ 
three year option. The MBTA, nicknamed the'T', has X 
a daily ridership of almost 1.2 million that is served by T3 
an impressive fleet of buses, subway cars and com- P^ 
muter trains. Titan Outdoor is taking over this contract ( ^ 
on July 1, 2005 from the incumbent, Viacom Outdoor. 

Orange Coun^ (California): Also in May 2005, Titan 
Outdoor was awarded the Orange County 
Transportation Authority ("OCTA") Bus Revenue-
Generating Advertising Contract. Commencing 
September 1, 2005, the (XTTA contract has a base term 
of three years and guarantees $12.8 million to Orange 
County over the initial term. More than 210,000 riders 
per day use OCTA buses. Fixed route transit services 
provided by OCTA form a countywide network of 
local, rail connector and express routes with more than 
6,500 bus stops along 77 bus routes. 

3 
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IVansit/Commuter Rail Proposal and Business Plan 

Port Authority. Our unwavering commitment to transit advertising 

y i 
3. Overall Experience and Financial Capability (Cont.) g 

Titan Outdoor is poised to bring our singular sales focus to the 'g 

c 
is essential to our success and has been a hallmark of the senior ^ 

management team at TDI and now at Titan Outdoor. Since taking o 
o 

over the New Jersey Transit contract from Viacom Outdoor on > 

June 1, 2004, Titan Outdoor has achieved a 30% percent increase '« 

in revenue over Viacom's performance during the same period in ^ 

the previous year. Since taking over the King County Metro c 

contract from Viacom Outdoor on January 1, 2005, Titan Outdoor § 

has achieved a 36% percent increase m revenue over Viacom's ^ 

performance during the first five months of 2004. g 
H 
u 
o 

The reason for our success is our commitment to transit o 

advertising sales before all other media forms. Our winning 5 

formula is to pay singular attention to transit sales-thereby S 

outperforming our competitors whose attentions are diverted by ^ 

other media forms. 
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Authority (Philadelphia) 
Ms. Winifred Huml 
1234 Market St. 

Ttansit/Commuter RaO Proposal and Business Plan ^ 

3. Overall Experience and Financial Capability (Cont.) ^ 
Titan Outdoor maintains current contracts with the following Transit Authorities. . 5 

Please feel free to contact the following individuals in the event the Port 5 

Authority has any questions in connection with Titan Outdoor's transit advertising FQ 

capabilities. Please use the following references for the information required by § 

Attachment C - Proposal Reference Form. 13 
1/3 

o 

New Jersey Transit (New Jersey - Statewide) ^ 
Mr. Tom Woods ^ 
Manager of Contracts ^ 
One Penn Plaza East ^ 
Newark, New Jersey 07105-2246 Q3 
(973)491-7554 ' g 
twoods@njtransit.com ff5 

O 
King County Metro Transit (Seattle) 
Ms. Sharron Shinbo 
Contract Administrator 
King Street Center 
201 South Jackson Street CJ 
M.S. KSC-TR-0426 g 
Seattle, WA 98104-3856 ^ 
(206) 684-1547 , 
sharron.shinbo@metrokc.gov i^ 

O 
Southeastern Pennsylvania Transportation ^ 

5 
o 

Philadelphia. PA 19107 G 
(215)580-7297 3 
whuml@septa.org L ^ 

Massachusetts Bay Transportation Authroity 
(Boston - Contract begins July 1, 2005) 
Ms. Barbara Moulton 
Director of Marketing Communications 
Ten Park Plaza, Room 2810 
Boston, Massachusetts 02116 
(617) 222-3290 or (617) 222-5559 
robenjohnson@mbta.com 

Orange County Transportation Authority 
(California - Contract begins September 1, 2005) 
Ms. Kathy Peale 
550 South Main Street 
PO. Box 14184 
Orange, California 92863-1584 
(714)560-6282 
kpeale@octa,net 
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Transit/Commuter Rail Proposal and Business Plan 

3. Overall Experience and Financial Capability (Cont.) 

Titan Outdoor maintains a financial relationship with the following entities. 

Please feel free to contact the following individuals in the event the Port 

Authority has any questions in connection with Titan Outdoor's financial 

backing and capabilities. 

Catterton Partners-Principal Investors 
599 West Putnam Avenue, Suite 200 
Greenwich, Connecticut 06830 
Attn: Mr. Marc Cummins 
Attn: Mr. Andrew C. Taub 
(203) 629-4901 

Catterton Partners, Titan Outdoor's principal 
investor, is a leading private equity firm with a focus 
on providing growth equity to consumer products and 
services companies. The combination of investment 
capital, industry expertise and value-added contacts 
uniquely positions them as a leading investor in their 
targeted industries. Catterton has fully committed its 
financial support to Titan Outdoor for this project. 

Abelco Finance LLC 
Cerberus Capital Management 
299 Park Avenue, 23rd Hoor 
New York, New York 10171 
Attn: Mr. Gerry Daniello 
Attn: Mr. Arthur Martini 
(212) 284-7810 

Ableco Finance LLC is an innovative lending com
pany, formed by the management of Cerberus Capital 
Management, L.P. and Gabriel Capital Group, 
investing in leveraged buyouts and "roll-ups," bridge 
loans, recapitalizations, refinancing, debt restructur
ings and acquisitions. Ableco Finance LLC and their 
affiliates have over $4 billion in funds and accounts 
under management. Titan Outdoor entered into a 
Senior Credit faciUty with Ableco on December 18, 
2004. The facility provided $34 million of growth 
capital earmarked for acquisitions and general work
ing capital. Ableco has fully committed its financial 
support toTltan Outdoor for this project. 

Wells Fargo Foothill 
2450 Colorado Avenue 
Suite 3000 West 
Santa Monica, CA 90404 
Attn: Mr.. Matthew S. Harbour 
(310)453-7353 

Wells Fargo Foothill is a leading provider of 
asset-based financing to middle-market compa
nies for growth, recapitalizations, rediscount 
lines and leverage acquisidons. Titan Outdoor 
entered into a Senior Credit facility with Wells 
Fargo on December 18, 2004. The facility pro
vided $16 million of available funds earmarked 
for Letters of Credit. 
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G/H. Titan Outdoor - Banner Advertising 

Titan Outdoor is the worldwide leader in street banner advertising. 

We represent transit authorities, municipal authorities, city 

organizations, special events, museums, and other non-profit 

organizations including Business Improvement Districts. On 

behalf of these organizations. Titan Outdoor creates, produces, 

strategically places, and sells sponsorships to advertisers for all 

banner campaigns in order to promote the community and beautify 

the City. Clients include NYC & Company, New Jersey Transit, 

the Massachusetts Bay Transportation Authority, LA Inc. (the 

Convention and Tourism Bureaus of New York City and Los 

Angeles, respectively), the Center City District in Philadelphia, the 

San Francisco Film Festival, museums including the Whitney and 

Guggenheim, and various special events. 

Titan Outdoor and Banners - Introduction 
Titan Outdoor is the leading banner advertising com
pany in the world. Banners are a relatively new 
advertising medium that have become very popular 
with advertisers and municipalities. They are an 
innovative form of advertising media that (i) gener
ate significant levels of previously untapped revenue 
for transit authorities and municipalities, (ii) allow 
advertisers to make more effective use of their 
advertising dollars by providing low-cost impres
sions in a desired market, (iii) beautify city streets 
and transit facihties and (iv) provide transit authori
ties and municipalities the opportunity to deliver 
powerful branding messages that will enhance the 
aesthetic environment of their facilities and streets. 
Titan Outdoor believes that light poles on and adja
cent to Port Authority properties, especially at the 
airports, on the train platforms, on bridges and in 
parking lots, offer high visibihty to a targeted demo
graphic, which will generate significant revenue and 
provide the Port Authority the abifity to brand itself 
in the process. 
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Banner Advertising Proposal & Business Plan: 
c 

C/3 
1. Revenue to the Port Authority g 

c 
The Fee: During each year of the Agreement, Titan Outdoor shall pay the Port ^ 

Authority the greater of (i) a minimum guarantee of Two Hundred and Fifty Thousand ^ 

($250,000) Dollars (the "Minimum Guarantee") or (ii) Fifty (50%) percent (the ^ 
O 

"Percentage Fee") of the Net Revenue (defined hereinafter) received by Titan Outdoor Q 

ON 
from the sale of the Banners (collectively, the "Fee"). In addition, every fifth (5th) ^ 

,C 
banner installed by Titan Outdoor will be completely dedicated to a Port Authority ^ 

t: 
message (see next page for details). We estimate, however, that payments to the Port 5̂  

Authority could reach $1.5 million or more once the program matures. Titan Outdoor "^ 
I N 

proposes a five (5) year contract term with a five (5) year renewal option (the "Proposed £ 

a 
Term"). fifl 

Calculation of the Fee: Net Revenue shall be defined as: ^ 
O 
O 

O 
1. Gross revenues actually received from sponsors ("Gross Revenue"), less 

2. any agency fees actually incurred and/or paid by Titan to unrelated third 

parties (the "Agency"), less ' 

3. any banner costs, which shall be defined as (i) the production cost per Banner listed 

below and (ii) any additional fees imposed by the City or State of New York on the 

erection and maintenance of Banners (the "Banner Costs") as defined below. 

Production Cost: Production cost per Banner shall be defined as follows: 

1. Small Banners (2.5 X 4 ) : $100 

2. Traditional Banners ( 3 x 8 ) ; $150 

3. Tall Banners (4 x 20 ): $500 

NOTE: There is absolutely no cost to the Port Authority for the proposed Banners. 

The MAG above is conditioned upon (i) fully commercial messages on the Banners 

(ii) and at least 500 available high-spot light poles''per month. - in 



Banner Proposal and Business Plan: 

2. Marketing Strategy and Approach 
Titan Outdoor is the leading banner advertising company in the world. 
Banners are an innovative form of advertising media that generate significant 
levels of previously untapped revenue for Transit Authorities. Banners allow 
advertisers to make more effective use of their advertising dollars by providing 
low-cost impressions in a desired market. In addition, banners enable transit 
authorities and municipalities to deliver powerful branding messages that 
enhance the aesthetic environment of their transit facilities and city streets. 
Titan Outdoor proposes the installation of banners in and around the Port 
Authority's properties, especially at your airports, commuter rail stations 
platforms, bridges and parking lots. 

Banner Proposal 
Titan Outdoor is seeking the exclusive right to 
design, develop, install and sell advertising banners 
on the streetlight poles in, on and around facilities 
owned by the Port Authority. We believe there is a 
significant opportunity to install banners at the air
ports, on train platforms and bridges, as well as on 
other Port Authority properties. Titan Outdoor will 
be completely responsible for the design, produc
tion, installation and maintenance of die advertising 
banners at no cost to the Port Authority. 

The Banner Design 
Each banner would be designed to (i) generate rev
enue from its sale to advertisers and (ii) market and 
brand the Port Authority to its constituents. Titan 
Outdoor will work with the Port Authority to devel
op a banner design that accomplishes the marketing 
goals of the Port Authority. We will design, manu
facture, market and sell each banner program to 
third party advertisers pursuant to the Contract. Each 
banner will contain an advertising message which 
will cover the entire banner. 

Port Authority Banner Campaigns 
In addition, every fifth banner in each banner pro
gram will be completely dedicated to a Port 
Authority message. The cost of these campaigns will 
be completely borne by Titan Outdoor. These ban
ners could be used to publicize service changes, alert 
riders to new programs or to accomplish the Port 
Authority's general marketing purposes. Please see 
following page for schematic renderings of proposed 
Banner Programs. 

Sales and Marketing Approach 
Revenue Generation 
Over the last three years. Titan Outdoor has 
experienced extraordinary growth in our Banner 
Division. Oiir banner sales have grown at a 
CAGR of almost seventy-five (75%) percent 
over the past three years. The following are the 
revenue results for 2002, 2003, 2004 and esti
mated 2005: 

Year Revenue 

2002 $1,125,000 
2003 $2,484,000 
2004 $3,766,000 
2005 (E)$6,045,00O 

% Increase 

N/A 
+ 121% 
+52% 
+61% 

Moreover, there has been no corresponding 
increase in our banner inventory. The increases 
detailed above are a result of achieving higher 
rates and increased occupancy. Increased sales 
and higher occupancy levels have also resulted 
in significant increases in payments to our 
municipal partner, NYC & Company. Our per
formance has led to a recent five (5) year exten
sion of our agreement with our client. 
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Banner Proposal and Business Plan 

The following pages represent schematic drawings of proposed 

banner campaigns at various Port Authority properties across the 

New York/New Jersey Metropolitan Market. 

In GutrnEa / N«w Torli 

Titan Outdoor proposes to install banners on approximately 75 light poles at La Guardia Airport. The 
above picture depicts traditional 16' X 22' light poles with 8' X 3' banners installed at the top of each 
light pole-

Titan Outdoor proposes to install banners on approximately 500 light poles at Kennedy Airport. The 
above picture is an illustration of smaller pedestrian 12' X 14' light poles with two 4.5' X 2' banners 
installed at the top of each light pole. 
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Titan Outdoor proposes to install banners on all light poles on the George Washington Bridge, as well as 
on the approaches to tunnels and bridges. The above picture depicts traditional 16' X 22' light poles with 
8' X 3' banners installed at the top of each light pole. 
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Titan Outdoor proposes to install banners on light poles in the parking lots, terminals and service roads 
at Kennedy, Newark and La Guardia Airports. The above picture illustrates traditional 16' X 22' light 
poles with 8' X 3' banners installed at the top of each light pole at Newark Airport. 
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Banner Proposal and Business Plan: 

3. Overall Experience Including Financial Capability 

As an integral part of the Titan Outdoor team. Banner Division 

President Evan I. Seigerman would bring the necessary focus to 

the Port Authority banner campaigns and generate new 

incremental revenue to the Authority in a creative and innovative 

way. 

Evan L Seigerman, President Banner Division 
As President of Titan Outdoor's banner division, 
Evan I. Seigerman has established himself as a 
leader in non-tradidonal forms of outdoor advertis
ing. Formerly Founder and President of Outdoor 
Media Group USA, Inc. ("OMG"), he pioneered 
street banner advertising, seeing an opportunity to 
beautify America's cides while sending powerful 
branding messages. Now as an integral pan of the 
Titan Outdoor team, Mr. Seigerman ufilizes street 
banners as an advertising medium, offering cities 
such as New York, San Francisco, Los Angeles and 
Philadelphia the ability to generate incremental rev
enue while highlighting their special events and 
exhibitions. 

New Jersey Transit Banner Program 
In June 2004, New Jersey Transit awarded Titan 
Outdoor the right to install, maintain and sell ban
ners in and around their facilities. Our program has 
proven to be an initial success, providing incremen
tal revenue to New Jersey Transit, as well as provid
ing a powerful branding message for the Transit 
Authority. 

Banners on New Jersey Transit Platforms 
have provided a new and exciting media 
form for advertisers and New Jersey 
Transit 
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Banner Proposal and Business Plan: BaimerList of References 
c 

V3 
Titan Outdoor maintains Banner Advertising Contracts with the following g 
Transit Authorities, Convention and Tourism Bureaus and Business .5 
Improvement Districts. Please feel free to contact the following individuals in ^ 
the event the Port Authority any questions in connection with Titan Outdoor's ^ 
qualifications. ^ 

O 
NYC & Company Q^ 
Ms. Natasha Caba 2 
Vice President Strategic Marketing & Partnerships ^ 
810 Seventh Avenue OD 
New York, NY 10019 . g 
(212)484-1249 . ^ 

34th Street Partnership ^ 
Mr. Dan Pisarck X3 
500 Fifth Avenue, Suite 1120 " ^ 
New York, NY lOllO t j 
(917)438-5126 fi 

Union Square Partnership M 
Ms. Karen Shaw , 
4 Irving Place, Room 114-S . 
New York, NY 10003 p 
(917)438-5126 

New Jersey Transit 
Mr. Tom Woods 
Manager of Contracts 
One Penn Plaza East 

O s 
3 o 
c s 

Newark, New Jersey 07105-2246 H 
(973)491-7554 
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GJH. AU Vision - Land Lease/Billboard Monetization 3 
1/3 

M Vision LLC ("AU Vision") was formed in 2002 by Peter C. S 

c 
O 
P N 

C/3 

McClary, Donald R. Allman, Titan Outdoor and Catterton 3 

Partners. All Vision was aeated to respond to transit and '^ 

municipal authority's requests for proposals for the identification -^ 

and management of existing and potential outdoor advertising a 

assets. With over 50 years of combined experience in managing, 2u 

consulting and analyzing outdoor advertising opportunities, the 

senior management of All Vision is uniquely qualified to ensure ';> 

the proper administration of outdoor advertising assets, as weU as ^ 

the maximization and generation of previously untapped sources 

of revenue for the Port Authority. 

Mr. McClary is one of the most successful outdoor advertising 

entrepreneurs in the United States. During his 18-year career he 

has developed and acquired nearly 1,000 "faces," and over the 

past decade has transacted over $75 million in outdoor asset sales. 

Mr. AUman spent 16 years leading Transportation Displays 

Incorporated's ("TDI") Land Lease, business development and 

advertising sales effort, eventuaUy serving as President and Chief 

Executive Officer of TDI North America in 2000. Together with 

the senior management of AU Vision,.Mr. Allman and Mr. 

McClary wiU ensure that the Port Authority's Land Lease business 

is properly administered and generates maximum revenue. 
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G/H. All Vision - Land Lease/Billboard Monetization ^ 

£3 

All Vision believes that the monetization of existing *s 

T3 and future Port Authority Sign inventory will 

generate lump sum payment amounts that could -^ 

reach $100 million during the term of the Contract. a 

All Vision's approach to management is to improve on a § 

system that has good fundamentals but needs to become t> 

more responsive to a changing environment. We believe ^ 

that the Port Authority is foregoing substantial incremental 

revenue that could be generated from its outdoor 

advertising assets on its properties. All Vision's plan 

guarantees the continued stream of revenue generated by 

the traditional Land Lease business, but also proposes a 

unique lump sum revenue generation concept that will 

allow the Port Authority to take full advantage of its 

properties. 
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All Vision Proposal and Business Plan: 
C/5 

1./2. Revenue to the Authority & Marketing Strategy and Approach g 

All Vision will implement the following business and 

sales/monetization plan. It is designed to maximize the 

revenue generated by existing or potential out-of-home 
properties owned or controlled by the Port Authority. We will 
perform a multi-step evaluation and disposition program as 
follows: 

Initial Inventory Survey 
All Vision has completed an extensive survey ofthe 
Port Authority's locations in the New York/New 
Jersey Metropolitan Market. We have detennined 
that there are numerous opportunities which would 
generate significant new revenue for the Port 
Authority. We have analyzed these opportunities and 
separated ihem into three (3) categories according lo 
their locations: 

Category One. New Locations. All Vision believes 
that permits would be obtainable for these locations; 

Category Two. Variance Required. These locations 
would require a variance from local municipalides 
or the use of the Port Authority's exemption; and 

Category Three. Innovative Ideas. These locations 
are examples of just a few of some of the "out-of-
the-box" developmental opportunities which All 
Vision will bring to the Port Authority if awarded 
the Contract. 

Inventory Veriflcation 
Upon the award of the contract, All Vision will 
immediately identify and evaluate the existing and 
potential outoor advertising inventory on Port 
Authority properties (the "Inventory"). We will then 
perform an analysis that estimates the locations' 
potential advertising revenue. The immediate benefit 
of this review will be to ensure that all revenue is 
accounted for and that Port Authority receives its 
optimum share of the revenue generated by the tra
ditional Land Lease business and the billboard mon
etization model. 

Cash Flow Analysis 
Once the Inventory verifications have been 
completed, All Vision will perform a cash flow 
analysis for each location. This analysis will 
determine a location's marketability from a rev
enue generation standpoint, which will be cru
cial in determining the locations asset value to 
the Port Authority. 

Development & Distribution of Offering 
Memorandum 
Upon the completion of the cash flow analysis, 
All Vision will develop an Offering 
Memorandum for the locations that have a sig
nificant asset value to the Port Authority. The 
Offering Memorandum will offer various out
door companies the right to "purchase" the 
Inventory along with new, long-term license 
agreements whose terms are approved by the 
Port Authority (see License Agreement section 
on following page). We will then present the 
marketing materials to the Port Authority for its. 
review and approval. This presentation will 
include benchmarks that All Vision has set on 
the value of each of the locations. Once the Port 
Authority has approved a final set of the materi
als, they will be distributed to an approved list 
of interested parties. 

All Vision will deliver "micro" brochures to 
companies which only wish to bid on the pur
chase of specific sites within the Inventory and 
their newly created long-term license agree
ments. Companies with the ability to purchase 
the entire package of available locations will be 
offered an "all property" brochure. The 
brochures will solicit offers from potential pur
chasers of each location that is approved for 
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sale by the Port Authority. Each potential purchaser 
will be asked to respond to All Vision within a stated 
time frame with an offer to participate in the pur
chase program. 

Evaluation of Interest 
All Vision will then evaluate the level of interest of 
each potential purchaser and will provide a detailed 
report to the Port Authority. This report will provide 
recommendations as to the proposed offers. Upon 
approval of such recommendations, All Vision will 
move ahead with the one-time capital sale on any 
location that has been approved for sale by the Port 
Authority. 

Award of New License Agreements 
All Vision and the Port Authority will award compa
nies in part, or whole, the ability to negotiate pur
chase agreements or long term license agreements 
for the Inventory. All Vision will negotiate the terms 
of long-term ticense agreements and negotiate the 
terms of purchase and sale agreements with those 
chosen companies. AH Vision will then present final 
documents to the Port Authority for their approval 
prior to closing and construction. The proceeds of 
such sale will be disdibuted to the Port Authority in 
accordance with Revenue Share section that follows. 

All Vision will supervise the construction of the new 
signboard to ensure compliance with all applicable 
laws. Once the signboard has been properly con
structed. All Vision will continue to manage the 
properly pursuant to its traditional Land Lease agree
ment with the Port Authority. 

New License Agreements 
In order for the Port Authority to realize the maxi
mum revenue through the one-time capital events 
described above, new long term license agreements 
that contain the following terms are essential: 

a. 15-30 year terms; 

b. Non-cancelable license agreements, provided 
that the Port Authority may terminate in the 
event that the signboard will interfere with 
future Port Authority development on the prop
erty or presents an immediate safety problem; 

c. A relocation provision that permits relocation of 
a particular signboard in the event the Port 
Authority exercises its development cancellation 
(described in paragraph b above); and 

d. Or any other provision the Port Authority would 
require in order to facilitate the creation of long-
term license agreements. 

Revenue Share to the Port Authority 
All proceeds derived from the monetization of 
the assets will be divided between the Port 
Authority and All Vision. The Port Authority 
will receive Seventy-Five (75%) percent of the 
Net Proceeds (as hereinafter defined) generated 
from such sales. All Vision will receive Twenty-
Five (25%) percent of the Net Proceeds. Net 
Proceeds will be defined as the proceeds of each 
sale less All Vision's acmal costs incurred as a 
result of the permitting of the signs to include 
permit fees, reasonable attorneys fees, surveys 
and engineering costs ("Net Proceeds"). 
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Billboard Monetization Model: Port Authority 
Examples 

The following charts detail a cash flow analysis of 
potential sites which could be built on Port Authority 
property. We have analyzed the potential one-time 
asset value to.the Port Authority below. Outdoor 
companies will typically pay seven to twelve times 
the annual cash flow when purchasing outdoor 
advertising assets with long-term license agreements. 
The examples below exhibit the unexplored and 
untapped revenue that is available lo the Port 
Authority through the monetization of ilspotential 
Land Lease Inventory. 

Bulletins at Newark Airport - Category One. 
Example (Based on 16 faces): 
Yearly Net Advertising 
(83% of occupancy 

Revenue 
12 months) 

$1,658,880 

Lease Cost 36% 
Operational Costs 
Cash Flow 

$597,200 
$165,888 
$895,792 

Sale Value 
8x Cash Flow 
I Ox Cash Flow 

$7,166,366 
$8,957,920 
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Bulletins on JFK Expressway - Category One. 
Example (Based on 4 faces): 
Yearly Net Advertis 
(83% of occupancy 

ng Revenue 
12 months) 

$581,400 

Lease Cost 36% 
Operational Costs 
Cash Flow 

$186,624 
$51,840 

$279,936 

Sale Value 
8x Cash Flow 
IQx Cash Bow 

$2,239,488 
$2,799,360 

Bulletins on Port Authority Easement - Category 
One. 

Example (Based on 1 face): 

Yearly Net Advertising Revenue 
(83% of occupancy 12 months) 

Lease Cost 36% 
Operational Costs 
Cash Flow 

Sale Value 
8x Cash How 
lOx Cash Flow 

$432,000 

$155,520 
$43,200 

$233,280 

$1,866,240 
$2,332,800 40 



Billboard Monetization Model: Port Authority 
Examples (Continued) 

c 

Newark Air Tower • Category Three. 
Example (Based on one 30* x 100' wallscape): 
Yearly Net Advertising Revenue $216,000 
(83% of occupancy 12 months) 

Lease Cost 36% 
Operational Costs 
Cash Flow 

$77,760 
$21,600 

$116,640 

Sale Value 
8x Cash Flow 
lOx Cash Flow 

$933,120 
$1,166,400 

Lincoln Tunnel Air Vent • Category Two. 
Example (Based on two 30' x 90' wallscapes): 
Yeariy Net Advertising 
(83% of occupancy 12 

Re venue 
months) 

$518,400 

Lease Cost 36% 
Operational Costs 
Cash Flow 

$186,624 
$51,840 

$279,936 

Sale Value 
8x Cash Flow 
lOx Cash Flow 

$2,239,488 
$2,799,360 
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All Vision Proposal and Business Plan: 

industry, specializing in serving transit and other municipal 

which will ensure the proper administration and 

development of all Port Authority Outdoor/Land Lease 

Advertising and focus on the generation of previously 

untapped sources of revenue. All Vision will focus on (i) 

monetization of existing billboard locations and (ii) 

development and monetization of new locations. 

1/1 

3. Overall Experience and Financial Capability g 

All Vision's senior management is uniquely positioned to 'g 

administer Outdoor/Land Lease Advertising on behalf of the 

Port Authority. All Vision's senior managers have over fifty 

years of combined experience in the outdoor advertising o 

I 
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authorities. We will bring an innovative management team c 
o x 

- ^ 
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All Vision - Actual Monetization Case Study 

The following actual case study exhibits how the All 
Vision lump sum revenue model works. While there 
may be some minor modifications in connection with 
the Port Authority properties, the basic model is appli
cable and replicable for the Port Authority. 

In the second half of 2003, All Vision idendfied 17 
exisdng billboard structures in and around a medium-
size, Northeast metropolitan market. Each of these bill
board structures had been built by outdoor companies 
pursuant to license agreements with private property 
owners or with municipal authorities (the "Landlords"). 
Each Ucense agreement provided for an absolute 30 day 
cancellation right by the private property owner or 
municipality. 

All Vision entered into management agreements with 
each of the Landlords, pursuant to which All Vision 
would take over the management of each site on behalf 
of the Landlords. All Vision performed a survey of 
each site, assessing (i) its potential for upgrade and (ii) 
the advertising cash flow generated by each billboard 
and its asset value to the landlord. Once the asset value 
was determined, All Vision prepared an Offering 
Memorandum for the entire billboard package and mar
keted the package to various outdoor companies (*). 
The Offering Memorandum offered one company the 
right to enter into long-term license agreements with the 
Landlords, pursuant to which new billboards could be 
constructed on each ofthe properties. Within four 
weeks of delivery of the Offering Memorandum, 
Company A agreed to buy the entire package for an 
amount excess of $5 milUon , by outbidding another 
company for the assets. 

All Vision entered into a Purchase and Sale Agreement 
with Company A for the purchase of all 17 billboards. 
Pursuant to the terms of the Ucense agreements, All 
Vision sent cancellation notices to each ofthe incum
bent licensees on behalf of each landlord, terminating 
the existing license agreements. The incumbent 
Ucensees removed the exiting billboards, during which 
time All \^sion obtained new permits for the construc
tion of each new billboard. Once the incumbent Ucens-
ee had removed the existing billboards, the new bill
boards were constructed pursuant to the newly obtained 
permits. Upon completion of the new billboards and 
payment of the purchase price. Company A entered into 
the new, long-term Ucense agreements with each ofthe 
Landlords. Within 24 hours of the payment of the pur
chase price by Company A, All Vision wired each of 
the Landlords their share of the purchase price. 

The following table details the purchase price for 
each billboard: 

Purchase Prices, per billboard 
Site 1 
Site 2 
Site 3 
Site 4 
Site 5 
Site 6 
Site 7 
Sites 
Site 9 
Site 10 
Site 11 
Site 12 
Site 13 
Site 14 
Site 15 
Site 16 

$456,896 
427,520 
182.720 
404,960 
554,400 
368,240 
464,240 
464,240 

•267,312 
404,960 
318,144 
318,144 
318,144 
249,600 

89,856 
89,856 

Site 17 168,960 

Total Purchase Price $5,548,192 

Each incumbent licensee was offered the right 
to enter into a new, long-term Ucense agree
ment, in exchange for a reduced purchase price. 
No incumbent accepted the offer, choosing to 
remove their billboards from the property with
in the 30-day cancellation period. 
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All Vision - References 

All Vision maintains a contractual relationship with the following entities. 

Please feel free to contact the following individuals in the event the Port 

Authority has any questions in connection with All Vision's operational 

capabilities. 

New Jersey Transit 
Mr. Tom Woods 
Manager of Contracts 
One Penn Plaza East 
Newark, New Jersey 07105-2246 
(973)491-7554 

The City of Westfield 
The Honorable Mayor Richard Sullivan 
Municipal Building 
59 Court Street 
Westfield, MA 01085 
(413)572-6200 

Squamish Nation 
Mr. Toby Baker 
Department Head, Business Revenue & 
Services 
415 West Esplanade 
North Vancouver, BC 
Canada V7M 1A6 
toby_baker@squamish.net 
(604) 980-4553 
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North East Utilities 
Mr. Salvatore Giuliano 
The Connecticut Light and Power Company 
Real Estate Department 
P 0. Box 270 
Hartford, CT 06141-0270 
(860)665-6173 

Southeastern Pennsylvania Transportation 
Authority 
Mr. John McGee 
1234 Market Street 
9th Floor 
Philadelphia, PA 
(215)580-7930 

LAZ Parking 
Mr. Michael Kuziak 
Vice President 
15 Lewis Street 
Hartford, CT 
(860)522-7641 
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L Acknowledgement of Addenda 'c 

-a 

Titan Outdoor and All Vision acknowledge receipt of the ^ 
• ^ ^ 

Port Authority's Addenda forms 1 through 5. S 
S 
01) 

o 

C 
o 

< 

o o s 
s 
o 

45 



R • ? • 

J. Acceptance ojf Standard €6ntractTeiinisa[nd' 
Conditions - Attachment B, Part 1 

i Titan ̂ Outdoor and AIL Vision have noispecific exceptrpns io 

the "Standard Contract Terms and Conditions." included 

I as Attachment B, Part I of this RFP. , 
•OM-^ ' 
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K. Financial Information -̂  

Titan Outdoor Holdings, Inc. and All Vision LLC have | 

provided the required financial statements on the following M 

pages. '3 

I 
o 

u o o s 
s 
O 
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TITAN OUTDOOR HOLDINGS INC. AND SUBSIDIARIES 
Consolidated Proforma FinanciaJ Statements 

Years ended December 31, 2003,2004 and Proforma 2005 

Unaudited Financial Statements 
Confidential Information 



TITAN OUTDOOR HOLDINGS INC. 

Consolidated Balance Sheet 
SOOO, SUSD 

Proforma Proforma 
ASSETS Audited (A) Unaudited fB) Unaudited (C) Unaudited (D) 

2003 2004 2004 2005 
Current assets: 
Cash and restricted cash $1,469 $3,378 $3,378 $4,082 
Accounts receivable, net of allowances 1,825 4.123 4.123 9,098 
Prepaid expenses and other current assets 509 942 942 2.675 

Total current assets 3.804 8.443 8.443 15.855 

Net Property Plant & Equipment 
Goodwill 
Other intangible assets 
Other assets 
Total lone-term assets 

Total assets 

LIABIUTIES AND MEMBERS' CAPITAL 

Liabilities: 

Current liabilities: 

Accounts payable and accrued expenses 
Other current liabilities 
Total current liabilities 

Note and interest payable - equity holders 
Note and interest payable - senior lender 

Equity, net 

Tolal liabilities and members capital 

5.171 
5.409 

11.760 
888 

23.228 

,•57.7.0:̂ 2 

11,319 
5.409 

15.648 
787 

33.163 

s4i.f;ofi 

11.319 
5.409 

15,648 
787 

33.163 

$41,606 

11,905 
5,409 

17,226 
515 

35,055 

S^0.9in 

$2,232 
928 

3.161 

5,142 
2.951 

15,778 

$27,032 

$4,055 
681 

4.736 

5,222 
21.933 

, 9,714 

$41,606 

$4,055 
681 

4,736 

5,222 
21,933 

9.714 

$41,606 

$2,891 
5,799 
8,690 

6,452 
21.500 

14.268 

$50,910 

(A) Audited financials can be provided upon request, 
(B) 2004 Audit will be completed on or before June i 5,2005. 
(C) 2004 estimated financial result as if Titan had commenced its NJ Transit contract and Toronto acquisitions as of January 1.2004, 
(D) 200S Profonna results had Titan's new Boston (MBTA) and Orange County, CA (OCTA) transit contracts commenced Januaty 1,2005 

Unaudited Financial Statements 
Confidential Information 



TITAN OUTDOOR HOLDINGS INC. 

Consolidated Statement of Operations 
SOOO, SUSD 

Year Ended 

Net advertising revenues: 
Transit 
Billboards (US & Canada) 
Kiosks 
Banners 
Developrnent. land lease proceeds & other 

Total 

Audited (A) 

2003 

Unaudited (B) 

2004 

Proforma 

Unaudited (C) 

2004 

Proforma 

Unaudited (D) 

2005 

$0 
3.177 
2,986 
2.484 
2.619 

$6,965 
3.967 
2,975 
3,766 
4.108 

$11,923 
7,433 
2,975 
3.766 
4.108 

$50,253 
8,025 
3,546 
6,287 
4.879 

11.266 21,782 30.206 72.990 

Cost of revenues: 

Transit 
Billboards (US & Canada) 
Kiosks 
Banners 
Development, land lease & other 

Total 

Gross profit 

General and administrative 

Income from operations 

0 
2,483 
1,567 
1,454 
1.567 
7.071 

4,196 

4,505 

($309^ 

6.250 
2.656 
1.553 
2.186 
2.558 

15.204 

6,578 

5,179 

$1,400 

9.777 
4.521 
1.5S3 
2.186 
2.55S 

20.595 

9,611 

5,479 

$4,132 

41,825 
4,479 
1,902 
3,772 
2.244 

54.222 

18.768 

6,305 

$12,463 

(A) Audited financials can be provided upon request. 
(B) 2004 Audit will be completed on or before June 15, 2005. 
(C) 2004 cstimmed financial result as if Titan had commenced its NJ Transit contract and Toronto acquisitions as of January 1.2004. 
(D) 2005 Proforma results had Titan's new Boston (MBTA) and Orange County, CA (OCTA) transit contracts commenced January 1,2005 

Unaudited Financial Statements 
Confidential Information 



ALL VISION LLC 
Consolidated Proforma Financial Statements 

Years ended December 31, 2003, 2004 and Proforma 2005 

Unaudited Financial Statements 
Confidential Information 



ALL VISION LLC 

Consolidated Balance Sheet 
$000, SUSD 

ASSETS 

Current assets: 

Cash and restricted cash 
Accounts receivable, net of allowances 
Prepaid expenses and other current assets 

Total current assets 

Audited (A) 
2003 

5S0 

Unaudited (B) 
2004 

1.321 

Budget 
Unaudited (C) 

2005 

$433 
0 

147 

$744 
245 
332 

$1,744 
490 
664 

2,899 

Net Property Plant & Equipment 
Goodwill 
Other assets 
Total long-term assets 

Total assets •1)580 _£L32fi. si^aa. 
LIABILITIES AND MEMBERS' CAPITAL 

Liabilities: 

Current liabilities: 

Accounts payable and accrued expenses 
Other current liabilities 
Total current liabilities 

Note and interest payable - equity holders 

Equity, net 

Tolal liabilities and members capital 

$71 
5 

$831 
82 

$1,247 
125 

76 

544 

(40) 

$580 

914 

79 

334 

$1,326 

1.372 

0 

1,527 

$2,899 
(0,00) 0,00 

(A) Audited financials can be provided upon request. 
(B) 2004 Audit will be completed on or before June 15,2005. 
(C) 2005 Budget 

Unaudited Financial Statements 
Confidential information 



ALL VISION LLC 

Consolidated Statement of Operations 
SOOO, SIJSD 

I 
Year Ended 

Net revenues: 
Development 
Land leaseWoceeds 

Total •? 

Cost of revenues: 

Audited (A) 

2003 

1,978 

< - - k ' ^ ' , i , f | ; - 5 * ? « ^ - ^ ' "••: 

Unaudited (B) 

•2004 

B lid get 

Unauditedi(C) 

2005 

4.108 8J631 

< ! • , . . :••• 

; f - f ^ < 

$1,978 
0 

$2,651 
1,457 

$5i926 
2*70*5 

• * • • • ! •^ 

.h 
'•^''. v j 

^ ^ . ' 

r̂  • iA : 

1 . 

M 

Development "• 
Land lease proceeds 
• Total f 

Gross profit 

General andjadministrative 

Income fronijopefations 

926 
0 

926 

1.052 

749 

$304 

1-553 
i:005 
2i558 

1^50 

901 

$649 

3,814 
1,857 
5,671 

'̂ ;':( ^ 

2,9̂ 60 

• . I S 
1,175 

$1.785^ 

^ v 

' • • • • i . ^ - ' ' ^ 

.̂(A) Audited financials can be provided upon request, 
•,{B) 2004'Audit will fe completed on or before June ! 5,2005. 
(C) 2005 Budget \ • '\ 

Ii' 3 . 

; • . • * ! 

Unaudited Financial Statements 
Confidential infofmation 



L. Titan Outdoor - Conclusion o 
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Titan Outdoor and All Vision are media companies that are g 

uniquely positioned to properly administer the Advertising 

Contract for the Port Authority. Titan Outdoor is an organization 

that prizes innovation in advertising for transit sales above all 

other out-of-home properties. This focus will increase the value of 

the Port Authority media properties because sales will increase 

over the life of the Contract. The history of the Titan Outdoor 

management team supports this statement. 

All Vision believes that its lump sum revenue model will allow the 

Port Authority to realize substantial streams of revenue by 

monetizing existing and future assets on Port Authority properties. 

Titan Outdoor endorses the All Vision proposal as they are the 

superior provider of these services both from a technical and 

managerial standpoint. 

Together, Titan Outdoor and All Vision will offer a way for the 

Port Authority to attain additional significant revenue. Our strong 

financial backers, Catterton Partners, Ableco Finance LLC and 

Wells Fargo Foothill will stand behind our offer guaranteeing our 

performance. 

We want to goto work for the Port Authority and sincerely hope 

that you allow us that opportunity. 
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Interstate Outdoor Advertising, L.R's 
Response to Port Authority of NY & NJ 
Request for Proposal 

Advertising Opportunities for Port Authority of NY & NJ 
and Path Facilities, Including Outdoor and Out-Of-Home Locations 
Number: 0000007920 June 13, 2005 
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OUTDOOR ADVEftTiSma, IP.. 

905 North Kings Highway 
Cherry Hill. NJ 08034 
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TITLE: ADVERTISING OPPORTUNITIES FOR PORT 
AUTHORITY OF NY & NJ AND PATH FACILITIES, 
INCLUDING OUTDOOR AND OUT-OF-HOME 
LOCATIONS. 

-MUMBER: 0000007920 

DUE DATE: JUNE 13, 2005 10F16 
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OUTDOOR ADVERTISING, LP. 

June 13, 2005 

Via Hand Delivery 

Port Authority of NY and NJ 
Purchasing Services Division 
One Madison Avenue, 7* FL 
New York, NY 10010 

Attn: TJ . Storch 

Re: LETTER OF TRANSMITTAL 
IN RESPONSE TO 

REQUEST FOR PROPOSAL 

ADVERTISING OPPORTUNITIES FOR 
PORT AUTHORITV OF NY & NJ AND PATH 
FACILITIES, INCLUDING OUTDOOR AND OUT-OF-HOME 
LOCATIONS 

Due Date: June 8, 2005 

Dear Mr. Storch: 

Interstate Outdoor Advertising, L.P. ("Interstate") is pleased to submit this Letter of 

Transmittal and Proposal in response to the Port Authority of NY & NJ's ("Port Authority") 

Request for Proposal - Advertising of NY & NJ and Path Facilities, Including Outdoor and Out-

of-Home Locations ("RFP"). Interstate's Proposal is divided into three different parts: I) 

spectacular and architecturally beautifully designed signage to be placed above the toll plazas at 

the Hudson River crossings ("Spectaculars"); 2) additional similarly designed smaller signage to 

be located on both the New York and New Jersey side of the Lincoln and Holland Tunnels and; 

3) traditional billboard opportunities (14' x 48' signs) on the Lincoln Tunnel helix. Interstate 

believes that the Port Authority's interests will best be served by selecting multiple bidders for 

\, 
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the exciting and enormous project encompassed by the RFP. Interstate is limiting its bid to the 

above-stated areas where we have substantial experience, a successful track record and 

confidence that we can maximize revenue, improve aesthetics and unify the Hudson River 

crossings with a common architectural theme. Interstate is not bidding on all the numerous other 

advertising opportunities contained in the RFP because we believe that there are other companies 

that have greater expertise and experience in the various opportunities presented. For example, a 

company that specializes in selling interior airport advertising would have a better understanding 

of that market than a company that has had success developing and selling Spectaculars. 

Interstate intends to do this project on its own in lieu of joint venturing the project with 

others; however, Interstate has had discussions with its joint venture partner on other similar 

projects, Foster Media, concerning this RFP. Interstate's Chief Executive Officer Drew A. Katz 

(7 N Columbus Blvd., Philadelphia, PA 19106) owns fifty percent of Interstate and his sister, 

Melissa Silver (113 Anderson Avenue, Demarest, NJ 07627) owns the other fifty percent. In 

addition to Mr. Katz, Interstate's officers are as follows: Jeffrey W. Gerber - Chief Operating 

Officer, Debra Hilpl - President and Mark Macey - Chief Financial Officer (Exhibit O). Messrs. 

Katz and Gerber are both authorized to negotiate a contract with the Port Authority should the 

Port Authority make an award to Interstate. Messrs. Katz and Gerber (856-667-6620) are 

available to the Port Authority for any questions that the Port Authority may have regarding 

Interstate's proposal. 

Executive Summary 

Interstate's focused and multi-pronged proposal is designed to maximize revenue to the 

Port Authority at prime locations while creating a unifying theme and architecturally beautiful 



signage for all of the Hudson River crossings as well as developing other opportunities located 

near the Lincoln and Holland Tunnels. Interstate is excited to propose building high impact 

Spectaculars above the toll plazas at the river crossings. Keeping in mind the eclectic and distinct 

nature of each individual location, the design is an endeavor to coalesce and project a synthesized 

language for these three gateways into the city. This is evidenced in both the simplistic design of 

the supporting towers as well as the advertising faces themselves. The illuminated towers of 

metal derive their design references from the tradional notions of bridges and tunnels. These 

bright gateways would serve as beacons to the approaching motorists and would be instrumental 

in emphasizing the entry. They will brighten the surrounding areas thus satiating security 

concerns in an understated way. Because Interstate has experience designing, developing, owning 

and selling spectacular signage advertising and because its CEO is also the primary principal of 

the company and will oversee the project, Interstate is uniquely positioned to successfully 

implement its design. Having a firm small enough to have its CEO/owner involved in the day to 

day decisions and implementation ofthe project but large enough to have the financial resources 

to undertake this project and the respect of its peers is the best of all worlds that will maximize 

the results for the Port Authority. 

By placing the advertising Spectaculars above the toll plazas where traffic builds up and 

increases read time, the Spectaculars' value will be tremendous. The Lincoln Tuimel (Exhibit 

A - Entrance to Lincoln Tunnel, Exhibit B - Back-up to Spectacular) and the George Washington 

Bridge (Exhibit C - Entrance to George Washington Bridge, Exhibit D - Back-up to Spectacular) 

Spectaculars have the ability to also have facings reading to NJ bound traffic further enhancing 

their revenue potential. A rendering ofthe Holland Tunnel Spectacular is attached as Exhibit E. 

A Location Plan is attached as Exhibit A. 
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In addition to the Spectaculars, Interstate is proposing a number of similarly designed 

signage of various sizes to complement the look and feel of the Spectaculars that will serve to 

both maximize the revenue potential for the Port Authority and unify the various design features 

of the proposal. Finally, Interstate proposes to place two traditional billboards in New Jersey - a 

state where Interstate maintains the majority of its signs and has the expertise to successfully 

permit, build and sell the signage it develops. As part of this proposal and if we receive an award. 

Interstate is willing to explore any other outdoor advertising opportunities that the Port Authority 

would like Interstate to consider, but did not propose, as well as modifications to the sign 

placement or total number of signs in our proposal. 

Spectaculars 

Interstate proposes to remit to the Port Authority $1,000,000 annually as a minimimi 

annual guarantee ("MAG") vs. 65% of the Adjusted Gross Revenue received at the sites for the 

large Spectaculars, whichever is greater. Adjusted Gross Revenue is defined in the proposal 

section. Depending on the final design and sizes built for Spectaculars, Interstate estimates that 

the Spectaculars with backups would generate $4.000.000 in their first full year of operation for 

the Port Authoritv and increase in subsequent years. 

Additional non-traditional signage at the Lincoln and Holland Tunnels 

There is also the opportunity to build at least four architecturally interesting signs that 

would complement the Spectaculars and would be located at the Lincoln and Holland Tunnels. 

On the NJ side of the Holland Tunnel, just east of the Spectacular, we propose a mini-tubular 

spectacular that reads to the traffic just entering the Tunnel (Exhibit F). On the New York side of 
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the Holland Tunnel, we would propose building either a vertical sign to be affixed to the current 

scaffolding (Exhibit G) or a more traditional horizontal sign above the traffic lights (Exhibit H). 

At the Lincoln Tunnel, we would propose a sign to be located on Dyer Avenue above the feeder 

tubes into the Tunnel (Exhibit I) and one to be built above the NY entrance to the Tunnel itself 

(Exhibit J). The exact sizes of each of these signs would be determined by engineering, 

permitting and other criteria. All of the signs would be designed to complement the Spectaculars 

we propose building and would be eye-catching. Interstate proposes to remit to the Port Authority 

65% ofthe Adjusted Gross Revenue received at the sites for these signs. The proposed MAG 

would be $300,000 for all four signs and is subject to agreement based upon the final design, size 

and location of each sign. Interstate estimates that that these four signs would generate 

$1.000.000 in their first fiill year of operation for the Port Authoritv and increase in subsequent 

years. 

Lincoln Tunnel Helix 

Finally, Interstate proposes to build two traditional 14'h x 48'w billboards on the New 

Jersey side of the Lincoln Tunnel Helix (Exhibit K). There are few companies who have 

developed or owned more traditional 14'h x 48'w billboards in New Jersey than Interstate. These 

signs would generate significant revenue for the Port Authority and Interstate has the expertise to 

permit, construct and sell the advertising for them. Interstate proposes to remit to the Port 

Authority 65% ofthe Adjusted Gross Revenue received at the sites for these signs. The MAG 

would be $100,000 annually for both signs. Interstate estimates that that these two signs would 

generate a total of $325.000 in their first full vear of operation for the Port Authoritv and increase 

in subsequent years. 
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A summary of the proposed signage and estimated revenues is provided below and 

contained in Exhibit W. 

PROPOSED SIGNAGE AND REVENUE SUMMARY 

SPECTACULARS 

LINCOLN TUNNEL 
GEORGE WASHINGTON BRIDGE 
HOLLAND TUNNEL 

Total 

Estimated Annual Revenue 

2 SPECTACULARS (WITH BACKUP) 
2 SPECTACULARS (WITH BACKUP) 
1 SPECTACULAR 

5 SPECTACULARS 

$4,000,000 

ADDITIONAL NON-TRADITIONAL SIGNAGE 

HOLLAND TUNNEL 

LINCOLN TUNNEL 

Total 

Estimated Annual Revenue 

LINCOLN TUNNEL HF.MY 

Estimated Annual Revenue 

TOTAL PROPOSED SIGNAGE 

TOTAL ESTIMATED ANNUAL REVENUE 

(1) MINI-TUBLAR SPECTACULAR 
(1) VERTACULAR SIGN OR 
(1) HORIZONTAL SIGN 
(2) HORIZONTAL SIGNS 

4 SIGNS 

$1,000,000 

2 SIGNS 

$325,000 

11 SIGNS 

$5,325,000 

'f'--



Experience 

As set forth herein. Interstate has substantial experience and the financial capability to 

maximize revenue for the Port Authority at the Hudson River crossings. Our focused proposal 

makes certain that we will be able to generate the highest revenue at these locations where the 

potential for the greatest advertising dollars exists. Without having the distractions ofthe myriad 

of other advertising opportunities in the RFP, Interstate will be able to marshal its highly 

experienced, talented and skilled personnel as well as its extensive resources to maximize 

revenue for the Port Authority while creating beautifiilly designed impactful signage. 

Corporate History/Experience 

Interstate was founded in 1984 in Cherry Hill, New Jersey. Since its mception. Interstate 

has been a fast growing and very successfiil outdoor advertising company. We currently have 

thirty-six employees. Our Company generates approximately $20,000,000 in annual revenue and 

has over $200 million in book equity. While we are primarily a billboard company, we are also 

innovative and have pioneered many different forms of outdoor advertising. We partnered with 

Foster Media to form a company called Foster Interstate and developed large beautifially designed 

Spectaculars at the Oakland-Alameda County Coliseum in Oakland, California (Exhibit L). This 

project was conceived, designed and implemented by Foster Interstate and has completed the 

entertainment complex with architecturally relevant and significant revenue producing signage. 

Foster Interstate also won the bid to be the exclusive outdoor advertising partner of the Oakland 

International Airport (Exhibit V). The Airport selected Foster Interstate over Viacom Outdoor and 

Clear Charmel Outdoor and we are currently building significant revenue producing, 

architecturally attractive signage that we proposed. 
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Building impactfiil, high quality inventory is a niche and it is sometiiing that we excel at. 

Interstate has owned and developed Spectacular signs in Times Square and currently sells a 

Spectacular in the Square. Interstate developed a "living billboard" Spectacular for Delta 

Airlines to launch its new business class seats (Exhibit U). Interstate also owns and sells the 

advertising for a Spectacular neon "History Channel" sign located adjacent to the Triboro Bridge 

in New York (Exhibit N). In addition. Interstate has developed various forms of outdoor 

advertising such as vertaculars (vertical signage) along the Garden State Parkway and advertising 

kiosks (large, cylindrical-shaped displays) at the Wachovia Center in Philadelphia and along the 

Atlantic City Boardwalk. While we have extensive experience in these alternative out-of-home 

media, we determined not to include them in our proposal as we want to concentrate our efforts 

on developing and selling signage that will bring the greatest revenue to the Port Authority. 

In the year 2000, Interstate acquired the assets ofthe R.C. Maxwell Company - one ofthe 

oldest outdoor advertising companies in the United States. The combination of the two 

companies has resulted in Interstate having an outdoor advertising plant with over 800 billboards 

and hundreds of landlords. Our landlords include or have included private individuals, 

small/large corporations, raih-oads, municipalities, churches as well as governmental authorities 

such as the South Jersey Transportation Authority ("SJTA") and New Jersey Transit. 

Given the large niunber of diverse landlords, we have substantial experience in 

accommodating landlords and being sensitive to their needs and concerns. For example, with our 

governmental landlords, advertising copy content is always a primary concern. Since Interstate 

has a strict internal policy against advertising containing sexual, lewd or other inappropriate 

messages, we have never received a complaint fi'om our governmental landlords concerning copy 

content. With respect to our corporate landlords, we have always been carefiti not to place a 
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competitor's advertising on oiu* billboards. Where our signs are located on an active portion of a 

landlord's property, we do not interfere with ongoing activities at the property. 

Interstate has the experience and the know-how to erect signage on Port Authority 

property that will not interfere with the Port Authority's operation, comply with all Port Authority 

safety concerns and procedures, maximize revenue and create the beacon of light to attract the 

motoring public traveling between New York and New Jersey. 

Financial Capability 

As indicated in the financial reports and statement attached as Exhibit O, Interstate has an 

extremely healthy balance sheet with significant cash assets on hand to meet any financial 

obligations Interstate may have to the Port Authority if the Port Authority accepts Interstate's 

Proposal. 

Interstate currentiy has a bid pending with the SJTA to build three billboards on SJTA 

property that potentially will generate approximately $750,000 in annual advertismg sales. 

Interstate also has a bid pending with New Jersey Transit for two billboards that will generate 

approximately $500,000 in aimual advertising sales. Because the bids are still pending, no work 

has been performed on these projects. 

Interstate's primary bank is Wachovia Bank with an address of 975 S. Federal Highway, 

Boca Raton, FL 33432. Our main contact at Wachovia is Tandy Robinson (561-620-5701). Our 

Federal Employer Identification number is 

r-



SCOPE OF WORK/FINANCIAL PROPOSAL 

Interstate has evaluated many different oppoitunities in the RFP and determined that it 

could best maximize the Port Authority's revenues by concentrating its efforts on the Hudson 

River crossings. Interstate's strategy is to develop three large Spectaculars above the toll plazas 

at the Lincoln and HoUand Tunnels as well as at the George Washington Bridge. As 

demonstrated herein, the Spectaculars are designed to achieve aesthetic excellence and to 

complement the current architecture ofthe Port Authority's facilities. 

We have contracted with the premier architecture/urban design firm of Cooper, Robertson 

& Partners to assist in the designing and implementing ofthe Spectaculars and other signage. 

Cooper, Robertson & Partners, located at 311 West 43'"* Street, New York, NY 10036, is a 

ninety-person architecture and urban design firm founded in 1979. Developing plans and designs 

for public agencies, cultural and academic institutions, entertainment companies and developers 

of new communities represents a major portion ofthe firm's practice. Within the firm's portfolio 

are numerous New York City projects, which include the master plan for Battery Park City, 

Stuyvesant High School, the "Brookfield Plan" for the redevelopment ofthe Worid Trade Center 

site, Liberty Plaza Park, MoMA QNS, Columbia University School of Social Work, and the 

Alliance for Downtown New York Streetscape Project which included the design of street 

Ughting and signages. Cooper, Robertson & Partners has received numerous design awards for its 

work and is the first firm to receive National American Institute of Architects Awards in both 

architecture and urban design in the same year. This firm will work with us to create and 

implement the final design should the Port Authority make an award to Interstate. 

Although Interstate is proposing Spectaculars to maximize revenue and achieve a 

unifying architecture theme for each crossing, Interstate is willing to install smaller spectacular 
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billboards over the Toll Plazas if that is the Port Authority's preference or if it is required to do 

so. Altemate sign designs are attached as Exhibit P for the Port Authority's consideration. 

Interstate's unique approach will provide the Port Authority with a substantial revenue 

source and creatively unify and improve the appearance ofthe toll plazas. In addition. Interstate 

has proposed at least four additional signs designed by Cooper Robertson at the Holland and 

Lincoln Tunnels as well as two traditional billboards at the Lincoln Turmel Helix. The specifics 

of Interstate's proposal are set forth below and all are conditioned upon interstate receiving all 

approvals and the proposed sign structures being built and illuminated. 

Spectaculars 

At the Lincoln (Exhibit A) and Holland Tunnels (Exhibit E) and George Washington 

Bridge (Exhibit C) Toll Plazas in New Jersey, Interstate proposes a large Spectacular that will be 

located above each plaza. The size ofthe Spectaculars will be determined v̂ qth a final design 

but it is estimated that each panel would be approximately 28' h and 56' w at the Lincoln Tunnel, 

28'h X 42'w at the Holland Tunnel and 28'h x 70'w at the center panel and two 28' h x 56'w side 

panels at the George Washington Bridge. The Spectaculars would be primarily directed to New 

York bound traffic with an the opportunity for a back up face for the Lincoln Tunnel (Exhibit B) 

and George Washington Bridge (Exhibit D) signs that would be directed to New Jersey bound 

traffic exiting the Tunnel and the Bridge on the New Jersey side. 

Interstate proposes to remit to the Port Authority 65% of the Adjusted Gross Revenue 

received at the sites for the Spectaculars. (Adjusted Gross Revenue is defined as all revenue 

received for the sale of advertising for the signs less any advertising agency commission paid to a 

third party not to exceed 16.66%, electricity and copy change charges for the signage as well as 
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any gross receipts or excise taxes, if applicable, paid by Interstate and not passed on to an 

advertiser.) For the first ten years of the contract. Interstate will also deduct ten percent of the 

cost to design and construct the Spectaculars each year from revenue received as a fiirther 

adjustment to the Adjusted Gross Revenue. This deduction will go to reimburse Interstate 

without interest for its construction costs for the Spectaculars over a ten-year period. 

Interstate proposes that the MAG would be $1,000,000 armually for all three of the 

Spectacular signs mcluding backups at their larger sizes and would be negotiated depending upon 

the final design, size and location of each Spectacular. Interstate proposes that the term for this 

arrangement would be for 25 years with two 10-year option periods at the Interstate's election. 

Thereafter, Interstate proposes a right to match any offer to a third party advertising company to 

take over the sale of the signage. The MAG would be increased 5% every five years. The Port 

Authority would ovm the Spectaculars at the end of term. 

The Spectaculars would be designed to have a similar look and feel at each Hudson River 

crossing and showcase the Port Authority's bridge and Tunnels with interesting, aesthetically 

pleasing revenue producing architecture. Dependmg on the final design and sizes built for 

Spectaculars, Interstate estimates that the Spectaculars would generate $4.000.000 in their first 

fiill year of operation for the Port Authoritv. While we believe that the Port Authority will be 

exempt from the current NJ DOT size restrictions. Interstate could build the Spectaculars 

incorporating industry standard sizes into the design. Renderings of these standard sizes are 

attached as Exhibit Q). If this option was selected, the MAG would be reduced to $500,000 and 

all other terms would remain the same. 

/ • • • • • 
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Additional non-traditional signage at the Lincoln and Holland Tunnels 

There is also the opportunity to build at least four signs that would complement the 

architecture of the Spectaculars. These signs, which would also be designed by Cooper 

Robertson, would generate significant revenue for the Port Authority. On the NJ side of the 

Holland Tunnel, just past the Spectacular, we would propose a mini-tubular spectacular that reads 

to the traffic just entering the Tunnel (Exhibit F). On the New York side of the Holland Tunnel, 

we would propose building either a vertical sign to be affixed to the current scaffolding (Exhibit 

G) or a more traditional horizontal sign (Exhibit H) above the traffic lights. At the Lincoln 

Tunnel, we would propose a sign to be located on Dyer Avenue (Exhibit 1) above the feeder tubes 

into the Tunnel as well as a sign at the New York entrance to the turmel itself (Exhibit J). The 

exact sizes of each of these signs would be determined by engineering, permitting and other 

criteria. 

All of the signs would be designed to achieve aesthetic excellence and would 

complement the Spectaculars in unifying the look and feel of the signage at the Hudson River 

crossings. Interstate proposes to remit to the Port Authority 65% ofthe Adjusted Gross Revenue 

received at the sites for these signs. For the first ten years ofthe contract. Interstate will deduct 

ten percent of the cost to design and construct these signs each year from revenue received as a 

further adjustment to the Adjusted Gross Revenue. This deduction will go to reimburse Interstate 

without interest for its construction costs for the signage over a ten-year period. The MAG is 

$300,000 for these signs and would be subject to agreement on the final design, size and location 

of each sign. Interstate proposes that the term for this arrangement would be for 25 years with 

two 10-year option periods at the Interstate's election. Thereafter, Interstate proposes a right to 



match any offer to a third party advertising company to take over the sale of the signage. The 

MAG would be increased 5% every five years. The Port Authority would own the signage at the 

end of the term. Interstate estimates that that these four signs would generate $1.000.000 in their 

first fiill vear of operation for the Port Authoritv. 

Lincoln Tunnel Helix 

There is also the opportunity to build two double-sided Bulletins m New Jersey at the 

Helix on the New York bound traffic side of 1-495. Conceptual designs for these two signs that 

also indicate their approximate placement are attached hereto as Exhibit K. Interstate proposes a 

$100,000 MAG vs 65% of each signs' Adjusted Gross Revenue, whichever is greater. For the 

first ten years ofthe contract. Interstate will deduct ten percent ofthe cost to design and construct 

these signs each year from revenue received as a fiirther adjustment to the Adjusted Gross 

Revenue. This deduction will go to reunburse Interstate without interest for its construction costs 

for the signage over a ten-year period. Interstate estunates that that these two signs would 

generate $325.000 in their first full vear of operation for the Port Authoritv. Interstate proposes 

that the term for this arrangement would be for 25 years with two 10-year option periods at the 

Interstate's election. The MAG would be increased 5% every five years. Thereafter, Interstate 

proposes a right to match any offer to a third party advertismg company to take over the sale of 

the signage. The Port Authority would own the bulletins at the end of term. 
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BUSINESS/SALES PLAN 

Interstate's goal is to design and build eye-catching spectacular signage, maximize 

revenue and integrate the design to unify each ofthe Hudson River crossings. We have a fantastic 

twenty-year track record of developing billboards. Spectaculars and other media while driving up 

rates and occupancy. The sales plan starts with an incredible design that would allow for 

maximum exposure for the advertiser. By building Spectacular signage located above the toll 

plazas, these signs will be in high demand. The out-of-home advertising community always 

wants to be a part of unique and Spectacular opportunities. 

Interstate will perform a market analysis and do a survey of the signs that are most 

comparable to the proposed signage. Next, we will seek "advice" on pricing and target lists from 

a few select major out-of-home buying services so as to create an emotional investment on the 

part of the key senior media buyers in the industry. By targeting a few key buyers and speaking 

with them during the initial development phase, we can create their "buy in" for the project. 

These buyers will appreciate the early look at the project. Interstate will design brochures and 

packaging options for the various media forms and complete all the necessary research on 

demographics and traffic counts. 

We would explore designing a public relations campaign around the new Port Authority 

toll plaza redesign and seek to create a further buzz as we commence the build-out of the 

signage. We would then begin contracting with advertisers in advance of sign fabrication either 

with some of the early media buyers we speak to or as part of an RFP that we would submit to all 

the advertising agencies and buying services. Interstate would do a fantastic job of selling the 

advertising it proposes to build. 

15 
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We maintain excellent relationships with each ofthe major national advertising agencies 

and media buyers and will sell the available advertising space on its proposed signs at top rates. 

Interstate will marshal all of its resources and long standing relationships to accomplish this goal. 

The first step to selling signage for top rates is to build top-flight signage. Interstate believes that 

these Spectaculars will be the envy of the out-of-home advertising world and will command 

among the top rates m the industry nationally. 

Even though advertisers will line up to be a part of this special opportunity. Interstate has 

a dynamic Sales Department that will secure advertising contracts for these signs. The Sales 

Department is headed by our President, Debra Hilpl. Debra has over twenty years experience in 

the out-of-home industry and has been with Interstate since its inception in 1984. She is primarily 

responsible for interstate exceedmg the national billboard occupancy rate through her highly skilled 

sales and marketing efforts. Debra will personally oversee and monitor the sales staff that Interstate 

is dedicating to the Port Authority project (see Organizational Chart, Exhibit R). 

Interstate has a long history of successfully maximizing advertising rates on its sign 

structures. In 1986, Interstate became the manager ofthe Philadelphia Belt Line Railroad Co.'s 

right-of-way along 1-95 in Philadelphia - a position that Interstate continues to hold today. Our 

innovative approach to improving the placement of the advertismg structures and upgrading them 

to modem Bulletins as well as improved marketing efforts increased the Belt Line's outdoor 

advertising net revenue by over 1200% in the first year alone. 

In addition, we were the first company to develop signs on the South Jersey 

Transportation Authority's Atlantic City Expressway property and have been the company that 

has driven up advertising rates on the roadway. For example, we were the first company to break 

the advertising market rate of approximately $12,000 a month to over $20,000 a month back in 
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1996 on the Expressway by introducing the Mirage to the market place. We were also the first 

company to generate $30,000 a month per structure in advertising when we developed the last 

four signs east of the fifty-cent toll on the Expressway. To this day, our company is the only 

company that has sold a bulletin face on the Atiantic City Expressway for $50,000 a month. Our 

success is a result in part of excellent relationships and in part due to the high quality inventory 

we develop. In California, Foster Interstate typically achieves extremely high sales rates and this 

is the reason why the Port of Oakland and the Joint Powers Authority at the Oakland Coliseum 

decided to work with us. 

Moreover, Interstate has always succeeded in achieving good rates with our entire 

national, regional and local inventory. Recentiy we have built nine premier signs in the New 

Jersey Meadowlands District along the eastern and western spurs ofthe New Jersey Turnpike and 

on Route 3. The Route 3 sign is on New Jersey Transit property in Rutherford. This sign alone 

generates almost $250,000 in advertising sales and is one of the best performing signs in New 

Jersey Transit's inventory. 

Interstate has a variety of resources in addition to its successful advertising sales track 

record to maximize revenue for the Port Authority. Candace Tisdale of our Sales Department will 

handle the national sales effort. She has ten years experience in out of home advertising sales. The 

majority of this experience is in national sales where she has developed fantastic relationships with 

the large advertising agencies that purchase advertising for national accounts. 

An additional national sales resource are the two sister companies that Interstate has in New 

York City - Metrolights, LLC and Intercity, LLC. Although these two entities are not participating 

in this proposal. Interstate will be able to draw upon them for assistance in national sales. Given 

that many ofthe major buying agencies are located in New York City and Metrolights and Intercity 
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have developed solid relationships with them. Interstate has an additional avenue to secure national 

sales. Additionally, John Foster, of Foster Interstate, currentiy enjoys tremendous success in selling 

spectacular advertising and is available to work with Interstate on any or all parts ofthe project. 

Finally, Drew Katz, the Chief Executive Office and principal owner of Interstate will work directly 

with the advertising agencies and large businesses directly to help ensure that the project is 

launched successfully and that revenue is maximized. 

Interstate also has a strong regional and local sales approach. Interstate's regional sales 

person is Bobbi Schneider Bobbi has twenty years experience in selling outdoor in the New Jersey 

market. Many of her clients are regional advertisers such as insurance companies, real estate firms, 

car dealers and hospitals. She will be able to draw upon this experience and her numerous clients 

to add a substantial regional sales effort to the project. 

Lastiy, Interstate will moimt a strong local sales effort. Mike Fratini will direct our local 

sales effort. Mike has over ten years of advertising sales experience. 

All of the above factors give Interstate a strong edge on the sales front and will enable 

Interstate to maximize revenues for the Port Authority. 

INTERSTATE COPY CONTROL 

Because Interstate is very concemed about its image, the image ofthe outdoor advertising 

industry and the requirements and concems of our landlords. Interstate has very stringent controls 

on the type of advertising copy that we will accept and allow to be placed on our advertismg 

signs. No go-go bars, gentiemen's clubs or any other copy with indecent material is permitted 

on our signs. In its twenty plus year history, Interstate has never had a landlord object to the type 

of copy on its outdoor advertising signs. 
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Coliseum Spectaculars to build them on the Port Authority property. Cooper Robertson will help 

implement the design selected. 

All regulatory compliance requirements will be handled by Jeffrey W. Gerber -

Interstate's Chief Operating Officer. Jeff has eighteen years experience in the outdoor advertising 

industry. From 1987-1991, he was a Deputy Attorney General and was counsel to the New 

Jersey Department of Transportation's Outdoor Advertising Section. To the extent that any 

permitting is required by the Department of Transportation or any other governmental entity. 

Interstate is fiilly prepared to navigate through any appUcable regulatory processes. 

Interstate will also conduct an aggressive maintenance program. All of our signs will be 

inspected daily. We have personnel available on a 24-hour basis to immediately address any 

issues that may arise. If lights need to be replaced, copy changed or the sign faces repaired - we 

will detect it and respond immediately. Before any maintenance work is performed, however, we 

will first advise the Port Authority in accordance with whatever notice procedures the Port 

Authority puts in place. All operations/maintenance activities will be supervised by Stephen 

Gura - Interstate's Director of Operations. Steve has over twenty-five years experience in the 

Outdoor Advertising industry. 

Interstate will use good faith efforts to hire Minority Business Enterprises ("MBEs") and 

Women-owned Businesses ("WBE's") to assist Interstate in the construction and mamtenance of 

the proposed signage should the Port Authority make an award to Interstate. 

21 
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REFERENCES 

Phil Tagami 
Former President, 
Oakland Port Board of Commissioners 

California Commercial Investments 
300 Frank H. Ogawa Plaza 
Suite 340 
Oakland, CA 94612 
510-268-8500 

John Connolly 
Senior Vice President/Out of Home Director 
MediaCom Worldwide 
777 Third Avenue 
New York, NY 10017 
212-546-2165 

James A, Crawford 
Former Executive Director, 
South Jersey Transportation Authority 

E-Z Pass Inter-Agency Group 
25 South New York Avenue 
Atlantic City, NJ 08401 
609-344-4426 

Mr. Robert Turner 
The Philadelphia Beltline Railroad Co. 
226 Walnut Street 
Philadelphia, PA 19106 
(215)592-7775 

22 

/ • ' - • 



MISCELLANEOUS 

Interstate's exceptions to the general contract provisions are contained in a letter dated 

June 7, 2005 attached as Exhibit S. Other RFP required documents such as Agreement on Terms 

of Discussion and Acknowledgement of Addenda are attached as Exhibit T. 
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CONCLUSION 

Interstate is very pleased to submit its proposal to the Port Authority. As indicated in the 

proposal, Interstate has proposed unique and profitable opportunities that we believe no other 

company can provide to the Port Authority. This, coupled with Interstate's extensive experience, 

best suits Interstate to maximize advertising revenues for the Port Authority at the locations 

discussed herein. Interstate looks forward to partnering with the Port Authority on these 

opportunities. 

Respectfully submitted, 

Drew Katz ^ 

Chief Executive Officer 
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TV STATIONS |; NEWSPAPERS I RADIO STATIONS I OUTDOOR I MAGAZINES 

OAKLAND, CALIF. OUTDOOR 

0-Town Takes a Cut of New 
Arena Outdoop Ad Revenue 
BY KATY BACHMAN 

It's not often thnc city officials embrncc new 
outdoor advertismg, but in Oakland, Cnlif., 
where Foster Interstate Media is putting the 
finishing touches on a S7 million outdoor 
media project at the Oakland-/Vlamed a 
County Arena and Network Associates 
Coliseum, diat's just what happened. 

Both the City of Oakland and 
Alameda County will share some ofthe 
revenue from the project, which is 
expected to generate an estimated $60 
million over the next 20 years. "The 
revenue sa"eam for die city comes at a 
time when public funds are in short 
supply," said Oakland Mayor Jeriy 
Brown in a statement about the new 
outdoor-stadium signage. 

The venue, home to Major League 
Baseball's Oaldand A's, the National 
Basketball Association's Cold State 
Warriors and the National Football 
League's Oakland Raiders, draws more 
than 3.6 million people annually. FIM 
has erected a total of 25 outdoor struc
tures, including diree vertical billboards 
about 10 stories high, media kiosks and 
gateways with rotating signs, all care-
ftilly designed by architect Ian Birchal! 
to aesthedcally compliment the ejcteri-
or of die coliseum and the arena. 

According to Nancy Fletcher, CEO 
of the Outdoor Advertising Association of 
America, the Oakland venue is a prime exam
ple of what she calls "the new outdoor," out
door advertising structures that are designed 
to enhance a major entertainment and sports 
arena, and are planned in conjuncdon with the 
governing municipality, which shares in the 
revenue. The business model is more common 
in Europe. 

Even before the conscrucdon began on the 
outdoor structures in December 2001, Stan 
Nygard, founder of outdoor media agency 
Outdoor Vision, negotiated space for his major 
national advertiser clients such as Nis.san, 

Infiniti, Starbucks, Warner Bros. Television 
and Citibank. Nissan, for example, used the 
venue to launch its new 2003 Z model in a 
series of three billboards in succession, with 

the fii*st two showing different views of the car 
and the third sporting the big "Z" logo. 

"It's a unique design, and it's in an area and 
on a route with litde or no outdoor opportu-
nidcs," said Nygard. "The 880 freeway, which 
these units show to, is heavily traveled, reach
ing 180,000 people every day." 

Undi just recendy, only New York's Tunes 
Square had seen elaborate outdoor projects of 
this kind. Beyond New York and now Oak
land, Clear Channel Outdoor is working on 
developing outdoor strucmres in Minneapolis, 
which meld with a total-entertainment facility 
diat will occupy an entire city block. 

"These kinds of projects are a'win all the 
way around. With die improvement in the acs-
dicdcs ofthe outdoor image, die/re much less 
of a local concern because the image the peo
ple see is so much better. And advertisers get 
iocadons where they wouldn't get otherwise," 
Fletcher said. 

For the past decade, the outdoorindustry 
has been doing business with the same num
ber of billboard faces. "There have always been 
restricdons and limitations on die building of 
new structures, although billboards are for the 
most part where they need to be. So compa
nies have to find different models for outdoor 
advertising," said Diane Cimine, president of 

Ciminc Enterprises, an outdoor consul
tant. That approach to outdoor is what 
led Drew Katz, owner of Interstate Out
door Advertising, and John Foster, pres
ident and owner of Foster Media, to 
paitner in 1999 to focus on developing 
unique outdoor venues. "For a small, 
independent outdoor company to suc
ceed in a consolidated outdoor market, 
we have to be able to build something 
special and unique that addresses a mul
titude of concerns for a town or a city," 
said Katz. 

But such projects take rime, perhaps 
years, and lots of persistence. Katz and 
Foster started working on their idea for 

Wt Oakland in September 1999. The two 
™ say they are actively exploring opportu

nities in other markets, targeting other 
sports complexes or airports. "We're 
confident now we can use this as a mod
el," said Foster. "Cities are more and 
more restrictive. But we think it will be 
easier when we can show them quality," 
added Katz. Not to mention a few extra 
dollars for the government coffers. 

WASHINGTON, D.C. NEWSPAPERS 

Interna] Post Memo: 
Readership Falling Off 
Despite being one of the premier brands in 
journalism, The IVashmgton Post's circulation is 
shrinking amid market shifts diat make it hard 
for the paper to recoup losses, according to 
confidential assessments by Post executives. 

Memos unveiled in September as part of a 
lawsuit accusing the paper of unfair business 
tactics show the newspaper is losing ground 
with such key groups as recent immigrants, 
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OUTDOOR AOVERTISINQ, LP. 

June 7, 2005 

To Whom It May Concern: 

Please be advised that the financial statements attached to Interstate's Response to 
Port Authority of NY & NJ's Request for Proposal accurately represents Interstate's 
current financial condition which is at lease as good as that shown on financial statement 
for the year ending December 31, 2004. 

. Gerber, Chief Operating Officer 
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To the Stockholders/Partners 
Interstate Companies 
905 North Kings Highway 
Cherry Hill, New Jersey 08034 

We have reviewed the accompanying combined statements of assets, liabilities and 
equity-income tax basis of Interstate Companies as of December 31, 2004, and the related 
combined statements of revenues and expenses-income tax basts and the supplemental 
schedules for the year then ended, in accordance with Statements on Standards for Accounting 
and Review Services issued by the American Institute of Certified Public Accountants. All 
information included in these combined financial statements is the representation of the 
management of Interstate Companies. 

A review consists principally of inquiries of company personnel and analytical 
procedures applied to financial data. It is substantially less in scope than an audit in 
accordance with generally accepted auditing standards, the objective of which is the expression 
of an opinion regarding the combined financial statements taken as a whole. Accordingly, we 
do not express such an opinion. 

Based on our reviews, we are not aware of any material modifications that should be 
made to the accompanying combined financial statements in order for them to be in conformity 
with the income tax basis of accounting, as described in Note 2. 

; ADAMa;^MLFpRD,XICALESE, WILSON & CO. 

Reply to our NJ office •" 
900 North Kings Highway, Suite 100 /Cherry Hill, New Jersey OMM-1561 / 856.667.4100 

U n d Ttdc Building /Suite 2226 / Broad and Chestnut Street / Philadelphia, Pennsylrania 19110/ 215-563.0276 
Fax 856.667.3652 Web Site www.alloysilverstein.com 

http://www.alloysilverstein.com
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INTERSTATE COMPANIES 
NOTES TO COMBINED FINANCIAL STATEMENTS 

YEAR ENDED DECEMBER 31. 2004 

1. Business Activities 

Interstate Outdoor Advertising. Inc.. incorporated in the State of New Jersey on January 27, 1984. Is 
involved in the ownership and operation of outdoor advertising signs in New Jersey and 
Pennsylvania. The entity was liquidated and converted to a Limited Partnership on December 28, 
2000. In'2001, Interstate acquired rental properties in New Jersey and Indiana. In 2002, Interstate 
acquired rental property in New Yoric. 

Intervine. Inc.. incorporated in the Commonwealth of Pennsylvania on March 21, 1989, acquires, 
operates and constructs outdoor advertising signs in Pennsylvania, New Jersey and New York State. 
This entity was liquidated and converted into a Limited Partnership on DecemtJer 28, 2000. In 2001, 
Intervine acquired rental properties in New Jersey and Indiana. In 2002,, Intervine acquired rental 
property in New York. 

Interrail. Inc. incorporated in the State of New Jersey on May 5, 1988. owns land rights to 
advertising space along the Illinois Central Rail Line. In 2003, Interrail acquired additional land 
easements on the Arizona and California Railroad, Connecticut Southern Railroad, Indiana Southern 
Railroad, South Carolina Centra! Railroad, Mid-Michigan Railroad and Toledo. Peoria and Western 
Railroad. Also in 2003, Interrail acquired the rights to collect revenue on outdoor advertising signs 
along the Wisconsin Central Railroad. 

Maxwell Interstate. LLC, formed under the Delaware Limited Liability Act on February 25, 2000. this 
entity owns and operates outdoor advertising signs in New Jersey and Pennsylvania. 

Kiosk Media., LLC, formed under the New. Jersey Limited Liability Act on February 9, 2000. This 
entity is engaged,in development, of outdoor advertising business for all Interstate related 
companies. 

Visual Edae._LLC. formed under the New Jersey Limited Liability Acfon April 16, 2001. This entity 
owns and operates outdoor advertising signs in Louisiana. 

2. Summary of Significant Accounting Policies 

Principles olCombInation 
The accompanying combined financial statements include all related companies of Interstate 
Companies, except for Interstate Bus Shelters, LLC, Meldrew. LP, Intercity, LLC, Silver Cat, LLC, 
Voyager. LLC, North Wildwood Holding, LLC. Interbroad, LLC and 416 West 36*̂  Street. LLC. All 
significant intercompany balances and transactions have been eliminated in consolidation.. 

Method of Accounting 
The accompanying combined financial statements have been prepared on the method of accounting 
used for federal income tax purposes. Consequently, certain revenues and expenses are 
recognized in the determination of income in different reporting periods than they would be if the 
financial statements were prepared in conformity with generally accepted accounting principles. 
Under this basis, revenues are recognized when collected rather than when earned and 
expenditures are recognized when paid rather than when incurred. Consequently, accounts 
receivable due from customers and amounts due vendors and suppliers and the unpaid portion of 
taxes at December 31, 2004 are not presented. Depreciation on property and equipment is provided 
using federal depreciable tax rates. 

^ 
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INTERSTATE COMPANIES 
NOTES TO COMBINED FINANCIAL STATEMENTS 

YEAR ENDED DECEMBER 31. 2004 
(Continued) 

2. Summary of Significant Accounting Policies (continued) 

Use of Estimates 
The preparation of combined financial statements in conformity with the income tax basis of 
accounting requires,management to make estimates and assumptions that affect certain reported 
amounts and disclosures. Actual results could differ from those estimates. 

Property and Eouipment 
Property and equipment are recorded at cost. Depreciation is provided using federally prescribed 
rates, which are not materially different from normal depreciation methods with estimated useful lives 
as follows: 

Years 
Buildings 15-39 
Leasehold Improvements 31.5 - 39 
Signs and Sign Improvements 6-39 
Automobiles 5 
Furniture, Fixtures and Equipment 5 - 7 
Airplanes 5 

, Property and equipment at December 31. 2004 consisted of the following: 

Buildings $ 9,249,470 
Leasehold Improvements 513,276, 
Signs and Sign Improvements 6,721,153 
Automobiles 324,330 
Furniture. Fixtures and Equipment 830,934 

, Airplanes 1,938,225 
Total $ 19,577.388 

Non-Compete Agreement 
A non-compete agreement between a former stockholder and the companies has been capitalized 
and is being amortized over a 15 year period. 

Land Easements 
On September 30, 1997, Interrail, Inc. acquired a perpetual easement along the Illinois Central Rail 
Line for $3,575,000. This cost, which is non-amortizable because of its perpetual life, is reflected in 
other assets at full purchase value. 

In October 2003 and December 2004, Interrail, Inc. acquired additional, perpetual easements .on the 
lilinois Central Rail Line for $30,600 and $315,000, respectively. 

In April 2003 Interrail, Inc. acquired perpetual easements on the Arizona & California Railroad, 
Connecticut Southern Railroad, Indiana Southern Railroad, South Carolina Central Railroad. Mid-
Michigan Railroad and Toledo. Peoria and Western Railroad from Rail America, Inc. for $1,350,000. 
This cost, which is non-amortizable because of its perpetual life, is reflected in other assets at full 
purchase value. 

Railroad Riqhts 
On October 1, 2003 Interrail, Inc. acquired the rights to collect revenue from Outdoor Advertising 
Signs on railroad property from the Wisconsin Central Railroad for $1,400,000. This agreement 
gives Interrail, Inc. the rights to collect revenue on the railroads behalf for a period of ten years. This 
asset is being amortized over this ten year period. 

jS i 
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INTERSTATE COMPANIES 
NOTES TO COMBINED FINANCIAL STATEMENTS 

YEAR ENDED DECEMBER 31. 2004 
(Continued) 

2. Summary of Significant Accounting Policies (continued) 

Amortized Bond Premium 
On April 2, 2003 Interstate Outdoor Advertising, L.P. purchased $69,365,000 Federal Home Loan 
Mortgage Corp. Debentures dated 6/15/05 at a premium of $3,774,843. The company has elected 
to amortize this premium, for tax purposes over the remaining period until maturity of this bond of 26 
months. The amortized bond premium for the year ended December 31, 2004 was $1,742,235. 

Goodwill 
Goodwill of $11,510,000 related to the purchase of the R.C. Maxwell Company has been capitalized 
and is being amortized over a 15 year period. During 2001, $9,833,600 of goodwill was included in a 
sale of a portion of Maxwell Interstate^ LLC's assets. During 2002. goodwill was decreased by 
$250,000 due to adjustment of the purchase price. 

Organization Fees 
Organizational fees of $1,203,620 are being amortized over a five year period in Visual Edge, LLC. 
These fees represent start-up cost from the time of organization until the first income producing 

• assets were placed in service in May 2004. 

Organizational fees of $71,024 are being amortized over a five year period for Maxwell Interstate 
LLC beginning April 2000. 

Income Taxeg 
The stockholders of the various corporations have elected under Section 1362 of the internal 
Revenue Code to be taxed individually for the profits of the S corporations. State taxes on corporate 
income are payable individually or at the corporate level subject to the laws of that state. Any taxes 
after the conversion of the various corporations as explained in Note 1 -are the personal liability of the 
partners. 

3. Investments 
Investments at December 31. 2004 are recorded at cost less amortized bond premium and consist of 
the following: 

, Alliance Bernstein Capital Reserve Money Market $ 60,685 

$69,365,000 Federal Home Loan Mortgage Corp. Debenture 
4.25% 6/15/05 73,139.843 

Less: Amortized Bond Premium (3,048,912) 

Total Cost $ 70,151,616 

Market value at December 31,2004 was $69,885,237. 

JS 
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INTERSTATE COMPANIES 
NOTES TO COMBINED FINANCIAL STATEMENTS 

YEAR ENDED DECEMBER 31. 2004 
(Continued) 

4. Loans Receivable - Related Companies 
The companies have advanced various amounts from one company to another. These advances 
are non-interest bearing with no fixed terms of repaymenL The combined net due from related 
companies at December 31, 2004 was as follows: 

North Wildwood Holding, LLC $ 8,086,884 
Interstate Bus Shelter, Inc. 235,531 
Silver Cat. LLC 436,166 
Meldrew, LP 298,407 
Carney Enterprises 213,077 
Pennington Holdings, LLC 35,757 
2612 Arctic Ave, LLC 98,579 
Princeton Holdings, LLC 1,309,705 
724 E. State Street, LLC 49.374 
725 E. State Street, LLC 343,634 
Voyager, LLC 835 
Interbroad, LLC 3,080 

Total $ 11.111,029 

5. Escrows Receivable 
In accordance with the terms of the sale of assets to Eller Media Company on April 1, 2000, certain 
funds were required to be placed in escrow against any claims related to the assets which were sold. 
These escrows are to be distributed to Interstate in accordance with certain terms included in the 
Asset Purchase Agreement. The terms range from 1 to 10 years at which time, if there are no 
claims, these amounts will have been completely distributed to Interstate. Distributions began July-1, 
2000. Interstate is the beneficiary of all earnings on these escrows. A portion of the escrows held in 
the following investments are due to Interstate Developers, LLC, a related company, which is 
reflected in the accompanying financial statements as a partnership' investment of Intervine (See 
Note 7). At December 31, 2004 these escrows consisted of; 

Money Market Funds $ 14,200,767 

Less: Current Portion 1,474,016 
Subtotal 12.726.751 

Less: Escrow Due Interstate Developers, LLC 3.238,979 
Total $ 9,487,772 

6. Loans Receivable 
Loans receivable at December 31, 2004 consisted of the following: 

Promissory note, payable to Intervine. LP from the Lewis Katz 
Irrevocable Indenture of Trust of Melissa Katz and her issue, 
dated as of February 25, 2000, in equal annual payments of 
$100,941 including interest at 6.75% through May 1, 2015. $ 766,443 

JS 
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INTERSTATE COMPANIES 
NOTES TO COMBINED FINANCIAL STATEMENTS 

YEAR ENDED DECEMBER 31. 2004 
(Continued) 

6. Loans Receivable (continued) 

Promissory note, payable to Intervine, LP from the Lewis Katz 
Irrevocalbe Indenture of Trust of Drew Katz and his issue, dated 
as of February 25, 2000. in equal annual payments of $100,941 
including interest at 6.75% through May 1, 2015. $ 766,443 

Settlement agreement, payable to interstate Outdoor 
Advertising, L.P. from the Delaware River Port Authority in three 
equal annual installments of $136,250 including interest at Wall 
Street prime rate beginning January 2005. 408.750 

Drew Katz, non-interest bearing with no fixed terms of 
repayment. 1,535,357 

3,476,993 
Less: Current Portion 234,663 

Total $ 3,242,330 

7. Investment In Partnerships 
Intervine owns a 50% interest in Interstate Developers. L.L.C. and carries its investment at cost, plus 
its equity in net earnings (losses) since the date of acquisition. 

Intervine owns a 70% interest in Intercity, L.L.C. and carries its investment at cost, plus its equity in 
net earnings (losses) since the date of acquisition. 

Intervine owns a 100% interest in Bruckner Sign, L.L.C. For financial statement and income tax 
reporting purposes, this entity is treated as not separate from its owner. As such, all of its assets, 
liabilities, revenues and expenses are included in these financial statements. 

Interstate Outdoor Advertising, L.P. owns a 10% interest in Interbroad, LLC. 

8. Combined Long Term Debt 
Long term debt for the combined entities at December 31, 2004 consisted of: 

Daimler Chrysler Services, installment note, without interest, 
secured by automobile, payable in monthly principal payments 
of $491 through December 2008. $ 23,085 

GMAC Credit, installment note, without interest, secured by 
. automobile, payable in equal monthly principal payments of 

$492 through October 2008. 21,627 
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INTERSTATE COMPANIES 
NOTES TO COMBINED FINANCIAL STATEMENTS 

YEAR ENDED DECEMBER 31. 2004 
(Continued) 

8. Combined Long Term Debt (continued) 

Thomas Glenn, installment note, unsecured, payable to former 
stockholder (see Note 10) in equal monthly installments of 
$34,902 including interest at 13% through August 31, 2006. On 
December 31. 1998 there was a lump sum payment of 
$1,134,577 made and in conjunction therewith, the note was 
modified to provide for reduced equal monthly installments of , 
$15,505. $ 190,053 

Thomas Glenn, installment note, unsecured, payable in equal 
monthly installments of $870 including interest at 8% through 
August 2006. 16,246 

Daimler Chrysler Services, installment note, without interest, 
secured by automobile, payable in equal monthly principal 
payments of $459 through September 2008. 20,200 

Daimler Chrysler Services, installment note, without interest, 
secured by automobile, payable in equal monthly principal 
payments of $519 through March 2009. 26.491 

American Honda Finance Corp., installment note, secured by 
automobile, payable in equal monthly installments of $438 
including interest at 4.9% through April 2007. 11,179 

GMAC Credit, installment note, secured by automobile, payable 
in equal monthly installments of $509 including interest at 2.9% 
through August 2008. 17,996 

Promissory note, secured by CVS property in Indianapolis, 
Indiana, payable in equal monthly installments of $148,783 
including interest at 7.53% through January 2024. 18,353.478 

Promissory note, secured by CVS property in Lumberton. New 
Jersey, payable in equal monthly installments of $174,161 
including interest at 7.53% through January 2024. 2^,845.189 

\' 

Mortgage note, payable to Morgan Stanley Mortgage Capital, 
Inc. secured by partnership interests in 1370 Avenue of 
Americas, interest only payable at a fixed rate of 5.526% 
through December 2014. 17.221,225 

58,746.769 
Less: Current Portion 952,414 

Total $ 57,794,355 
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INTERSTATE COMPANIES 
NOTES TO COMBINED FINANCIAL STATEMENTS 

YEAR ENDED DECEMBER 31. 2004 
(Continued) 

8. Combined Long Term Debt (continued) 

The aggregate long term debt maturing during the next five years is: 

2005 $ 952,414 
2006 984,852 
2007 .960,790 
2008 1,022,687 
2009 1,082.151 

9. Line of Credit 
Line of credit with Fleet Bank, maturing June 29, 2005 and secured by accounts receivable, 
equipment and all other assets, consisted of: 

Maxwell Interstate. LLC 

Line Available Amount $ 2,500,000 

Outstanding Balance $ 2,075,000 

Interest Rate , LIBOR+ 1 

Interest Rate at December 31. 2004 3.66% 

10. Stock Redemption Note 
On August. 9, 1996, Thomas Glenn sold, his 40% ownership interest in the stock of Interstate 
Outdoor Advertising, Inc., Intervine, Inc., Interstate Bus Shelters, Inc., Interrail, Inc., Intersign, Inc., 
Interad, Inc., Glenkat, Inc.. Carney Enterprises and Interrapp, Inc. "for $3,540,000. This amount is to 
be paid in equal monthly installments of $52,854 over ten years, with interest at 13% beginning 
September 30, 1996 through August 31. 2006. 

Lump sum payments were made on December 31,1998 and, as a result, the note was modified (see 
Note 8). Under the modification, the new monthly installments were changed to $33,329. 

11. Non-Compete Agreement Payable 
In addition to the stock redemption agreement of, August 9, 1996 described above, the parties 
entered into a non-compete agreemenL The agreement calls for 120 monthly payments of $10,000 
beginning September 30,1996 and ending August 31, 2006. The agreement is non-interest bearing. 

12. Loans Payable » Related Companies 
The companies have advanced various amounts from one company to another. These advances 
are non-interest bearing with no fixed terms of repayment. The combined net due to related 
companies at December 31, 2004 was as follows: 

Intersign, LP . $ 661,740 
416 W. 36th StreeL LLC 550,000 
Secon Holding, LLC 5,591 
Glenkat, Inc. 85,421 
Interbroad, LLC 4.222.176 
Interad, LP 119.796 

Total $ 5,644.724 

j S i 
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INTERSTATE COMPANIES 
NOTES TO COMBINED FINANCIAL STATEMENTS 

YEAR ENDED DECEMBER 31. 2004 
(Continued) 

13. Lease Obligations - Location Rental 
The companies' leasing operations consist primarily of the leasing of land for advertising sites under 
operating leases which expire over the next one to ninety-seven years. Not included in the minimum 
payouts below is the $7,000 per month being paid to a partner of the companies for office rental. 
Location rental expense was $2,811,203. 

14. Lease Obligations - Automobiles 
The companies lease automobiles under long term operating leases with various terms. The 
following is a schedule by years of future minimum rental payments under the leases as of 
December 31. 2004: 

2005 $ . 88,238 
2006 59,556 • 
2007 . 9,772 
2008 -
2009 
Total Minimum Payments Required $ 157,566 

Rent expense for the year ended December 31, 2004 was $100,142. 

15. Concentration of Credit Risk Arising from Cash Deposits In Excess of Insured Limits 
The companies maintain their cash balances in various financial institutions in Cherry Hill, New 
Jersey and Southampton, Pennsylvania. The balances are insured by the Federal Deposit 
Insurance Corporation up to $100,000 per bank within each company! At December 31, 2004, the 
companies' uninsured cash balances totaled $103,882,750. 

16. Like-Kind Exchange - CVS 
On September 10, 2001 Interstate Outdoor Advertising. LP, Intervine Outdoor, LP and North 
Wildwood Holding, LLC acquired CVS distribution centers in Lumberton, New Jersey and 
Indianapolis. Indiana for $74,306,671. These assets were purchased by a qualified Intermediary 
under an exchange agreement using proceeds from the sale of. billboard assets of these same 
entities, which were sold on August 1, 2000. This transaction was treated as a like-kind exchange 
under Internal Revenue Code Section 1031 for financial and tax return purposes. 

17. Like-Kind Exchange • 1370 Avenue of Americas 
On June 5, 2002 Interstate Outdoor Advertising, LP and Intervine Outdoor, LP acquired an interest in 
a partnership which owns an office building in New York City for $21,948,890. These assets were 
purchased by a qualified intermediary under an exchange agreement using proceeds from the sale 
of billboard assets of these same entities, which were sold on April 1, 2002. This transacfion was 
treated as a like kind exchange under Internal Revenue Code Section 1031 for financial and tax 
return purposes. 

18. CVS Properties Lease Income 

Indianapolis. Indiana - This lease for a CVS distribution center in Indiana is dated September 10, 
2001 and expires on January.31, 2024. Fixed monthly payments on this lease are $148,783. 

Lumberton. New Jersey - This lease, for a CVS distribution center in New Jersey is dated September 
10, 2001 and expires on January 31. 2024. Fixed monthly payments on this lease are $174,161. 

j S i 
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INTERSTATE COMPANIES 
NOTES TO COMBINED FINANCIAL STATEMENTS 

YEAR ENDED DECEMBER 31. 2004 
(Continued) 

19. Management Fee Agreement - Interrail. Inc. 
On November 21, 2001, Interrail, Inc. entered into an agreement with Right Angle Media, Inc. The 
agreement calls for annual payments totaling $250,000 and includes an incentive fee of 5% of 
receipts of Interrail, Inc. over the base year of 2001. This agreement has a seven year term and 
expires November 2008. 

20. Deferred Income 
The gain from the sale of assets to Eller Media Company (see Note 5) will be reported under the 
installment method of accounting. Income will be recognized as escrow funds are received. 

21. Taxes - Other 
Included in other taxes on the combined statement of revenues and expenses are state corporate 
tax payments of $506,728 and tax refunds of $11,623, which consist of payments and refunds on 
prior year income and estimated payments on current year income. 

jS i 
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ATTACHMENT F - Contractor's officers and staff 

Name:. Drew A. Katz 

Title: Chief .Executive Officer 

Name: Jeffrey W. Gerber 

Title:, - chief Operating Officer 

Name: . Debra Hilpl ._ . .:.''^ 

Title: P res iden t • 

Name: Mark P . Macev 

Title: Chief F i n a n c i a l Officer 

Name: 

Title: ^ 

Name: 

Title: 

1 

2 
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OUTDOOR ADVERTISING, LP. 

June 10, 2005 

Port Authority of NY and NJ 
Purchasing Services Division 
One Madison Avenue, 7 Fl. 
New York, NY 10010 

Attn: T.J. Storch 

Re: EXCEPTIONS TO GENERAL CONTRACT PROVISIONS 

ADVERTISING OPPORTUNITIES FOR 
PORT AUTHORITV OF NY & NJ AND PATH 
FACILITIES, INCLUDING OUTDOOR AND OUT-OF-HOME 
LOCATIONS 

Due Date: June 13, 2005 

Dear Mr. Storch: 

Interstate Outdoor Advertising, L.P. ("Interstate") has reviewed the Port Authority of NY 
and NJ's ("Port Authority") General Contract Provisions and identified certain provisions that 
Interstate seeks exceptions to should an award be made to Interstate. The exceptions are as 
follows: 

1. Introduction and Description of Services 

This provision indicates that the Contract is non-exclusive. Interstate proposes that no other 
outdoor signage be permitted at the George Washington Bridge and Holland/Lincoln Tunnel 
Toll Plazas. In addition, with respect to the other proposed signage, the Port Authority would 
not allow any outdoor signage within 500' of this signage. 

3. Billing and Payment 

This provision provides for percentage payments and reporting to be made on a monthly 
basis. Interstate proposes that percentage payments be made on a quarterly basis. The 
Minimum Annual Guarantee ("MAG") can be made in equal monthly installments. The 
MAG payments, however, will be made only after the proposed sign structures are fully 
constructed, illuminated and ready to accept advertising. The term ofthe contract shall also 
commence upon the structures being fully constructed, illuminated and ready to accept 
advertising. 

/ • • • ' 
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4. Services 

This provision requires that the Contractor receive written approval from the Port Authority 
prior to the Contractor posting the advertising copy. Interstate proposes that a list of 
prohibited copy be agreed to and that the Port Authority has the right to require the removal 
of copy after it is posted - which Interstate shall do within 48 hours. Should the Port 
Authority require copy to be removed, Interstate's MAG payments shall be suspended until 
new copy is posted. 

7. Rights and Remedies ofthe Contractor 

This provision limits the Contractor to monetary damages only if the Authority defaults or 
otherwise materially breaches the Contract and that the Contractor is not excused from 
performance or can cancel/rescind the Contract. Interstate seeks a provision that provides 
that if the Port Authority materially breaches the Contract by blocking the advertising copy 
on the signs or otherwise prevents Contractor from displaying/changing copy or servicing the 
signs, the Contractor would be relieved of any payment obligations to the Port Authority for 
the affected sign until the situation is remedied. In addition, the Contractor should also be 
permitted to suspend payments for a particular sign if traffic is rerouted or is otherwise 
materially diminished on a roadway that the sign shows to. Lastly, the Contractor should be 
able to suspend all payments for a sign if any governmental entity requires that sign to be 
removed for any reason. 

9. Certain Contractor's Warranties 

Interstate's proposal is conditioned on the Port Authority's facilities being able to 
accommodate Interstate's proposed signage. If Interstate determines that site conditions or 
other impediments reasonably prevent construction. Interstate is excused from performance 
notwithstanding any other provisions in this Contract. 

Additional Provisions 

If the Port Authority terminates this Contract or any portion of the Contract or requires the 
removal or relocation of any of the signs for any reason other than a defauh by Interstate 
during the first 10-year term ofthe Contract, Interstate shall be entitled to be paid by the Port 
Authority its unamortized construction/development costs for those signs affected by the 
termination. 

Interstate may, with the Port Authority's consent, not to be unreasonably withheld, assign the 
Contract (i) to any entity controlling, controlled by or under common control vdth Interstate, 
or (ii) in connection with the conveyance of all or substantially all of Interstate's interest in 
the proposed signage or the conveyance of 50% or more of Interstate's stock or assets, or (iii) 
in connection with a merger, consolidation, restructuring or public stock offering of stock or 
if assigned or subletted to a company with greater assets than Interstate and in the outdoor 
advertising business for 5 years or more, provided that (x) the assignee assumes, in writing, 
all of Interstate's obligations and liabilities under this Lease and (y) an original counterpart of 
the signed assignment and assumption is promptly delivered to the Port Authority. (This 

905 North Kings Highway ' Cherry Hi l l . NJ 08034 INTERSTATE. 
OUTPOOK A P V f H T I t l t i O , LP. 



paragraph would create an assignment option and would also modify paragraph 14(b)4 ofthe 
General Contract provisions. 

Lastly, Interstate reserves the right to assert further exceptions to the General Contract 
Provisions based upon any modifications to its proposal or as the result of 
discussions/negotiations with the Port Authority. 

W. Gerber 
Chief Operating Officer 

JWG/gf 
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9. ATTACHMENTS 

ATTACHMENT A - AGREEMENT ON TERMS OF DISCUSSION 

The Port Authority's receipt or discnissibn of any infonnation (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 tiiis letter, eitiier orally or in writing, is not given in 
confidence. Such information may be lised, or disclosed to others, for any purpose at any 
time without obligation or compensation and without Uability of any land whatsoever. 
Any statement which is inconsistent witii tiiis agreement, whether made as part of or in 
connection with this Agreranent, 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 appUes to any infonnation, 
whether or not given at the invitation ofthe Port Authority. 

Notwithstanding the above, and without assuming any legal obligation, the Port 
Authority will employ reasonable efforts, stibject to the provisions of the Port 
Authority's Freedom of Information Resolution adopted by its Committee on 
Operations on April 21, 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 comniercial enterprise which, if disdosed, would cause substantial 
injury to the competitive position ofthe 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 ofaproposaL 

INTERSTATE OUTDOOR ADVERTTSTNa. L.P, 
(Cprnpany) 

' '"l|nature) 

Jeffrey W. Gerber. Chief Operating Officer 

(Title) 

(Date) 

23 



THE PORTAimflORrTYOF NY& NJ 

THE PORT AUTHORITY OF NEW YORK & NEW JERSEY 
PURCHASING SERVICES DIVISION 

ONE MADISON AVENUE 7™ FL. 
NEW YORK, NY 10010 

Date: May 27,2005 

ADDENDUM #1 

To prospective Proposers on RFP # 0000007920 for ADVERTISING 
OPPORTUNITIES FOR PORT AUTHORITY OF NY & NJ AND PATH 
FACH.ITIES, INCLUDING OUTDOOR AND OUT-OF-HOME LOCATIONS 

DUE BACK ON JUNE 8, 2005 NO LATER THAN 2:00 PM 

The following changes are hereby made in the documents: 

Referring to page 76 of Attachment D, the existing advertising agreements will be 
available for viewmg at One Maclison Avenue, 7'̂  Floor, NY, NY on June 1, 2005 
between tiie hours of 9:00 AM to 1:00 PM. Contact Roy Bickley at 212-435-4972 to 
make arrangements for viewing and to obtain access to the building. Photo ID is required. 

In Part m, CONTRACTOR'S INTEGRITY PROVISIONS, page 66, labeled "2. Non-
Collusive Bidding and Code of Ethics Certification..." and replace with Amendment 1 
hereby attached and labeled Amendment 1, "2. Non-Collusive Bidding, and Code of 
Ethics Certification..." 

In Attachment H, titied Olympic 2012 Agreement, delete "Schedule A" in it's entirety 
and replace with "Schedule A," dated May 16, 2005, hereby attached. 

On page 17, 2) Marketing Strategy and Approach, Sub-section b), the next to the last line 
of that section, delete the second "and" in the line. The hne now reads, "...demonstrated 
ability to set and achieve performance standards is an important..." 

In the pubhcly placed advertisements and general e-mail sent to perspective Proposers, 
the time for the Pre-proposal meeting was incorrectly noted as beginning at 9:00 AM. 
The Pre-proposal meeting is scheduled for May 26, 2005 and will begin at 10:00 AM. 

Addendum 1, RFP 0000007920 ' -
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For informational purposes only, the slide show presentation is available to your firm on-line 
by visiting www.oanvni.qov/advertisinqrfos/ 

PROPOSER QUESTIONS AND ANSWERS 

The following information is made available in response to questions submitted by Proposers to 
the Port Authority of NY and NJ. It addresses only those questions, which the Port Authority of 
NY and NJ have deemed to require additional information and/or clarification. The fact that 
infonnation has not been supplied with respect to any questions asked by a Proposer does not 
mean or imply, nor should it be deemed to have any meaning, construction or implication with 
respect to the terms and provisions ofthe Proposal, which will be construed without reference to 
such questions. 

1. Question: On Page 16, under Part 7., "Proposal Submission Requirements" 
Section E. is "Not Used". In planning to make tabbed dividers and section 
headings, should a Proposer actually have a "Tab E. (Not Used)" and proceed to 
Section F., or should they disregard, remove "E." and rename the remaining 
sections to E., P., G., H., and I. from F., G., H, I. and J.? 
Answer: Do not rename. 

2. Question: On Page 17, under Part 7., Section 2. "Marketing Strategy and 
Approach," in the next to last line of sub-section b), there seems to be an 
additional "and" in the sentence, e.g. "to set and achieve an^/perfomiance 
standards." The grammar is not correct. Should it be "set and achieve 
performance standards" instead? 
Answer: Yes. See Addendum 1 above. 

3. Question: On Page 73, Attachment C, "Proposer Reference Form" as well as 
Attachment F, "Contractor's Officers and Staff are included. Nowhere in the 
RFP does it state where Attachment C or Attachment F should be placed within 
the response document. Moreover, is there a limit as to die level of staff which 
should be hsted, or does the Port Authority require a listing of all employees at all 
levels? 
Answer: Restrict answers to Officers and upper management. 

4. Question: On May 26th the Pre-Proposal and Site Inspection is to take place 
beginning at 9:00 a.m. (as advised via e-mail on May 12, 2005, which shows a 
change from tiie 10:00 a.m. start time listed in the RFP. Will all ofthe facihties 
listed on Pgs. 75-76 be visited in one day? Will photography be allowed? 
Answer; The pre-proposal RFP meeting begins at 10:00 AM. The Site Inspection 
of Port Authority facilities is canceled. Photography may be restricted or 
prohibited at various facilities. 

Addendum 1, RFP 0000007920 
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5. Question: Will detailed floor plans of all facihties (mcludmg depictions of 
cunent advertising locations utilized by cunent vendors) be provided on the site 
inspection? 
Answer: No. 

6. Question: A numbered Bid Envelope was included in tiie RFP mailing. Is this 
envelope to be used in any way, as it would seem unlikely that one (1) 
reproducible original of such a large response document would fitinto the 
envelope provided? 
Answer: The Bid Envelope should be placed on the outside of your RFP 
submission and clearly labeled as such. See Letter E., Submission of Proposals, 
Page 7 of tiie RFP. 

7. Question: A Bid Envelope would suggest that this is a "Bid", which differs 
significantiy from a "Proposal". Please clarify. 
Answer: This is a Request for Proposal—not a bid. 

8. Question: On Page 76, the closing paragraph states "tiie PANYNJ cunentiy 
generates approximately $25 raiUion in gross advertising revenue sales from the 
facilities, with approximately 85% of tiie gross sales total generated through the 
airports." Can you clarify if the $25 miUion is revenue derived/paid from a higher 
sales figure (gross sales of X times the percentage payable to the PANYNJ - Net 
revenue to PANYNJ)? 
Answer: Yes, you are conect. The Advertising contracts will be available as 
noted above. 

9. Question: At the present time there is another RFP (#7919) for "Sponsorship 
Marketing Services Program" which is due two days prior tQ the due date ofthe 
Advertising RFP. Please define the rights granted under the Sponsorship 
Marketing Services Program RFP as how they may or may not conflict with the 
rights granted in the Advertising RFP? A Proposer underthe Advertising RFP 
would want to have assurances that the Sponsorship Marketing Services RFP does 
not conflict or duplicate the advertising programs one would put into place and be 
a competitive program. 
Answer: Each RFP is a separate proposal and the Scope of Work defines the 
work that will be detennined imder each contract. Each proposal will be 
negotiated separately. There may be overlap. The Port Authority cannot give 
Proposers assurances that there will be no conflict, however each executed 
contract will stand on its own. The final Scopes of Work will define each 
program. 

10. Question: May we have a copy ofthe attendance sheet? 
Answer: Yes, the attendance sheet is attached to this Addendum. 

11. Question: May we have a copy of the sUde show? 
Answer: It is available the Port Authority website listed above. 

Addendum 1, RFP 0000007920 • " 



12. Question: In the Scope of Work the RFP states that, "The contractor shall secure 
all necessary clearances, permits, zoning approvals, and permissions required for 
the production of new revenue under this Contract." Please confirm our 
understanding tiiat the Port Authority, as a government agency, is exempt from 
zoning. If that understanding is conect, will the Port Authority extend this 
exemption to the selected contractor? 
Answer: The Port Authority of New York and New Jersey, as a bistate agency, is 
exempt from local regulations as a matter of law. However, it is the Port 
Authority's policy to conform, to the fullest extent practicable, to all governmental 
regulations, which are addressed as part ofthe Authority's internal review and 
approval process. If any governmental regulation does apply to the scope of work 
either now or in the future, it will be the Contractor's sole responsibiUty for 
securing approvals needed to satisfy any appUcable regulation. 

13. Question; Although the Port Authority indicates its intent to select one contractor 
that proposes a total solution to maximize revenue, it reserves the right to award 
multiple contracts. What criteria does the Port intend to use in making such a 
determination if the Port Authority receives widely disparate responses to the 
RFP? 
Answer: The Port Authority wiU use the criteria as noted beginning of page 11 of 
the RFP, labeled 5. Evaluation Criteria and Ranking, to determine whether a 
single or multiple contract awards is in its best interest. 

14. Question; The Port Authority identifies a wide anay of potential opportunities 
which are described in vague terms. WiU the Port Authority provide detailed 
descriptions ofthe faciUties including the exact boundaries ofthe properties 
offered and the locations that are available for a potential co;itractor to utiUze? 
Answer: No. At this time detailed descriptions ofthe faciUties exact boundaries 
are not available to potential Proposers. However, it should be noted that nothing 
precludes the Proposer from visiting the public areas of each facility property to 
determine what the Contractor may be able to utilize. 

15. Question; Will the Port Authority provide electronic maps ofthe Port Authority 
facilities listed in Attachment D, indicating the locations ofthe cunent advertising 
inventory? 
Answer; No. See the answer directiy above this question. 

16. Question: Will the Port Authority agree to extend the Proposal Due Date by at 
least 30 days? 
Answer: No. At this time tiie Port Authority will not extend the due date. 

17. Question: Do you have any additional statistics on PATH use? 
Answer: Yes, for informational purposes only, see the attached enclosure dated 
May 6, 2005, titled Path Demographics. 
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18. Question: Can prospective bidders take pictures at the faciUties? 
Answer; Photography maybe restricted or prohibited at various faciUties. 

19. Question: As a respondent to the RFP can Proposers submit in areas where they 
are speciaUst? And, if we propose a partial solution are we considered 
responsive? 
Answer; The answer to both questions is yes. 

20. Question: Historical billing on existing assets is important and would be helpful 
in the preparation ofthe proposals. We need a sense of dollars spent in 
advertising broken down by facility. Can the Port Authority provide that? 
Answer: Billing infonnation is not being made available at this time. 

21. Question; Can the Port Authority set aside a time to examine existing advertising 
contracts? 
Answer; Yes, see above. On page 76 of Attachment D are the contracts that will 
be available for viewing at One Madison Avenue, 7̂*̂  Floor, NY, NY, on June 1, 
between tiie hours of9:00 AM to 1:00 PM, Conference Room 154. Contact Roy 
Bickley at 212-435-4972 to make anangements for viewmg and obtain access to 
the building. 

22. Question; On pages 10 and 11, Section 4, Financial Information, the Port 
Authority is requesting a list of other work pending and/or bids submitted in 
anticipation of business. We consider this confidential. Will the Port Authority 
keep that confidential? 
Answer; The Port Authority will make every attempt to keep this information 
confidential, however the Port Authority is subject a Freedom of Information 
Policy as noted on pages 24 to 26 ofthe RFP. 

23. Question; What are the weights assigned to the evaluation criteria on page 11 -
13? 
Answer: The individual weights assigned to the criteria are confidential. 

24. Question: Can more that one Advertising Vendor have a presence at each 
faciUty? 
Answer; Yes, that is possible. 

25. Question; Can you identify and make available a list of which billboards are 
cunentiy owned by the Authority? 
Answer: That information is not available at this time. 

26. Question: If the Contractor erects a structure on Port Authority property, who 
wiU own it at the end ofthe contract. 
Answer: The Port Autiiority will own the structure, refer to page 10 ofthe RFP, 
Paragraph number 5. 

Addendum I, RFP 0000007920 ' , 



27. Question: Certain permits will be required to erect structures for advertising 
purposes, who will own the permits at the end ofthe Contract? 
Answer: The Port Authority will issue any permissions which are required. 

28. Question; Is Schedule A of tiieOlympic Letter of Agreement a complete 
inventory listing? Is this mventory cunentiy owned by the Port Authority? 
Answer: This is owned by the Port Authority, however this schedule relates only 
to the Olympic Letter of Agreement and is not a complete Port Autiiority 
Inventory list. In this Addendum a revised Schedule A is attached which also is 
not a complete Port Authority Inventory Ust. 

29. Question; Should the financial proposal breakout the revenue for each facility? 
Answer; That is a business decision your firm must make and submit with tiieir 
proposal. 

30. Question; Suppose the Proposer has huge advertising opportunity that does not 
conform to local zoning, how will the Port Authority deal with this? 
Answer; We do not respond to hypothetical situations, however the Port 
Authority recognizes local zoning regulations. 

31. Question; Will the Port Authority during the evaluation process take into 
consideration the stringent zoning laws as well as if the proposed programs are 
permitted? How will this be evaluated? 
Answer Yes. See question 12. 

32. Question; If we propose a program and the Port Authority accepts the proposal, 
however the city doesn't accept it or doesn't permit it, are we legally bound? 
Answer; The Port Authority expects to interpret the zoning regulation. If the 
Proposer wishes to seek a ruling from the City, it may do so with Port Authority 
approval. 

33. Question: If a firm comes up with a really creative idea and the firm with the idea 
is not selected as the Contractor, will the PA hold this idea in confidence or share 
this idea with the selected firm? The answer to this could stifle my proposal. 
Answer: See the Agreement on Terms of Discussion. 

34. Question: Will the Port Authority be utiUzing its exemption from local zoning? 
Answer: See Question 12. 

All Proposers are once again advised that their Proposal shall be based solely upon the 
written Proposal Booklet and any formal Addenda issued by the Port Authority. 
Therefore, no other form of communications such as, but not limited to, verbal 
comments, whether or not electronically recorded, shall be considered a part ofthe 
Request for Proposal Documents or relied upon by prospective Proposers. 
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ALL OTHER TERMS AND CONDITIONS SHALL REMAIN THE SAME. 

THIS COMMUNICATION SHOULD BE INITIALED BY YOU AND ANNEXED TO 
YOUR PROPOSAL UPON SUBMISSION. 

IN CASE ANY PROPOSER FAILS TO CONFORM TO THESE INSTRUCTIONS,rTS 
PROPOSAL WILL NEVERTHELESS BE CONSTRUED AS THOUGH THIS 
COMMUNICATION HAD BEEN SO PHYSICALLY ANNEXED AND INITIALED. 

PORT AUTHORITY OF NY & NJ 

LARRY WAXMAN, MANAGER 
PRIORITY PROCUREMENTS 
DIVISION 

PROPOSER'S FIRM NAME: Interstate Outdoor Advertising, L.P. 

INITIALED: 

DATE; 

QUESTIONS CONCERNING THIS ADDENDUM MAY BE ADDRESSED TO 
MR. T. J. STORCH, WHO CAN BE REACHED AT (212) 435-3936. 
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IHE PORTAimiORITYOF NY & NJ 

THE PORT AUTHORITY OF NEW YORK & NEW JERSEY 
PURCHASING SERVICES DIVISION 

ONE MADISON AVENUE 7™ FL. 
NEW YORK, NY 10010 

Date: June 2, 2005 

ADDENDUM #2 

To prospective Proposers on RFP # 0000007920 for ADVERTISING 
OPPORTUNITIES FOR PORT AUTHORITY OF NY & NJ AND PATH 
FACILITIES, INCLUDING OUTDOOR AND OUT-OF-HOME LOCATIONS 

DUE BACK ON JUNE 8, 2005 NO LATER THAN 2:00 PM 

The following changes are hereby made in the documents: 

PROPOSER QUESTIONS AND ANSWERS 

The following information is made available in response to questions submitted by Proposers to 
the Port Autiiority of NY and NJ. It addresses only those questions, which the Port Authority of 
NY and NJ have deemed to require additional information and/or clarification. The fact that 
information has not been supplied with respect to any questions asked by a Proposer does not 
mean or imply, nor should it be deemed to have any meaning, construction or implication with 
respect to the terms and provisions ofthe Proposal, which will be construed without reference to 
such questions. 

1. Question: How many rail cars are in the PATH fleet? 
Answer: There are 327 cars active for passenger use. From 2008 to 2011 the 
Port Authority is scheduled to receive 340 new passenger rail cars and will 
subsequentiy gradually retire the current fleet. 

2. Question: How many rail cars are there in the AirTrain Newark and AirTrain JFK 
fleets respectively? 
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Answer; At the AirTrain JFK, tiiere are 32 rail cars. At the Monorail System at 
Newark Liberty International Airport, there are 108 rail cars. 

3. Question: Do the PATH railcars operate as singles or married pairs? 
Answer: PATH railcars operate as singles. 

4. Question: In Section 4, Page 11, what is your definition of "certified financial 
statements"? 
Answer: Certified Financial Statements are defined as company financial 
information including but not Umited to the Proposer's company assets, Uabilities, 
net worth, revenue, expenses, profit or loss and cash flow including appUcable 
notes for the most recent calendar year reviewed and compiled by an independent 
accounting firm. 

5. Question: The RFP references "subcontractors" in several places. How should 
we respond if, at this time, we have not selected our subcontractors? 
Answer: At the time of submission ofthe Proposal, companies do not have to 
specificaUy identify subcontractors. If the selection has not been made but the 
area of subcontractor services is determined, please include. 

6. Question: Please list the agreements, and respective subject matter of such 
agreements, refened to in the second buUet point under "Notes Regarding The 
Above FaciUties" on page 76. 
Answer: There are two agreements and the subject matter of both agreements is 
for various advertising services. Agreement one is with Black Experience, Inc. 
for PATHvision for PATH advisory notices, news information and advertising at 
over 200 television screens located throughout the system at PATH stations. 
Agreement two is with Submedia, LLC for one illuminated advertising sign at 
two locations in the PATH train tunnels. 

7. Question: Are we allowed to propose an advertising idea for only one structure? 
If so, is it recommended that we include visuals? 
Answer; Yes, you may propose an advertising idea for only one structure. 
Proposers may include visuals. 

AU Proposers are once again advised that their Proposal shall be based solely upon the 
written Proposal Booklet and any formal Addenda issued by the Port Authority. 
Therefore, no other form of communications such as, but not limited to, verbal 
comments, whether or not electronically recorded, shall be considered a part ofthe 
Request for Proposal Documents or relied upon by prospective Proposers. 

ALL OTHER TERMS AND CONDITIONS SHALL REMAIN THE SAME. 

THIS COMMUNICATION SHOULD BE INITIALED BY YOU AND ANNEXED TO 
YOUR PROPOSAL UPON SUBMISSION. 
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IN CASE ANY PROPOSER FAILS TO CONFORM TO THESE INSTRUCTIONS, ITS 
PROPOSAL WILL NEVERTHELESS BE CONSTRUED AS THOUGH THIS 
COMMUNICATION HAD BEEN SO PHYSICALLY ANNEXED AND INITIALED. 

PORT AUTHORITY OF NY & NJ 

LARRY WAXMAN, MANAGER 
PRIORITY PROCUREMENTS 
DIVISION 

PROPOSER'S FIRM^^^E: in t e r s t a t e Outdoor Advertlslne.v:L.P. 

INITIALED: 

DATE; C/̂ o^ 
QUESTIONS CONCERNING THIS ADDENDUM MAY BE ADDRESSED TO 
MR. T. J. STORCH, WHO CAN BE REACHED AT (212) 435-3936. 
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THEPoin'AunioRmroFNv& N J 

THE PORT AUTHORITY OF NEW YORK & NEW JERSEY 
PURCHASING SERVICES DIVISION 

ONE MADISON AVENUE 7™ FL. 
NEW YORK, NY 10010 

Date: Juae3, 2005 

ADDENDUM #3 

To prospective Proposers on RFP # 0000007920 for ADVERTISING 
OPPORTUNITIES FOR PORT AUTHORITV OF NV & NJ AND PATH 
FACILITIES, INCLUDING OUTDOOR AND OUT-OF-HOME LOCATIONS 

DUE BACK ON JUNE 8, 2005 NO LATER THAN 2:00 PM 

The following changes are hereby made in the documents: 

PROPOSER QUESTIONS AND ANSWERS 

The following information is made available in response to questions submitted by Proposers 
lo the Port Authority of NY and NJ. It addresses only those questions, which the Port 
Authority of NY and NJ have deemed to require additional infonnation and/or clarification. 
The fact thai infonnation has not been supplied with respect to any questions asked by a 
Proposer does not mean or imply, nor should it be deemed to have any meaning, construction 
or implication with respect to the terms and provisions ofthe Proposal, which will be 
construed without reference to such questions. 

Question: Docs the Port Authority have any historical advertising sales figures? 
Answer: Yes, Lhc Port Authority has attached a Ten Year Profile of Advertismg Sales at the 
Authority's Airports. Proposers arc cautioned that these figures are estimated only and may 
not represent each and every sale generated through its advertising agreements. This Profile 
is for infonnation piiiposes only. Proposers are reminded that the above referenced RFP is 
on a different Scope of Work and past performance may not be a good indicator of future or 
expected performance. 
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All Proposers arc once again advised that their Proposal shall be based solely upon tlie 
written Proposal Booklet and any fonnal Addenda issued by the Port Authority. Therefore, 
no other form of communications such as, but not limited to, verbal comments, whether or 
not electronically recorded, shall be considered a part ofthe Request for Proposal Documents 
or relied upon by prospective Proposers. 

ALL OTHER TERMS AND CONDITIONS SHALL REMAIN THE SAME. 

THIS COMMUNICATION SHOULD BE INITIALED BY YOU AND ANNEXED TO 
YOUR PROPOSAL UPON SUBMISSION. 

IN CASE ANY PROPOSER FAILS TO CONFORM TO THESE INSTRUCTIONS. ITS 
PROPOSAL WILL NEVERTHELESS BE CONSTRUED AS THOUGH THIS 
COMMUNICATION HAD BEEN SO PHYSICALLY ANNEXED AND INITIALED. 

PORT AUTHORITY OF NY & NJ 

LARRY WAXMAN, MANAGER 
PRIORITY PROCUREMENTS 
DIVISION 

PROPOSER'S FIRMNiJiME: In te r s ta te Outdoor Advertising. L.P. 

INFTIALED: 

DATE: 

QUESTIONS CONCERNING THIS ADDENDUM MAY BE ADDRESSED TO MR. T. 
J. STORCH, WHO CAN BE REACHED AT (212) 435-3936. 
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TMEP0IITi«nH0BnYOFNY& NJ 

THE PORT AUTHORITY OF NEW YORK & NEW JERSEY 
PURCHASING SERVICES DIVISION 

ONE MADISON AVENUE 7 ^ FL. 

NEW YORK, NVl 0010 

Date: June 6,2005 

ADDENDUM #4 

To prospective Proposers on RFP # 0000007920 for ADVERTISING 
OPPORTUNITIES FOR PORT AUTHORITY OF NY & NJ AND PATH 
FACILITIES, INCLUDING OUTDOOR AND OUT-OF-HOME LOCATIONS 

DUE BACK ON JUNE 8, 2005 NO LATER THAN 2:00 PM 

The following changes are hereby made In the documents: 

PROPOSER QUESTIONS AND ANSWERS 

The following information is made available in response to questions submitted by Proposers 
to lhc Port Authority of NY and NJ, It addresses only tiiosc questions, which the Port 
Authority of NY and NJ have deemed lo require additional information and/or clarification. 
The fact that information has not been supplied with respect to any questions asked by a 
Proposer docs not mean or imply, nor should it be deemed to have any meaning, construction 
or implication with respect to the tcrnis and provisions ofthe Proposal, which will be 
construed without reference to such questions. 

Question: Does the Port Autiiority have any historical gross advertising sales figures for the 
Bus Terminal, George Wasiiington Bridge Bus Station, PATH and/or Journal Square? 
Answer: Yes, the Port Authority has attached Advertisement Sales at those facilities. 
Proposers are cautioned that these figures are estimated only and may not represent each and 
every sale generated through its advertising agreements. This Profile is for information 
purposes only. Vendors should also note that advertising locations within faciUties may 
change from time to time dependent upon facility needs. Proposers are reminded that the 
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above referenced RFP is on a different Scope of Work and past perfomiance may not be a 
good indicator of future or expected performance. 

All Proposers are once again advised that iheir Proposal shall be based solely upon the 
written Proposal Booklet and any formal Addenda issued by the Port Authority. Therefore, 
no other form of communications such as, but not limited to, verbal comments, whether or 
not electronically recorded, shall be considered a part of Uie Request for Proposal Documents 
or relied upon by prospective Proposers. 

ALL OTHER TERMS AND CONDITIONS SHALL REMAIN THE SAME. 

THIS COMMUNICATION SHOULD BE INITIALED BY YOU AND ANNEXED TO 
YOUR PROPOSAL UPON SUBMISSION. 

IN CASE ANY PROPOSER FAILS TO CONFORM TO THESE INSTRUCTIONS, ITS 
PROPOSAL WILL NEVERTHELESS BE CONSTRUED AS THOUGH THIS 
COMMUNICATION HAD BEEN SO PHYSICALLY ANNEXED AND INITIALED. 

PORT AUTHORITY OF NY & NJ 

LARRY WAXMAN. MANAGER 
PRIORITY PROCUREMENTS 
DIVISION 

PROPOSER'S FIRM NAM£: In te r s ta te Outdoor Advertising, L.P. 

INITIALED: 

DATE: Z7^77r 
QUESTIONS CONCERNING THIS ADDENDUM MAY BE ADDRESSED TO MR. T. 
J. STORCH, WHO CAN BE REACHED AT (212) 435-3936. 
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1999- 2004 
Gross Advertisement Sales 
at Port Authority Bus Terminal, GWB Bus Station, 
PATH, JSTC 

Facility 

PAST (T06) 

GWBBS (T07) 

PATH (R02) 

JSTC(R21) 

YEAR 

1999 
2000 
2001 
2002 
2003 
2004 

1999 
2000 
2001 
2002 
2003 
2004 

1999 

2000 

2001 
2002 
2003 
2004 

1999 
2000 
2001 

2002 
2003 

Advertisement 
Sales 

$719,195 
$2,454,750 
$1,116,250 

$629,763 
$1,090,053 
$1,095,316 

$ 74.628 

114.586 
73.448 
80,456 
81,924 

39,293 

$ 4,537,000 
6,019,497 

3,684,917 
2,512,668 

2,530,342 
2,054,518 

S 
8,000 

161,843 
103.345 
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-rNEPORTAinHORnYOFNY&NJ 

THE PORT AUTHORITY OF NEW YORK & NEW JERSEY 
PURCHASING SERVICES DIVISION 

ONE MADISON AVENUE 7™ FL. 
NEW YORK, NV 10010 

Date: June 7,2005 

ADDENDUM #5 

To prospective Proposers oo RFP # 0000007920 for ADVERTISING 
OPPORTUNITIES FOR PORT AUTHORITY OF NY & NJ AND PATH 
FACILITIES, INCLUDING OUTDOOR AND OUT-OF-HOME LOCATIONS 

DUE BACK ON JUNE 8, 2005 NO LATER THAN 2:00 PM 

The following changes are hereby made in the documents: 

THE PROPOSAL DUE DATE HAS BEEN CHANGED TO MONDAY, 
JUNE 13, 2005 NO LATER THAT 4.00 PM. 

All Proposers are once again advised that their Proposal shall be based solely upon the 
written Proposal Booklet and any formal Addenda issued by the Port Authority. Therefore, 
no other form of communications such as, but not limited to, verbal comments, whether or 
not electronically recorded, shall be considered a part ofthe Request for Proposal Documents 
or relied upon by prospective Proposers. 

ALL OTHER TERMS AND CONDITIONS SHALL REMAIN THE SAME. 

THIS COMMUNICATION SHOULD BE INITL\LED BY YOU AND ANNEXED TO 
YOUR PROPOSAL UPON SUBMISSION. 
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TN CASE ANY PROPOSER FAILS TO CONFORM TO THESE INSTRUCTIONS, ITS 
PROPOSAL WILL NEVERTHELESS BE CONSTRUED AS THOUGH THIS 
COMMUNICATION HAD BEEN SO PHYSICALLY ANNEXED AND INTTIALED. 

PORT AUTHORITY OF NY & NJ 

LARRY WAXMAN, MANAGER 
PRIORFTY PROCUREMENTS 
DIVISION 

PROPOSER'S FIRM NAME: Interstate Outdoor Advertising^ L.P. 

INITIALED: 

DATE: 

QUESTIONS CONCERNING THIS ADDENDUM MAY BE ADDRESSED TO MR. T. 
L STORCH, WHO CAN BE REACHED AT (212) 435-3936. 
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PROPOSED SIGNAGE AND REVENUE SUMMARY 

SPECTACULARS 

LINCOLN TUNNEL 
GEORGE WASHINGTON BRIDGE 
HOLLAND TUNNEL 

Total 

2 SPECTACULARS (WITH BACKUP) 
2 SPECTACULARS (WITH BACKUP) 
1 SPECTACULAR 

5 SPECTACULARS 

Estimated Annual Revenue $4,000,000 

ADDITIONAL NON-TRADITIONAL SIGNAGE 

HOLLAND TUNNEL 

LINCOLN TUNNEL 

Total 

Estimated Annual Revenue 

(1) MINI-TUBLAR SPECTACULAR 
(I) VERTACULAR SIGN OR 
(1) HORIZONTAL SIGN 
(2) HORIZONTAL SIGNS 

4 SIGNS 

51,000,000 

LINCOLN TUNNEL HELIX 2 SIGNS 

Estimated Annual Revenue S325,000 

TOTAL PROPOSED SIGNAGE 11 SIGNS 

TOTAL ESTIMATED 
ANNUAL REVENUE S5J25,0Q0 
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DIRECT MEDIA 

June 7, 2005 

The Port Authority of NY & NJ 
Purchasing Services Division 
One Madison Avenue, 7th FL. 
New York, NY 10010 

RFP Advertising Opportunities for Port Authority of NY & NJ and Path facilities, 
including Outdoor and Out of home Locations. 

Direct Media Inc. is pleased to submit our proposal for R.F.P.NO. 0000007920 

Direct Media Inc. is a Massachusetts corporation located at 53 Plain Street Suite 7 
Braintree, MA 02184. Telephone 781-843-2112 Fax 781-843-3629 The E-Mail address is 
m.geden@veri2on.net. 

Direct Media's Federal I. D. # 

Michael A. Geden, Managing Partner is the authorized representative to negotiate and 
execute this contract. 

We acknowledge receipt of addendum 1,2,3 & 4. 

Michael A. Geden will be the project manager and has the authority to bind the proposal. 

Sincerely: 

Michael A. Geden, Partner 

53 Plain Street • Braintree, MA 02>1'84.1 781-843-2112 

mailto:m.geden@veri2on.net
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WUliam Francis G'alvin 
Secretary of the 
Commonwealth J u h e 2 , 2005 

TO WHOM IT MAY CONCERN: 

I hereby certify that according to the records of this office, 

DIRECT MEDIA, INC. 

is. a domestic corporation organized on January 5,1996, under the General Laws of the 

Commonwealth of Massachusetts. 

1 further certify that there are no proceedings presentiy pending under the Massachusetts 
.General Laws Chapter 156D section 14.21 for said corporation's dissolution; that articles of 
dissolution have not been filed by said corporation;±at, said corporation has filed aU armual 
reports, and paid all fees with respect to sueh reports, and so far as appears of record said 
corporation has legal existence and is in good .standing with this office. 

.."Sy 
J • i 

f i . ^ ^ • i : ^ ^ 

In testimony of which, 

I have hereunto affixed the 

Great Seal of the Commonwealth 

on tlie date first above written. 

Secretary of the Commonwealth 

• / " 
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The Commonwealth of Massachusetts 
William Francis Galvin 

Secretary ofthe Commonwealth 
One Ashburton Place, Boston, Massachusetts 02108-

1512 
Telephone: (617) 727-9640 

DIRECT MEDIA, INC. Summary Screen 
Help with this form 

Request a Certificate 

The exact name of the Domestic Profit Corporation: DIRECT MEDIA . INC. 

Entity Type: Domestic Profit Corporation 

Identification Number: 043302048 

Old Federal Employer Identification Number (Old FEIN): 

Date of Organization in Massachusetts: 01/05/1996 

Current Fiscal Month / Day: 12/31 Previous Fiscal Month / Day: 00/00 

The location of its principal office in Massachusetts: 
No. and Street: 53 PLAIN ST.. SUITE 7 
City or Town: BRAINTREE State: MA Zip: 02184 Country: USA 

If the business entity is organized wholly to do business outside Massachusetts, the location of that 
office: 
No. and Street 
City or Town; State: Zip: Country: 

The name and address ofthe Registered Agent: 
Name: MARK GEDEN 
No. and Street: 53 PLAIN STREET 

SUITE 7 
City or Town: BRAINTREE State: MA Zip: 02184 Country: USA 

The officers and all ofthe directors ofthe corporation: 

Title 

PRESIDEhfT 

TREASURER 

SECRETARY 

Individual Name 
First. MIddla. Last. Suffix 

MARK GEDEN 

MARK GEDEN 

MICHAEL GEDEN 

Address (HOPOBOX) 

Address. City or Town, State. Zip Code 

1 ; 

Expiration 
of Term 

None 

y . 

'<tps://corp.sec.state.ma.us/corp/CorpSearch/CorpSearchSummary.asp?ReadFromDB=True&UpdateAll... 6/6/2005 



Commonwealth of Massachusetts William Francis Galvin - Public Browse and Search Page 2 of2 

DIRECTOR PETER BROWN 
• ' • • • • 1 1 • • ' • 

business entity stock is publicly traded: 

The total number of shares and par value, if any, of each class of stock which the business entity is 
authorized to Issue: 

Class of Stock 

CNP 

Par Value Per Share 
Enter 0 if no Par 

$0.00000 

Total Authorized by Articles 
of Organization or Amendments 
Num of Shares Total Par Value 

15,000 1 $0.00 

Total Issued 
and Outstanding 

Num of Shares 

100 

Consent Manufacturer Confidential Data Does Not Require Annual Report 

Partnership X Resident Agent For Profit Merger Allowed 

Seject a type of filing from below to view this business entity filings: 
; ALL FILINGS 
• Administrative Dissolution 
Annual Report 
Application for Reinstatement 
Application For Revival 

View Filings New Search 

Comments 

O 2001 - 2005 Commonwealth of Massachusetts 
AI! Rights Reserved 

[2J 
Help 

/ • - , 
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ATTACHMENT F - Contractor's officers and staff 

/f̂ /̂  Name: /V/V/ / : ^ ' Cb'^e/iy' 

Title: /^e:^/c/^/r:?" 

Name : y ^ 7 ^ /P' / ^ ^ ^ 
Title: /Pf^/^^^W^^ /^^7?^^fy' 

Name: ^ / ^ ' / ^ ^ / / ^ C^^..^ 

Titie. . r^2^J^£^y>7 ^ < 2 d r c T ^ ^ / 

Name: 

Titie: 

Name: 

Title: . 

Name: 

Title: 

2 ^ 



ALL OTHER TERMS AND CONDITIONS SHALL REMAIN THE SAME. 

THIS COMMUNICATION SHOULD BE INITIALED BY YOU AND ANNEXED TO 
YOUR PROPOSAL UPON SUBMISSION. 

IN CASE ANY PROPOSER FAILS TO CONFORM TO THESE INSTRUCTIONS, ITS 
PROPOSAL WILL NEVERTHELESS BE CONSTRUED AS THOUGH THIS 
COMMUNICATION HAD BEEN SO PHYSICALLY ANNEXED AND INITIALED. 

PORT AUTHORITY OF NY & NJ 

LARRY WAXMAN, MANAGER 
PRIORITY PROCUREMENTS 
DIVISION 

PROPOSER'S FIRM NAME: J ^ f T e t ^ / ^ e^^A / ^ e 

INITIALED: f h ^ ' 

DATE: /^o- L - O S ' 

QUESTIONS CONCERNING THIS ADDENDUM MAY BE ADDRESSED TO 
MR. T. J. STORCH. WHO CAN BE REACHED AT (212) 435-3936. 

;Addenduml, RFP 0000007920 ' •• 
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All Proposers are once again advised that their Proposal shall be based solely upon the 
written Proposal Booklet and any formal Addenda issued by the Port Authority. Therefore, 
no other form of communications such as, but not limited to, verbal comments, whether or 
not electronically recorded, shall be considered a part ofthe Request for Proposal Documents 
or relied upon by prospective Proposers. 

ALL OTHER TERMS AND CONDITIONS SHALL REMAIN THE SAME. 

THIS COMMUNICATION SHOULD BE INITIALED BY YOU AND ANNEXED TO 
YOUR PROPOSAL UPON SUBMISSION. 

IN CASE ANY PROPOSER FAILS TO CONFORM TO THESE INSTRUCTIONS, ITS 
PROPOSAL WILL NEVERTHELESS BE CONSTRUED AS THOUGH THIS 
COMMUNICATION HAD BEEN SO PHYSICALLY ANNEXED AND INITIALED. 

PORT AUTHORITY OF NY & NJ 

LARRY WAXMAN, MANAGER 
PRIORITY PROCUREMENTS 
DIVISION 

PROPOSER'S FIRM NAME: j ) i & e C \ f H e d M / c T -

INITL\LED: y ^ -

DATE: C' /p-GS 

QUESTIONS CONCERNING THIS ADDENDUM MAY BE ADDRESSED TO MR. T. 
J. STORCH, WHO CAN BE REACHED AT (212) 435-3936. 

Addendum 3, RFP 0000007920 ^ .-
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IN CASE ANY PROPOSER FAILS TO CONFORM TO THESE INSTRUCTIONS. ITS 
PROPOSAL WILL NEVERTHELESS BE CONSTRUED AS THOUGH THIS 
COMMUNICATION HAD BEEN SO PHYSICALLY ANNEXED AND INITIALED. 

PORT AUTHORITY OF NY & NJ 

LARRY WAXMAN. MANAGER 
PRIORITY PROCUREMENTS 
DIVISION 

PROPOSER'S FIRM NAME: . / ) J ^ e C T / ^ ^ / / ) /x /c 

INITIALED: ^ -

DATE: <^-<^-/^:^U^ 

QUESTIONS CONCERNING THIS ADDENDUM MAY BE ADDRESSED TO 
MR. T. J. STORCH, WHO CAN BE REACHED AT (212) 435-3936. 

Addendum 2, RFP 0000007920 
> • • • • , 



above referenced RFP is on a different Scope of Work and past performance may not be a 
good mdicator of future or expected performance. 

All Proposers are once again advised that their Proposal shall be based solely upon the 
written Proposal Booklet and any formal Addenda issued by the Port Authority. Therefore, 
no other form of commimications such as, but not limited to, verbal comments, whether or 
not electronically recorded, shall be considered a part ofthe Request for Proposal Documents 
or relied upon by prospective Proposers. 

ALL OTHER"TERMS AND CONDmONS SHALL REMAIN THE SAME. 

THIS COMMUNICATION SHOULD BE INITIALED BY YOU AND ANNEXED TO 
YOUR PROPOSAL UPON SUBMISSION. 

IN CASE ANY PROPOSER FAILS TO CONFORM TO THESE INSTRUCHONS, ITS 
PROPOSAL WILL NEVERTHELESS BE CONSTRUED AS THOUGH THIS 
COMMUNICATION HAD BEEN SO PHYSICALLY ANNEXED AND INTIIALED. 

PORT AUTHORITY OF NY & NJ 

LARRY WAXMAN, MANAGER 
PRIORITY PROCUREMENTS 
DIVISION 

PROPOSER*S FIRM NAME: / y / / ' ^ c 7 ^ / ^ < ^ i ^ ^ y ^ ^ < L • 

INITIALED: / ^ < ^ 

DATE: ^ - ^ ' ( ^ S ^ 

QUESTIONS CONCERNING THIS ADDENDUM MAY BE ADDI^SSED TO MR. T. 
J. STORCH, WHO CAN BE REACHED AT (212) 435-3936. 

Addendum 4. RFP 0000007920 

1, 
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B, Executive Summary 

Direct Media principals have over fifteen year of proven management experience in 
major maricet transit, bus rail and auport displays and other large format out of home media 
projects. 

Direct Media is a privately held Massachusetts S Corporation that currentiy operates out 
of home advertising contracts in Massachusetts, Rhode Island, Ohio and Maryland. 

We are excited by the Port Authorities mandate to "open the box "of opportunities at the 
Port Authorities properties. We are prepared to invest, develop and expand a brand new revenue 
stream for the Port Authority. 

Major league stadiums, restaurants, and other popular venues utilize restroom promotions 
via static and digital advertismg displays. We are prepared to make the Port Authority's auports 
the first in the country to have rest room advertising that targets affluent travelers on the go! 

We are prepared to utilize the industries top suppliers of displays to make the Port 
Authority the new showcase of indoor advertismg opportunities. Our network of national clients 
from our interior transit displays will be a natural conduit for new business opportunities for this 
new media program 

The potential revenue stream from this program could be in the millions of dollars based 
on acquiring key locations within the airport rest room environment. . 

The executive management team is a partnership between Michael Geden, Peter Brown 
and Mark Geden. Our principal investor is James Rappaport a well-knovra Boston entrepreneur 
and real estate executive a partner in the New Boston Fund, which has over a billion dollars 
under management agreements and over $300,000,000 in equity. 

From 1992 through the year 2000 Direct Media principals managed the MBTA transit-
advertising contract in Boston (2000 bus and rail vehicles) where revenues paid to the transit 
authority increased fix)m $3,500,000 to over $12,000,000 during the term ofthe contract 

Established in 1992, the company manages transit-advertising contracts for four public 
and private transportation companies in Massachusetts. We have also created mcredible 
cityscape displays for National clients like Apple Computer, Adidas and American Express in 
Boston. Early this year we were awarded a seven-year contract with the Massachusetts Port 
Authority for large format displays to be developed on Port Authority properties. Smce 2000 we 
have mcreased sales ten fold from $350,000 to a projected $4,000,000 in 2005. 

In 2002 Direct Media became the contractor for the Rhode Island Public Transportation 
Authority managing all of RJPTA'S 250 plus vehicles. 

In 2003 Direct Media was awarded the Transit Advertising contract in Cincinnati, Ohio a 
market v^th over 400 buses. 

In 2004 we were awarded our largest transit advertising agreement with the MTA 
(Maryland Transit Administration) in Baltimore, Maryland. 

> - • ' • • . 



The executive team has over 50 years combined experience in the out of home industry. 
The principals have extensive experience in management, sales, and operations and have multi 
market experience in new contract start-ups. 

Dn^ct Media has offices m the Downtown area of each market that we operate m and 
will establish an office in tiie New York area and will perform local sales and operations 
functions. National sales and administrative aspects includmg accounts receivable and payables 
and payments to the Authority will originate in the corporate headquarters for Direct Media in 
Bramtree, Ma. 

Direct Media mamtains msurance coverage similar or greater to the coverage outlined in 
the RFP and will provide the necessary coverage for this contract 

/ • ' • • 



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 quahfication, 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 entitie 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 obtigation or compensation and without liability of any kind whatsoever. 
Any statement which is inconsistent with this agreement, whether made as part of or in 
cormection with this Agreement, shall be void and of no effect. This Agreement is not 
intended, however, to grant to the Port Authority rights to any matter which is the subject 
of valid existing or potential letters patent. The foregoing applies to any information, 
whether or not given at the invitation ofthe 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 ofthe 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 ofthe 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 ofaproposaL 

(Company) 

^ (Signature) 

(Title) 

7 / (Date) 

23 



D. Certifications With Respect to the Contractor's Integrity Provisions 

By signing the Letter of Transmittal Direct Media certifies as outlined in 
Amendment 1 all provisions in the "Non-Collusive Bidding, and Code of 
Ethics Certifications, Certification of No Solicitation Based On Commission, 
Percentage, Brokerage, Contingent or Other Fees". 

r-
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G. Business Plan 

It is the mtent of Direct Media to create a new revenue stream for the Port 
Authority at its airport facilities. While most areas of airports have been 
targeted for advertising, marketing or promotional programs there is an 
area ofthe airports, restrooms that have not been targeted. 

Indoor advertising, primarily restroom advertising, has become a fast 
growing segment ofthe out-of-home advertising media pie. To date, most 
ofthe restroom advertising programs have targeted entertainment venues 
(bars, nightcliibs, restaurants and sports venues). Targeting airport 
restrooms is the next logical step m the evolution of restroom advertising. 

Direct Media will install static restroom advertismg displays in PANYNJ 
airport men's and women's bathrooms. The finalnumber of frames vdll 
be determined once Direct Media is able to investigate all airport 
bathrooms for frame placement (Direct Media estimates at least 500 
frames could be installed throughout the airports). 

Dbect Media will submit to PANYNJ various fiiame designs for Authority 
approval. All frame designs will be graffiti resistant and made of high 
quality, aesthetically appealing materials. 

The fi^me sizes will be predominately IT'w x 22"h while some will be 
17 'wx33"h . These are standard fi:ame sizes in the industry. Men's 
room flames will belocated above urinals, near sinks and/or near towel 
dispensers m the men's rooms. Ladies room frames will be located on the 
back of stall doors, near sinks and/or towel dispensers. 

Typical layout of men's room static ad placement at 
urinal locations 

Typical back of stall door display 
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Digital Component 

Direct Media will also provide a "digital" alternative to the static restroom advertising 
fi*ames. Placement of digital displays would be above urinals and/or incorporated mto towel 
dispenser systems. These displays will allow for television quality advertising to a captive 
audience. 

Digital display with audio capabihty 

c. The financial piece ofthe development ofthe static board and/or digital 
display program at PANYNJ airports cannot be determined until Direct 
Media is able to view all potential locations and determine how many and 
what type displays will be installed. 

Direct Media will also need to view potential sites to determine 
installation costs and feasibility of digital display installations. 

Direct Media has an investment team headed by James W. Rappaport a 
principal m New Boston Fund a billion dollar real estate Management 
Company. 

The financial unplication for the PANYNJ also cannot be detennined until 
Du-ect Media is able to determine what type and how many displays will 
be implemented as part of this program. 

It is estimated that in it's maturity the program will generate in excess of 
$IMM annually for the PANYNJ (based on a minimum of 500 displays). 
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d. It is the mtent of Du^ct Media to utilize the highest quality material for 
both static boards and digital displays. The static boards will be a t a n ^ r 
resistant brushed aluminum with a plexi-glass protective covering. The 
final design ofthe frame including materials and installation procedure 
will be submitted to the PANYNJ once Dnect Media is able to view all 
potential sites. A sample of a standard restroom fi'ame is outlined below: 

Aluminum Snab Frame 

An aluminum snap frame provides an aesthetically appealing solution to any 
application that needs to change posters often and fast. Whether it be In busy 

retail environments or in restaurants, staff do not have a load of t ime to change 
posters - their t ime can be used far more productively! 

Our poster frame has been proven worldwide; fast snap open at the front, remove 
the poster, slip In the new poster and clip closed. All it takes Is a few seconds. And 
the result Is attractive and neat - a aluminum snap frame that complements your 

poster rather than overwhelms it. 

Not all applications are the same - If you need a frame that Is a special size, no 
problem. We make custom sizes and specialize in unusually large sizes. Want a 
special color to match your corporate Image - again, no problem! We offer most 

colors, yes It does take a l i tt le longer and you may have to wait an extra ten to 14 
days but the result Is wor th it. 

We can and do make larger snap frames because we have a wide range of 
aluminum profiles to choose f rom. So, If your poster Is larger or If your application 

jus t needs a different appearance, select f rom our profile range starting at 
20mm(that 's 3 / 4 " ) up to 45mm(1.75") In width and In-between we have 

2 5 m m ( l " ) 32mm(lV4") and even a slightly smaller 30mm. While mitered corners 
are most popular (and our miters are property done 45 degree, even wi th curved 

profi les!), we also supply rounded corners wi th chromed corner f i t t ings. 



Snap Frame Security 
Of course, there are those applications where security Is a problem and the 
appearance and functionality of an aluminum frame Is wanted - but not to be 
opened by jus t anyone! We have the solution w i th our lockable aluminum snap 
frame. A single screw is locked w i th a key and prevents unauthorized tampering. 

W«e^WtWl*^aWi*lHi!3^ 

Wide Poster Frame Range 
Double sided frames - no problem! We even have A frames wi th snap frame and 
customer stoppers, in fact any clip frame application - Menu boards. In fo boards 
even Ught snap frames that l ights the frames f rom the sides 

Features 
Each frame is precision made f rom strong aluminum, anodized or painted to retain 
the elegant look and smooth f inish. Each frame has a sturdy non-corrosive backing 
and a clear anti-glare PVC cover. Each comes pre-dril led for wal l mounting and 
includes the screw ki t . 

The digital units will be state ofthe art plasma screens supported by the 
latest software technology available. Again the final design and 
components for digital displays will be determined once Dfrect Media is 
able to view all potential sites. 
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e. Direct Media will coordinate with PANYNJ for the approval of 
infi*astructure materials once a comprehensive review of locations is taken. 

f. Direct Media has experience in meeting and/or exceeding M/WBE goals 
in all of our public authority contracts. Direct Media will make every 
good faith effort to meet and or exceed the M/WBE goals outlined as part 
of tills RFP. 

Our efforts will include utilizing vendors for supplies, computers, 
stationary, auto, installation sulxontractors etc. 

> " ' • • -



H. Proposal 

1. Revenue to the Port Authority 

a. Because this is a brand new program and without being able to determine 
the exact number of displays we will be able to install at the PANYNJ 
airport facilities it is impossible to provide a first year Minimxmi Annual 
Guarantee. Direct Media will however provide an aggressive revenue 
share as well as a second year MAG based on first year sales. 

b. Direct Media will provide PANYNJ with 60% of all net revenue derived 
from the sale ofthe restroom-advertismg program. In year one there will 
not be a minimum armual guarantee. 

In year two, and each subsequent year. Direct Media will provide 
PANYNJ with a MAG equal to 75% ofthe prior years revenue paid the 
PANYNJ. Du-ect Media will tiie pay tiie PANYNJ die higher of tiie MAG 
or revenue share. 

The subsequent years MAG will also be determined by a 75% factor ofthe 
prior years payment to PANYNJ. 

Direct Media proposes a six month accounting in years 2 through end of 
contract in order to determine any overages that might be due PANYNJ. 

c. Direct Media will be responsible for the build out required for this project. 
This includes sight assessment, installation of fi-ames and digital units. It 
also includes all marketing efforts, sales and maintenance of displays. 

2. Marketing Strategy and Approach 

a. One of the fastest growing segments of "Out of Home" advertising is 
"Indoor Advertising". More specifically "Restroom Advertising". To 
date most restroom advertising programs have focuses on a media 
distribution of local restaurants, nightclubs, bars and sporting venues. The 
result has been a Augmented and very localized sell 

It is the mtent of Dfrect Media to develop a restroom advertising program 
in major airports in order to create a high profile imique sell targeting the 
sought after business and recreational traveler markets. 

As fi-equent business and recreational travelers the principals of Direct 
Media realize that virtually all airport travelers make at least one trip to 
the restroom as they await departure and upon landing the first place they 
go is to the restroom. 

An airport restroom-advertising program will provide saturation of all 
travelers within any airport. 
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b. Direct Media believes that launching this program in the #1 Market in the 
world will provide immediate acceptance to the concept to National 
advertisers. 

We will market male programs, female 
programs or combined programs. Imagine a 
client like Gillette being able to target a 
100% male for their Mach 3 razor and a 
100% female audience for their Soft Touch 
razor with one program inside the PANYNJ 
airport restrooms. 

We will develop "sho^^ings" within the PANYNJ airport restrooms which 
national advertisers are accustomed to buying in the out-of-home market 
place. Direct Media believes that targeting business travelers with 
restroom "placards" is not much different than targeting business travelers 
with "placards" on commuter rail trains. Dfrect Media has extensive 
experience in marketing "interior" programs to both national and local 
advertisers though our experience with the MBTA in Boston and currentiy 
with the MTA in Baltunore. 

Direct Media will set a rate of $500 gross per sign per month. Our 
research shows that some restroom signs sell for $100-$300 per month in 
small local venues, ff we have 500 signs in your airports selling at a rate of 
$500 per month the total media pie for this program is $3,000,000. We 
also believe these rates may be conservative for the #1 market in the 
country. 

Here are some ofthe reasons why Du-ect Media believes that the in 
auport restroom advertising program has phenomenal potential: 

• A captive, highly sought after market 
• Ads have a 30 second to two minute "read" 
• Male and or female targeted programs 
• #1 market in the world 
• Accepted medium with high rate of growth 

Dfrect Media will have a very aggressive timetable for the implementation 
of this program. Immediately upon agreement we will assess all locations 
and provide a detailed installation plan. We will immediately begin 
marketing the program to'advertisers through our agency relationships. 
We believe that we will have our first advertisers in place within two 
months ofthe launch ofthe program. 
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3. Overall Experience Including Financial Capability 

Currentiy Direct Media operates out of home advertising programs for Massport, at 

Boston's Logan International Airport, a fleet of .visitor trolleys in downtown Boston, five transit-

advertismg firanchises in Southeastern Massachusetts, the state of Rhode Island, Cincmnati, Ohio 

and Baltimore Maryland. We manage regional transit franchises in Massachusetts for the 

Brockton Area Transit and the Greater Attlebbro Transit Authority. 

From 1992 until July of 2000 the partners at Direct Media operated the Boston 

Massachusetts transit advertising contract as President and Vice President of Park Transit 

Displays. Over the seven plus years the principals of Direct Media managed the transit-

advertismg contract for the MBTA in Boston we dramatically mcreased the amount of revenue 

generated for the MBTA. We quadrupled the annual advertising revenue that the MBTA 

received, and generated annual revenue increases at a staggering pace - averaging $2 million in 

increases per year. The rate of revenue increases, averaging 15-20% per year, was fiilly double 

the out-of-home industry's national average, and the 1999 revenue mcrease was a stunning 30%. 

In assessing our revenue generation performance over the term ofthe contract, it is Eilso 

important to note that we paid the MBTA the highest percentage of revenue paid to any transit 

system in the country. 

Seven*Year MBTA Performance 

We consistently generated income to the MBTA that was substantially in excess ofthe 

minimum guarantee. The total guaranteed amount to the MBTA over the seven-year contract 

was $13.8 million, and the total revenue paid to the MBTA during that same period was $33 

million. Our perfomiance was 68% better than the minimum. 

$52,800,000 Total Gross Sales 

$33,000,000 Actual Revenue to MBTA 

$13,786^80 Guaranteed Revenue to the MBTA 



Providence/Rhode Island Exoerience 

In April of 2002 Direct Media was awarded the contract for all interior and exterior 
advertising on the RIPTA (Rhode Island Public Transit Autiiority) buses. This contract includes 
tiie entire RIPTA bus fleet of 200 fitil size buses and 50 Para-transit "RIDE" vehicles. 

When Direct Media was awarded the contract there was little or no sales revenue and 
most ofthe advertismg copy on the buses was old, dated and/or m disrepair. There was also an 
extreme negative perception in the market regarding transit advertising. 

In our first year of operating the contract we invested in inventory improvements, 
implemented a dedicated sales effort targeting local as well as some national advertisers. 

Through this effort we generated revenue to RIPTA 63% over the Minimum Annual 
Guarantee. In our second year of operating this contract we increased sales 28% from the first 
year and we are projecting another 20% increase in year three. 

Cincinnati Experience 

In J a n u ^ 2003 Direct Media was awarded the contract for all interior and exterior 
advertising on the SORTA (Southwest Ohio Regional Transit Authority) buses. This contract 
includes the entire SORTA bus fleet of 400 full size buses and 50 access Para-transit vehicles. 

Over the course ofthe prior contract the value ofthe contract declined by 50% due to 
economic conditions and the "commercial advertising only" policy implemented by the transit 
authority. 

Under Direct Media's management in year one, sales have increased approximately 
15% over the projected last year's sales ofthe prior contractor. In year two year-to-date sales we 
are already 15% ahead of year one. 

Baltimore Experience 

In March of 2004 Duect Media was awarded the contract for all interior and exterior 
advertismg on MTA (Maryland Transit Administration) fleet of 800 fiill size buses, 100 Heavy 
Rail Subway (METRO vehicles), 60 Light Rail Vehicles and 60 MARC Train vehicles. This 
contract includes advertising on the exterior ofthe buses as well as platform advertising on the 
rail lines and interior advertising on the rail vehicles. 

Direct Media is taking over a market, which has experienced a tremendous decline in 
revenue from the prior contractor. We are again like our Rhode Island experience in a market in 
which the perception of transit advertising is negative. 

Like Rhode Island we are in the process of turning the negative perception into a positive 
one. In 2004 we assumed less than $75,000 in contracts for the entire year. For the same 
time period in 2005 we have in excess of $500,000 in contracts for our second year. 
An increase of almost 600%. By the end ofthe year we expect to double our first year's 
sales to over $1,500,000 
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Airoort and Port Authoritv Experience 

Direct Media has recentiy entered into a new, seven-year agreement with 
MASSPORT to develop adverting opportunities at Logan Airport (see agreement letter 
next page). 

We have designed and received ^proval for and sold the first airport roadway 
wallscape at Logan Airport. We look forward to developmg additional opportunities at 
Logan including the restroom-advertising program we have proposed for the PANYNJ. 

New Opportunitv-Boston^s Logan Airport Exit Road Wallscape 
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Massachusetts Port Authority 
One Harborstde Drive, Suite 200S 
East Boston, MA 02128-2909 
Telephone (617) 428-2800 
www.massportcom 

April 22, 2005 

Direct Media, Inc. 
53 Plain Street, Suite 7 
Braintree, MA 02184 

Attn: Peter R. Brown 

Managing Partner 

Re: Commercial Advertising Concession Agreement #L-8220 

Dear Mr. Brown: 

Enclosed for your records is a fiilly signed original ofthe above-referenced 
agreement. 

Sincerely, 
MASSACHUSETTS PORT AUTHORITY 

Pauline Roberts 
Contract Admmistrator 

End. 

operating j Boston Logan International Airport • Port of Boston general cargo and passenger termirHls • Tobin Memorial Bridge • Hanscom Reid 
I Boston Rsh Pier • Commonwealth Pier (site of ttie World Trade Cerrter Boston) • Worcester Regional Airport 

http://www.massportcom


Reporting 

Direct Media has it's own ARMS (Advertising Resource Management System) which 

allows us to meet or exceed any and all reporting requirements associated with any ofthe 

contracts that we have or are cmrently entered into. 

Reports that are generated for transit authorities from this system include, but are not 

limited to, the following: 

> Monthly Reconciliation Reports by: 

o Mode • 

o Showing Type 

o Advertiser 

o Start Date 

o Duration 

o Quantities 

o Inventory Usage 

o Agency Commissions (when applicable) 

o Gross Revenue 

o Net Billing amounts 

Direct Media will work in partnership with the Port Authority (as we have with all our contracts) 

to insure that any and all reports required and supplied, as part of this contract will be satisfied. 

Financial Capacity 

Direct Media is a long time customer ofthe Bank of America (formerly Fleet Bank). The 
Bank manages all of our bank accounts, lines of credit, and letters of credit. Our contact at the 
bank is Mr. Robert A. Kenworthy, Senior Vice President, One Lakeshore Center Suite 102 
Bridgewater, MA 02324. Phone: (508) 279-2184. 

James Rappaport, our principal investor, is a member ofthe bank's prestigious private 
clients group. All of our bonding requirements for performance and payment are provided by the 
Travelers Insurance Company of Hartford Cormecticut. Direct Media has never missed a 
payment to any public or private entity! 



Direct Media^ Inc 

.Creating opportunity for you! 
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DIRECT MEDIA 

June 7, 2005 

The Port Autiiority of NY & NJ 
Purchasing Services Division 
One Madison Avenue, 7th FL. 
New York, NY 10010 

RFP Advertising Opportunities for Port Authority of NY & NJ and Path facilities, 
including Outdoor and Out of home Locations. 

Direct Media Inc. is pleased to submit our proposal for R.F.P.NO. 0000007920 

Direct Media Inc. is a Massachusetts corporation located at 53 Plain Street Suite 7 
Braintree, MA 02184. Telephone 781-843-2112 Fax 781-843-3629 The E-Mail address is 
m.geden(a),verizon.net. 

Direct Media's Federal I. D. # 

Michael A. Geden, Manning Partner is the authorized representative to negotiate and 
execute this contract. 

We acknowledge receipt of addendum 1,2,3 & 4. 

Michael A. Geden wiU be the project manager and has the authority to bind the proposal. 

Sincerely: 

A. Geden, Partner 

53 Plain Street • Bramtree, MA 02'184/ 781-843-2112 
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William Francis GMvin 
Secretary of the 
Commonweal th 

TO WHOM r r MAY CONCERN: 
June 2, 2005 

I hereby certify that according to the records of this office, 

DIRECT MEDIA, INC. 

is-a domestic corporation organized on January 5,1996, under the General Laws ofthe 
Commonwealth of Massachusetts. 

I further certify that there are no proceedings presently pending under the Massachusetts 
General Laws Chapter 156D section 14.21 for said corporation's dissolution; that articles of 
dissolution have not been filed by said corporation;that, said corporation has filed aH aimual 
reports, and paid all fees with respect to such reports, and so far as appears of record said 
corporation has legal existence and is in good standing with this office. 

10' '̂̂ ^^"'fei 

In testimony of which, 

I have hereunto affixed the 

Great Seal of the Commonwealth 

on the date first above written. 

Secretary of the Commonwealtii 

( / • ' • . 
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The Commonwealth of Massachusetts 
William Francis Galvin 

Secretary of the Commonwealth 
One Ashburton Place, Boston, Massachusetts 02108-

1512 
Telephone: (617) 727-9640 

D I R E C T MEDIA, INC, S u m m a r y Screen 
Help with this form 

Request a Certificate 

The exact name ofthe Domestic Profit Corporation: DIRECT MEDIA , INC. 

Entity Type: Domestic Profit Corporation 

Identification Number: 043302Q48 

Old Federal Employer Identification Number (Old FEIN): 

Date of Organization in Massachusetts: 01/05/1996 

Current Fiscal Month / Day: 12/31 Previous Fiscal Month / Day: 00/00 

The location of its principal office in Massachusetts: 
No. and Street: 53 PLAIN ST.. SUITE 7 
City or Town: BRAINTREE State: MA Zip: 02184 Country: USA 

If the business entity is organized wholly to do business outside Massachusetts, the location of that 
office: 
No. and Street: 
City or Town: State: Zip: Country: 

The name and address of the Registered Agent: 
Name; MARK GEDEN 
No. and Street: 53 PLAIN STREET 

SUITE 7 
City or Town: BRAINTREE State: MA Zip: 02184 Countirv: USA 

The officers and all of the directors of the corporation: 

Titie 

PRESIDENT 

TREASURER 

SECRETARY 

Individual Name 
Rrst, Middle, Last, Suffix 

MARK GEDEN 

MARK GEDEN 

MICHAEL GEDEN 

A d d r e s s (no PO Box) 

Address. City or Town, State, Zip Code 

\. 
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Expiration 
of Term 

None 

i57/r,nm.5:er. statR.ma.iis/corn/CornSearch/CornSearchSunimarv.asD?ReadFroniDB=True&UpdateAll... 6/6/2005 
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DIRECTOR PETER BROWN 

business entity stock is publicly traded: 

The total number of shares and par value, if any, of each class of stock which the business entity Is 
authorized to issue: 

Class of Stock 

CNP 

Par Value Per Share 
Enter 0 if no Par 

$0.00000 

Total Authorized by Articles 
of Organization or Amendments 
Num of Shares Total Par Value 

15,000 1 $0.00 

Total Issued 
and Outstanding 

Num of Shares 

100 

Consent Manufacturer Confidential Data Does Not Require Annual Repoil 

Partnership _X_ Resident Agent For Profit Merger Allowed 

Seject a type of filing from below to view this business entityfil ings: 
;ALL"FILINGS - - - . . . . 
Administrative Dissolution 
Annual Report 
Application for Reinstatement 
Application For Revival 

View Filings New Search 

Comments 

© 2001 - 2005 Commonwealth of Massachusetts 
All Rights Reserved Help 
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ATTACHMENT F - Contractor's officers and staff 

Name: 

Titie: 

Name: 

Titie: 

Name: 

Titie. 

Name: 

Titie: 

Name: 

Title: 

Name: 

Titie: 

/ ^ / - / ^ ^ c : ^ ^ 

/^(^^/c/;^ ^ 

/ i ^ i / /^ /6y^^^ 
/PP^^/?^ ^ / ^ ^ /^^V^^f^ 

'^/•:^/!€^-/>r/S£drcr^y^/ 
/ 
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ALL OTHER TERMS AND CONDITIONS SHALL REMAIN THE SAME. 

THIS COMMUNICATION SHOULD BE INITIALED BY YOU AND ANNEXED TO 
YOUR PROPOSAL UPON SUBMISSION. 

IN CASE ANY PROPOSER FAILS TO CONFORM TO THESE INSTRUCTIONS, ITS 
PROPOSAL WILL NEVERTHELESS BE CONSTRUED AS THOUGH THIS 
COMMUNICATION HAD BEEN SO PHYSICALLY ANNEXED AND INITIALED. 

PORT AUTHORITY OF NY & NJ 

LARRY WAXMAN, MANAGER 
PRIORITY PROCUREMENTS 
DIVISION 

PROPOSER'S FIRM NAME: J ^ i r e c T / ^ e^iA / ^ e 

INITIALED: A L ^ ' 

DATE: fn^ L ' O S ' 

QUESTIONS CONCERNING THIS ADDENDUM MAY BE ADDRESSED TO 
MR. T. J. STORCH, WHO CAN BE REACHED AT (212) 435-3936. 

Addendum 1, RFP 0000007920 '- .-



All Proposers are once again advised that their Proposal shall be based solely upon the 
written Proposal Booklet and any formal Addenda issued by the Port Authority. Therefore, 
no other form of communications such as, but not limited to, verbal comments, whether or 
not electronically recorded, shall be considered a part ofthe Request for Proposal Documents 
or relied upon by prospective Proposers. 

ALL OTHER TERMS AND CONDITIONS SHALL REMAIN THE SAME. 

THIS COMMUNICATION SHOULD BE INITIALED BY YOU AND ANNEXED TO 
YOUR PROPOSAL UPON SUBMISSION. 

IN CASE ANY PROPOSER FAILS TO CONFORM TO THESE INSTRUCTIONS, ITS 
PROPOSAL WILL NEVERTHELESS BE CONSTRUED AS THOUGH THIS 
COMMUNICATION HAD BEEN SO PHYSICALLY ANNEXED AND INITIALED. 

PORT AUTHORITY OF NY & NJ 

LARRY WAXMAN, MANAGER 
PRIORITY PROCUREMENTS ' 
DIVISION 

PROPOSER'S FIRM NAME: j ) l / 2 e C l fkedM//CT-

INITIALED: M ^ -

DATE: C-/p-6^ '^ 

QUESTIONS CONCERNING THIS ADDENDUM MAY BE ADDRESSED TO MR. T. 
J. STORCH, WHO CAN BE REACHED AT (212) 435-3936. 

Addendum 3, RFP 0000007920 ' -
/ • • - , 



IN CASE ANY PROPOSER FAILS TO CONFORM TO THESE INSTRUCTIONS, ITS 
PROPOSAL WILL NEVERTHELESS BE CONSTRUED AS THOUGH THIS 
COMMUNICATION HAD BEEN SO PHYSICALLY ANNEXED AND INITIALED. 

PORT AUTHORITY OF NY & NJ 

LARRY WAXMAN, MANAGER 
PRIORITY PROCUREMENTS 
DIVISION -

PROPOSER'S FIRM NAME: 7 1 ^ J ^ e C T / ^ i f b / / ^ / ^ c 

INITIALED: / ^ -

DATE: i^ -C ' /^^S ' 

QUESTIONS CONCERNING THIS ADDENDUM MAY BE ADDRESSED TO 
MR. T. J. STORCH, WHO CAN BE REACHED AT (212) 435-3936. 

Addendum 2, RFP 0000007920 



above referenced RFP is on a different Scope of Work and past performance may not be a 
good indicator of future or expected performance. 

All Proposers are once again advised that their Proposal shaU be based solely upon the 
written Proposal Booklet and any formal Addenda issued by the Port Authority. Therefore, 
no other form of communications such as, but not limited to, verbal comments, whether or 
not electronically recorded, shall be considered a part ofthe Request for Proposal Documents 
or reUed upon by prospective Proposers. 

ALL OTHER TERMS AND CONDITIONS SHALL REMAIN THE SAME. 

THIS COMMUNICATION SHOULD BE INTTIALED BY YOU AND ANNEXED TO 
YOUR PROPOSAL UPON SUBMISSION. 

IN CASE ANY PROPOSER FAILS TO CONFORM TO THESE INSTRUCTIONS, ITS 
PROPOSAL WILL NEVERTHELESS BE CONSTRUED AS THOUGH THIS 
COMMUNICATION HAD BEEN SO PHYSICALLY ANNEXED AND INITIALED. 

PORT AUTHORITY OF NY & NJ 

LARRY WAXMAN, MANAGER 
PRIORITY PROCUREMENTS 
DIVISION 

PROPOSER'S FIRM NAME: 7^// '^c7^/^e^^^^y<>C^^ • 

INITIALED: / ^ ^ 

DATE: / ^ - ^ - ^ J " ^ 

QUESTIONS CONCERNING THIS ADDENDUM MAY BE ADDRESSED TO MR T. 
J. STORCH, WHO CAN BE REACHED AT (212) 435-3936. 

Addendum 4. RFP 0000007920 

T" 



B. Executive Summary 

Direct Media principals have over fifteen year of proven management experience in 
major market transit, bus rail and airport displays and other large format out of home media 
projects. 

Direct Media is a privately held Massachusetts S Corporation that ciurentiy operates out 
of home advertising contracts m Massachusetts, Rhode Island, Ohio and Maryland. 

We are excited by the Port Authorities mandate to "open the box "of opportunities at the 
Port Authorities properties. We are prepared to invest, develop and expand a brand new revenue 
stream for the Port Authority. 

Major league stadiums, restaurants, and other popular venues utilize restroom promotions 
via static and digital advertising displays. We are prepared to make the Port Authority's airports 
the first m the country to have rest room advertising that targets affluent travelers on the go! 

We are prepared to utilize the industries top suppliers of displays to make the Port 
Authority the new showcase of mdoor advertising opportunities. Our network of national clients 
from our Ulterior transit displays will be a natural conduit for new business opportunities for this 
new media program 

The potential revenue stream fix)m this program could be in the millions of dollars based 
on acquking key locations within the airport rest room envu^nment. 

The executive management team is a partnership between Michael Geden, Peter Brown 
and Mark Geden. Our principal investor is James Rappaport a well-known Boston entrepreneur 
and real estate executive a partner in the New Boston Fund, which has over a bilUon dollars 
under management agreements and over $300,000,000 in equity. 

From 1992 through the year 2000 Direct Media principals managed the MBTA transit-
advertising contract in Boston (2000 bus and rail vehicles) where revenues paid to the transit 
authority increased from $3,500,000 to over $12,000,000 during tiie term ofthe contract. 

Established in 1992, the company manages transit-advertising contracts for four public 
and private transportation companies in Massachusetts. We have also created incredible 
cityscape displays for National clients like Apple Computer, Adidas and American Express in 
Boston. Early this year we were awarded a seven-year contract with the Massachusetts Port 
Authority for large format displays to be developed on Port Authority properties. Since 2000 we 
have increased sales ten fold from $350,000 to a projected $4,000,000 in 2005. 

In 2002 Direct Media became the contractor for the Rhode Island PubUc Transportation 
Authority managing all of RIPTA'S 250 plus vehicles. 

In 2003 Dhect Media was awarded the Transit Advertising contract in Cincirmati, Ohio a 
market with over 400 buses. 

In 2004 we were awarded our largest transit advertising agreement with the MTA 
(Maryland Transit Administration) in Baltimore, Maryland. 

/ • ; - , 



The executive team has over 50 years combined experience in the out of home industry. 
The principals have extensive experience in management, sales, and operations and have multi 
market experience in new contract start-ups. 

Du-ect Media has ofifices in the Downtown area of each market that we operate in and 
will establish an office in the New York area and will perform local sales and operations 
functions. National sales and administrative aspects including accounts receivable and payables 
and payments to the Authority will originate m the corporate headquarters for Direct Media in 
Braintree, Ma. 

Direct Media maintains insurance coverage similar or greater to the coverage outlined in 
the RFP and will provide the necessary coverage for this contract 



9. ATTACHMENTS 

ATTACHMENT A - AGREEMENT ON TERMS OF DISCUSSION 

The Port Authority's receipt or discussion of any information (including information 
contained m any proposal. Proposers qualification, ideas, models, drawings, or other 
material communicated or exhibited by us or on OUT 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 obUgation or compensation and without liability of any kind whatsoever. 
Any statement which is inconsistent with this agreement, whether made as part of or in 
connection with this Agreement, shall be void and of no effect. This Agreement is not 
intended, however, to grant to the Port Authority rights to any matter which is the subject 
of valid existing or potential letters patent. The foregoing applies to any information, 
whether or not given at the invitation ofthe 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 ofthe 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 ofthe 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 ofaproposaL 

(Company) 

^ (J^ignatur^ 

(Title) 

^y^J— 
/ / (Date) 
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D. Certifications With Respect to the Contractor's Integrity Provisions 

By signing the Letter of Transmittal Direct Media certifies as outlined in 
Amendment 1 all provisions m the "Non-Collusive Bidding, and Code of 
Ethics Certifications, Certification of No Solicitation Based On Commission, 
Percentage, Brokerage, Contingent or Other Fees". 

/ • ' • • 



G. Business P lan 

a. It is the intent of Direct Media to create a new revenue stream for the Port 
Authority at its airport facilities. While most areas of airports have been 
targeted for advertising, marketing or promotional programs there is an 
area ofthe airports, restrooms that have not been targeted. 

Indoor advertising, primarily restroom advertising, has become a fast 
growing segment ofthe out-of-home advertising media pie. To date, most 
ofthe restroom advertising programs have targeted entertainment venues 
(bars, nightclubs, restaurants and sports venues). Targeting airport 
restrooms is the next logical step ui the evolution of restroom advertising. 

b. Direct Media will install static restroom advertising displays in PANYNJ 
airport men's and women's bathrooms. The final number of firames will 
be determined once Direct Media is able to investigate all airport 
bathrooms for frame placement (Direct Media estimates at least 500 
fi-ames could be installed throughout the airports). 

Direct Media will submit to PANYNJ various fimne designs for Authority 
approval. All fi^me designs will be graffiti resistant and made of high 
quality, aesthetically appealing materials. 

The frame sizes wiU be predominately 17"w x 22"h while some wiU be 
17" w X 33" h. These are standard frame sizes in the industry. Men*s 
room frames will be located above urinals, near sinks and/or near towel 
dispensers in the men's rooms. Ladies room frames wiU be located on the 
back of stall doors, near sinks and/or towel dispensers. 

Typical layout of men's room static ad placement at 
urinal locations 

Typical back of stall door display 





Digital Comnonent 

Du-ect Media will also provide a "digital" alternative to the static restroom advertising 
frames. Placement of digital displays would be above urinals and/or incorporated into towel 
dispenser systems. These displays will allow for television quality advertising to a captive 
audience. 

Digital display with audio capability 

c. The financial piece ofthe development ofthe static board and/or digital 
display program at PANYNJ airports cannot be determined until Direct 
Media is able to view all potential locations and determine how many and 
what type displays will be installed. 

Direct Media will also need to view potential sites to determine 
mstallation costs and feasibility of digital display installations. 

Dkect Media has an mvestment team headed by James W. Rappaport a 
principal in New Boston Fund a billion dollar real estate Management 
Company. 

The financial implication for the PANYNJ also cannot be determined until 
Direct Media is able to determine what type and how many displays will 
be implemented as part of this program. 

It is estimated that in it's maturity the program will generate in excess of 
$ 1 MM annually for the PANYNJ (based on a minimum of 500 displays). 

/ • ' • • • 



d. It is the mtent of Direct Media to utilize the highest quality material for 
both static boards and digital displays. The static boards will be a tan^ser 
resistant brushed aluminum with a plexi-glass protective covering. The 
final design ofthe fi^me mcluding materials and installation procedure 
wiU be submitted to the PANYNJ once Durect Media is able to view all 
potential sites. A sample of a standard restroom fi-ame is outimed below: 

Aluminum Snap Frame 

An aluminum snap frame provides an aesthetically appealing solution to any 
application that needs to change posters often and fast. Whether It be In busy 

retail environments or in restaurants, staff do not have a load of t ime to change 
posters - their t ime can be used far more productively! 

Our poster frame has been proven worldwide; fast snap open at the front, remove 
the poster, slip in the new poster and clip closed. All i t takes Is a few seconds. And 
the result is attractive and neat - a aluminum snap frame that complements your 

poster rather than overwhelms i t . 

Not all applications are the same - if you need a frame that Is a special size, no 
problem. We maice custom sizes and specialize in unusually large sizes.^ Want a 
special color to match your corporate image - again, ho problem! We offer most 

colors, yes it does taice a l i tt le longer and you may have to wait an extra ten to 14 
days but the result is wor th it. 

We can and do make larger snap frames because we have a wide range of 
aluminum profiles to choose f rom. So, if your poster Is larger or i f your application 

just needs a different appearance, select f rom our profile range starting at 
20mm(that 's 3 /4 " ) up to 45mm(1.75") in width and in-between we have 

2 5 m m ( i " ) 32mm(iy4 ' ' ) and even a slightly smaller 30mm. While mitered corners 
are most popular (and our miters are properly done 45 degree, even wi th curved 

profi les!), we also supply rounded corners wi th chromed corner f i t t ings. 
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Snap Frame Security 
Of course, there are those applications where security is a problem and the 
appearance and functionality of an aluminum frame Is wanted - but not to be 
opened by just anyone! We have the solution w i th our lockable aluminum snap 
frame. A single screw Is locked wi th a key and prevents unauthorized tampering, 

Wide Poster Frame Range 
Double sided frames - no problem! We even have A frames wi th snap frame and 
customer stoppers, in fact any clip frame application - Menu boards, Info boards 
even Light snap frames that l ights the frames f rom the sides 

Features 
Each frame is precision made from strong aluminum, anodized or painted to retain 
the elegant look and smooth f inish. Each frame has a sturdy non-corrosive backing 
and a clear anti-glare PVC cover. Each comes pre-drilled for wal l mounting and 
includes the screw ki t . 

The digital units wiU be state ofthe art plasma screens supported by the 
latest software technology available. Again the final design and 
components for digital displays will be determined once Dkect Media is 
able to view all potential sites. 

/ • • • • , 



e. Direct Media will coordinate with PANYNJ for the approval of 
infrastructure materials once a comprehensive review of locations is taken. 

f. Dbect Media has experience in meeting and/or exceeding M/WBE goals 
in all of our public authority contracts. Direct Media will make every 
good faith effort to meet and or exceed the MAVBE goals outlined as part 
of tiiis RFP. 

Our efforts will include utilizing vendors for supplies, computers, 
stationary, auto, installation subcontractors etc. 

T-. 



H. Proposal 

1. Revenue to the Port Authority 

a. Because this is a brand new program and without being able to determine 
the exact number of displays we will be able to install at the PANYNJ 
airport facilities it is impossible to providea first year Minimum Aimual 
Guarantee. D^ect Media will however provide an aggressive revenue 
share as well as a second year MAG based on first year sales. 

b. Direct Media will provide PANYNJ with 60% of all net revenue derived 
from the sale ofthe restroom-advertising program. In year one there will 
not be a minimum annual guarantee. 

In year two, and each subsequent year. Direct Media will provide 
PANYNJ with a MAG equal to 75% ofthe prior years revenue paid the 
PANYNJ. Direct Media will tiie pay tiie PANYNJ tiie higher ofthe MAG 
or revenue share. 

The subsequent years MAG wiU also be determined by a 75% factor ofthe 
prior years payment to PANYNJ. 

Direct Media proposes a six month accounting in years 2 through end of 
contract in order to determine any overages that might be due PANYNJ. 

c. Direct Media will be responsible for the build out required for this project. 
This includes sight assessment, installation of fi-ames and digital uiuts. It 
also includes all marketing efforts, sales and maintenance of displays. 

2. Marketing Strategy and Approach 

a. One ofthe fastest growmg s c l e n t s of "Out of Home" advertising is 
"Indoor Advertising". More specifically "Restroom Advertising". To 
date most restroom advertising programs have focuses on a media 
distribution of local restaurants, nightclubs, bars and sporting venues. The 
result has been a fi-agmented and very localized sell 

It is the intent of Du-ect Media to develop a restroom advertising program 
in major airports in order to create a high profile unique sell targeting the 
sought after business and recreational traveler markets. 

As frequent business and recreational travelers the principals of Direct 
Media realize that virtually all airport travelers make at least one trip to 
the restroom as they await departure and upon landing the first place they 
go is to the restroom. 

An airport restroom-advertising program will provide saturation of all 
travelers within any airport. 
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b. Direct Media believes that launching this program in the #1 Market in the 
world will provide immediate acceptance to the concept to National 
advertisers. 

/ V ^ S 3 B 3 

We wiU market male programs, female 
programs or combined programs. Imagine a 
client like GiUette being able to target a 
100% male for their Mach 3 razor and a 
100% female audience for their Soft Touch 
razor with one program inside the PANYNJ 
airport restrooms. 

We will develop "showings" within the PANYNJ airport restrooms which 
national advertisers are accustomed to buying in the out-of-home market 
place. Direct Media believes that targeting business travelers with 
restroom "placards" is not much different than targeting business travelers 
vdth "placards" on commuter rail trains. Direct Media has extensive 
experience in marketing "mterior" programs to both national and local 
advertisers though our experience with the MBTA in Boston and currently 
with the MTA in Baltimore. 

Direct Media will set a rate of $500 gross per sign per month. Our 
research shows that some restroom signs sell for $100-$300 per month in 
small local venues. If we have 500 signs in your airports selling at a rate of 
$500 per month the total media pie for this program is $3,000,000. We 
also'believe these rates may be conservative for the #1 market in the 
country. 

Here are some ofthe reasons why Direct Media believes that the m 
airport restroom advertising program has phenomenal potential: 

• A captive, highly sought after market 
• Ads have a 30 second to two minute "read" 
• Male and or female targeted programs 
• #1 market in the world 
• Accepted medium with high rate of growth 

Direct Media will have a very aggressive timetable for the implementation 
of this program. Immediately upon agreement we will assess all locations 
and provide a detailed installation plan. We will immediately begin 
marketing the program to advertisers through our agency relationships. 
We believe that we will have our first advertisers in place within two 
months ofthe launch ofthe program. 



3, Overall Experience Including Financial Capability 

Cmrently Direct Media operates out of home advertising programs for Massport, at 

Boston's Logan Intemational Airport, a fleet of visitor trolleys in downtown Boston, five transit-

advertising firanchises in Southeastern Massachusetts, the state of Rhode Island, Cincinnati, Ohio 

and Baltimore Maryland. We manage regional transit franchises in Massachusetts for the 

Brockton Area Transit and the Greater Attieboro Transit Authority. 

From 1992 until July of 2000 the partners at Direct Media operated the Boston 

Massachusetts transit advertising contract as President and Vice President of Park Transit 

Displays. Over the seven plus years the principals of Direct Media managed the transit-

advertising contract for the MBTA in Boston we dramatically increased the amount of revenue 

generated for the MBTA. We quadrupled the armual advertising revenue that the MBTA 

received, and generated annual revenue increases at a staggering pace - averaging $2 million in 

increases per year. The rate of revenue increases, averaging 15-20% per year, was fiilly double 

the out-of-home industry's national average, and the 1999 revenue increase was a stuiming 30%. 

In assessing our revenue generation performance over the term ofthe contract, it is also 

important to note that we paid the MBTA the highest percentage of revenue paid to any transit 

system in the country. 

' Seven-Year MBTA Performance 

We consistentiy generated income to the MBTA that was substantially in excess ofthe 

minimum guarantee. The total guaranteed amount to the MBTA over the seven-year contract 

was $13.8 million, and the total revenue paid to the MBTA during that same period was $33 

million. Our performance was 68% better than the minimmn. 

$52,800,000 Total Gross Sales 

$33,000,000 Actual Revenue to MBTA 

$13,786380 Guaranteed Revenue to the MBTA 
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Providence/Rhode Island Exoerience 

In April of 2002 Direct Media was awarded the contract for all interior and exterior 
advertising on the RIPTA (Rhode Island Public Transit Authority) buses. This contract includes 
tiie entire RIPTA bus fleet of 200 fitil size buses and 50 Para-transit '^RIDE" vehicles. 

When Direct Media was awarded the contract there was little or no sales revenue and 
most ofthe advertising copy on the buses was old, dated and/or in disrepair. There was also an 
extreme negative perception in the market regarding transit advertising. 

In our first year of operating the contract we invested in inventory improvements, 
implemented a dedicated sdes effort targeting local as well as some national advertisers. 

Through this effort we generated revenue to RIPTA 63% over the Minimum Annual 
Guarantee. In our second year of operating this contract we increased sales 28% from the first 
year and we are projecting another 20% increase in year three. 

Cincinnati Experience 

In January 2003 Direct Media was awarded the contract for all interior and exterior 
advertising on the SORTA (Southwest Ohio Regional Transit Authority) buses. This contract 
includes the entire SORTA bus fleet of 400 fitil size buses and 50 access Para-transit vehicles. 

Over the course ofthe prior contract the value ofthe contract declined by 50% due to 
economic conditions and the "commercial advertising only" policy implementedby the transit 
authority. 

Under Direct Media's management m year one, sales have increased approximately 
15% over the projected last year's sales ofthe prior contractor. In year two year-to-date sales we 
are already 15% ahead of year one. 

Baltimore Experience 

In March of 2004 Direct Media was awarded the contract for all interior and exterior 
advertising on MTA (Maryland Transit Administration) fleet of 800 fiill size buses, 100 Heavy 
Rail Subway (METRO vehicles), 60 Light Rail Vehicles and 60 MARC Train vehicles. This 
contract includes advertising on the exterior ofthe buses as well as platform advertising on the 
rail lines and interior advertising on the rail vehicles. 

Dkect Media is taking over a market, which has experienced a tremendous decline in 
revenue from the prior contractor. We are again like our Rhode Island experience in a market in 
which the perception of transit advertising is negative. 

Like Rhode Island we are in the process of turning the negative perception into a positive 
one. In 2004 we assumed less than $75,000 in contracts for the entire year. For the same 
time period in 2005 we have in excess of $500,000 in contracts for our second year. 
An increase of almost 600%. By the end ofthe year we expect to double our first year's 
sales to over $1,500,000 
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Airport and Port Authoritv Experience 

Direct Media has recentiy entered into a new, seven-year agreement with 
MASSPORT to develop adverting opportunities at Logan Airport (see agreement letter 
next page). 

We have designed and received approval for and sold the first airport roadway 
wallscape at Logan Airport. We look forward to developmg additional opportunities at 
Logan including the restroom-advertismg program we have proposed for the PANYNJ. 

New Opportunity-Boston's Logan Aimort Exit Road Wallscape 

Y"-



Massachusetts Port Authority 
One Hartxjrside Drive, Sute 200S 
East Boston, MA 02128-2909 
Telephone (617) 428-2800 
www.oiassportcom 

April 22, 2005 

Direct Media, Inc. 
53 Plain Street, Suite 7 
Braintree, MA 02184 

Attn: Peter R. Brown 

Managing Partner 

Re: Commercial Advertising Concession Agreement #L-8220 

Dear Mr. Brown: 

Enclosed for your records is a fiilly signed original ofthe above-referenced 
agreement. 

Sincerely, 
MASSACHUSETTS PORT AUTHORITY 

Pauline Roberts 
Contract Administrator 

End. 

Operating I Boston Logan Intemational Airport • Port of Boston general cargo and passenger terminals • Tobin Memorial Bridge • H^scom Reid 
I Boston Fish Pier • Commonwealth Pier (site of the World Trade Center Boston) • Worcester Regional Airport 

http://www.oiassportcom
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M If? (I 
R e t n i l L e a s i n g 

To The Port Authority of New York and New Jersey: 

Letter of Transnuttal 
June 13,2005 

The mission is to assist the Port Authority in their undertaking to optimize all potential 
advertising revenues of their many facilities in its transportation network. 

We have assembled and organized the best team possible in the nation for this 
undertaking. The nine team members include: Ruder Finn Interactive, Worldwide 
Marketing and Media Group, Positive Impact, Buxton, Cara Martin, Center for Airport 
Management, El Taller Colaborativo, and Garrick^Aug. 

We have collaboratively developed a range of advertising concepts with the intent to 
generate the maximum optimal revenue for the Port Authority. We believe the approach 
taken has created a holistic, creative and innovative process to respond to this RFP. We 
understand the scope and the nature of the opportunity and are capable of exceeding 
expectation of deliverables and assuring success of the requested task by assembled a 
"best of the best" talents. 

The enclosed has revolutionary concepts, technology and revenue streams that will set a 
new paradigm worldwide optimizing TOD (transportation oriented developments) 
utilizing both tangible and intangible assets and using such to exploit the massive sheer 
volume of millions of daily impressions of commuters and the movement of business 
activity. PANYNJ makes the regional economy move; we intend to complete a singular 
vision and message that promotes PANYNJ growing its revenue and thus branding the 
oppormnities for greater values and revenues. 

In addition, unlike some of the billboard advertising agencies our team will not have any 
conflicts-of-interests. Also, and more important, this team views its role as a financier of 
ideas, a consultant and as a facilitator while still having the collective client lists that rival 
any agency to ensure that PANYNJ may surpass its stated goals in the RFP document. 

We have been selected by our team members to be the direct contact with you. Mr. 
Lawrence J. Selevan, Chairman and CEO of Garrick-Aug, will negotiate on behalf of all 
team members with the Port Authority. I am available at 212.557.9090. 

Mr. Michael Kramer, Director of Development Services for Garrick-Aug will be your 
direct contact person. He can be reached at'212.850.0278. 

Sincerely;^^'^ 
Gari:iaPAu2 Associates Store Leasing, Inc. 

rce J. Selevan 
tirman and CEO 

360 Lexington Avenue 
New York, NY 10017 
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CONTACT LIST 
Team IWembers 

Stephen Freibum 
Managing Director of Airport Consultancy 
Center for Airport IVIanagement (CAM) 
1590 South Milwaukee Avenue, Ste. 230 
Libertyville, Illinois 60048 

Cara Fasl<e 
President 
Cara Martin 
285 Main Street 
Mt.Kisco, NY 10549 
Phone (914) 241-4747 

Gary A. Kushner 
Vice President 
CommArts 
110 Constitution Drive 
Menio Park, CA 94025 
Phone: (650) 326-6040 
Fax:(650)326-1648 

Francisco Ruella 
Prihcipal-in-Charge 
550 Broad Street, 5^ Fioor 
Newark, NJ 07102 
(973) 424-6420 

Michael R. Rowe 
Partner and Chief Executive Officer 
Positive Impact 
Meadowlands Corporate Center 
1099 Wall Street West, Suite 110 
Lyndhurst, NJ 07071 
(201)939-8601 

Scott Schneider 
Executive Vice President/Director of 
Interactive 
Ruder Finn New York 
301 E. 57th Street 
New York, New York 10022 
United States 
tel: (212) 593-6400 
fax:(212)593-6397 
email: rfnewyork@ruderfinn.com 

Edward J. Manetta, Jr. 
Chief Executive Officer 
Worldwide Marketing and Media Group 
733 Third Avenue, Suite 1910 
NewYork, NY 10017 
(212)286-1244 

Garricl< Aug is excluded: 
212 557 9090 
Mike Kramer or 
Lawrence Selevan. 
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^ R e l a i l L e a s i n g * * 

MEMORAiNDUM 

From: Lawrence J. Selevan 
To: The Port Authority of New York and New Jersey 
Date: June 13, 2005 
Re: A Vision to this Opportunity 

In addition to our Letter of Transmittal, we wish to present our collective vision. 

First, allow us the opportunity to thank you for your consideration to present a viable 
alternative to traditional "BIG Three" advertising firms or conglomerated media billboard 
companies. Some of us have serious concems regarding potential conflicts of interests of 
the traditional advertising and billboard companies to push through their own "deals" 
benefiting their existing clientele or that they may compete with their billboards. 

Our vision is to present a completely different alternative. We sought and obtained the 
most creative industry leaders in their prospective fields. We also garnered their thoughts 
to create an advertising campaign and program that thinks "outside the box". 

As "arrows in our quiver', we have collected some of the most advanced technologies in 
the fields of interactive and direct communication, print, media, interactivity installations, 
physical kiosks, internet access, LCD displays, electronic wall paper, design concepts for 
banner ads- sponsorship, all creating a new vibrancy and cash flow for PANYNJ. 

As stated earlier, our team members include: Ruder Finn Interactive, Positive Impact, 
Woridwide Marketing and Media Group, Cara Martin, Buxton, Center for Airport 
Management, El Taller Colaborativo, and Garrick-Aug. 

I am available at the following number (212.557.9090) if any party at PANYNJ seeks a 
better understanding of our vision. 

Sincerely^.--' y 
Garric^-Aug As^'ociates Store Leasing, Inc. 

/ i ^ 
0-<:Lawrenc^J. Selevan 

/ c h a i n ^ a n d C E O 
360 Lexington Avenue 
NewYork, NY 10017 

•/y. 
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Lawrence J. Selevan - Chairman 
Home Address: 

Peter Botsaris - Chief Operating Officer 
Home Address -

-. i . 

Peter Nelson - Comptroller 
Home Address -

Johnathan Krivine - Senior Managing Director/Secretary . ' 
Home Address: "" I . '-" 
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• CERTIl-'ICATF. OF leiCCKPORATlOM • 

OP 

GARRICK-AU.1 AC-SOCVATES STORE LEASXWG, INC. * . 

(Under Section t02 of the Business Corporation Law) 

The undersisnc-d incorporator., a.-̂ n̂atural person over 

L̂ e of eighteen years. In order to form a corporation 

>.!:• the Business Corporation Law of the State of Mew York, . 

ifIes as follows; 
\: 

^* l̂a-nie. The name of the corporation is 

GARRICK-AUG ASSOaiATSS STORE LEASING, INC. 

rinafter called the "Corporation"). 

^* Purposes. Subject to any-limitations provided In 

uslness Corporation Law or any other statute of the State 

Yui'k-j and exctsjjt ia ul,Ii:ri'r*l.ce opcclfic=.ily pr jvliad in 

Certificate, the purposes for which the Corporation is 

are: -

2.1 To organize, promote, conduct, engage in, 

d/or carry on a general business of a real estate agency, 

as principal, agent, or broker, on commission or other-

Se, to buy, sell, exchange, leasf;, grant, or take licenses 

respect of, improve, develop, repair, manage, maintain, 

operate real property of every kind, and every'̂ l̂̂ lnd of 
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interest therein; to construct, improve, repair, and wreck 

buildings -and Works of all kinds; to buy, sell, and deal 

in building materials and supplies; to advance loans se

cured by mortgages or other liens on real Qstate; to act 

as loan broker; to do everything proper and. conducive to 

the successful conduct of a real estate and real.estate 

agency and brokerage business," 

2.2 To the extent that a.corporation formed 

under the Business Corporation Law of the State of New 

York may lawfully do so, to engage in, carry on, conduct, 

and participate in research, experimental, manufacturing, .. 

assembling, building, erecting, trading, buying, selling, 

collectirg, distributing, wholesaling, retailing, importing, 

,-exporting, processing, compounding, producing, refinitig, 

=t synttiesiztng, mining, extracting, growing, liquidating, 

!:, dismantling, demolidhliife, tei-.-icing, proni^tins, .exhibiting 

; and publishing activities, enterprises and businesses; 

tand also any activities, enterprises., ventures and busi

nesses similar or incidental to any of the foregoing, 

.2.3 To create, acquire, hold, and deal in and 

>rith, and dispose of, in any manner, any. legal or equitable 

Interest in real property and chattels real, and, without 

imlting the generality of the foregoing, to purchase, 

ceive, take (by grant, gift, devise, bequest or otherwise), 

r ' ' - • A ' ? „ • , 
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own, hold, improve, employ, use, operate, manag?, repair, 

control, maintain, sell, assign, transfer, convey, exchange, 

lease,- alter, construct, mortgage or encumber real property, 

whether improved or unimproved, and structures and improve

ments on real pi'Operty, or leaseholds, or any other legal 

or equitable Interests or rights therein. 

2.1i To create, acquire, Kol'd, deal in and with, 

and ̂ dispose of, in any manner,, any legal or equitable 

ihterest in tangible or Intangible personal property, 

and, without limiting the generality of the'foregoing, 

; td" make, purchase, receive, take (by grant, gift, be-

I qiiest', lease, exchange or otherwise), own, hold, improve, 

6'iiiploy, use, operate, manage, repair, control, maintain, 

p toceB^ , import, export, sell, assign, liransfer, convey, 

exchajige, lease of otherv;lse dispose of, mortgage, pledge 

j-: Or otherwise encumter or in any manner to exploit, turn 

J.to account, trade or deal in or with, personal property, 

^whether tangible or intangible, or any other legal or 

."Equitable interests or rights therein. 

2.5 To make, create, apply for> renew, take (by 

jrant, gift, bequest or otherwise), purchase, lease or 

iherwise acquire, to hold, own, register, use, operate. 

Sell, assign, license, lease, transfer, exchange or 

fherwlse dispose of, to mortgage, pledge or otherwise 

iQtaabep, to acqiiire or grant licenses with respect to. 

>. 
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or in any manner to exploit, turn to account, trade or 

dealin or with, copyrights, trademarks, service marks, 

designs. Inventions, discoveries, improvements, develop

ments, processes, formulae, patents, trade namesj labels, 

prints, or any interest or right, whether legal or 

equitable, therein. 

2.6 To purchase, take (by grant, gift, bequest or 

otherwise), receive, subscribe for, invest in or otherwise 

'acquire, own, hold, employ, sell, lend, lease, exchange, 

transfer, assign, or otherwise dispose of, mortgage, pledge, 

use, and otherwise deal in a.nd with, or in respect of shares, 

Stock, bonds, debentures, warrants, rights, scrip, notes, 

.. evidence:^ of Indebtedness, certificates of interest or 

I participation in proflt--shai»ing agreements, collateral 

trust certificates, preorganisation certificates and sub

scriptions, investment contracts, voting trust certificates, 

Jvcertlflcdt-2s of deposit or other securities or obligations 

of any kind by whomsoever Issued (whether or not engaged 

in similar or different businesses, governmental or other 

|jftetlvities); to exercise in respect thereof all powers and 

privileges of individual or corgorate ot/nership or Interest 

^herein, including the right to vote thereon (by proxy or 

jpherwise) for any and all purposes; to consent or otherwise. 

'•% with respect thereto, without limitation; and to issue 

I exchange therefor the Corporation's shares, st^k, bonds, 
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debentures, warrants, rights, scrip, notes, evidences of 

indebtedness, or other securities or obligations of any kind, 

2.7 To make contracts, incur debts and other lia

bilities, and borrow money on such terms and at such rates of 

interest as the Corporation may determine; and to'mortgage, 

pledge, convey, assign in trust or otherwise encumber or 

dispose of, the property, good will, franchises or other. 

assets of the Corporation, including contract rights and 

including after-acquired property, 

2.8 To lend money» with or without Security; 

provided, that the Corporation shall not have the power 

to engage in the business of banking. . 

.2.9 To issue, reissue, -sell assign, exchange, 

\̂ pledge, negotiate or otherwise dispose of, to purchase, 
/ i i . • " - . • • 

I receive, take, own, hold or otherwise acquire, to deal in 

I or wltU, or to cancel shares, stock, bonds, debentures, 

weirrants, rights, scrip, notes, evidences of Indebtedness 

j> or other securities or obligations of the Corporation of any 

^ kind,.whether secured or'unsecured, and whether or not^con

vertible into or subordinated to-any other class of . 

securities, 

2.10 in furtherance of its corporate business, to 

'guarantee or assume liabiiity for the payment of the prln-

|?lpai of, or dividends or interest oh, or. sinking fund pay-

enta in respect to, shares, stock, bonds,^debentures. 
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warrants, rights, scrip, notes, evidences of indebtedness, 

certificates of Interest or participation in profit-sharing 

agreements, collateral, trust certificates, preorganisation 

certificates and subscriptions, investment contracts, voting 

trust certificates, certificates of deposit, or other 

securities or obligations of any kind by whomsoever issued; 

and to guarantee or assume liability for the performance 

of any other contract or obligation, made or issued by any 

domestic or foreign corporation, partnership, association, 

trustee, group, individual or entity; and, wheri authorised 

in any manner provided by law, to give any guaranty although 

not in furtherance of the Corporation's purposes, 

2.11 In furtherance of its corporate business, to 

be a promoter, partner, co-venturer, member, associate or 

manager of other business enterprises or ventures, or to 

;be an agent thereof, or to the extent permitted In iiny 

^jurisdiction to be an incorporator of other corporations 

of any kind or type, 

,2.12 To cause to be formed under the laws of any 

state or cotmtry, to control or in any manner participate 

the management of, to reorganize, merge, consolidate, , 

ând to liquidate or dissolve any corporation, association 

' organization of any kind. 

2.13 To engage in, carry ori, conduct and/or par-

.Pipate in any activity, enterprise or buslnes^,-which is 

I ' 
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similar or related to any activity, enterprise or business 

herein set forth, or which Is capable of being conveniently 

carried'on incidental, to any such activity, enterprise or 

business or v;nich may directly or Indirectly protect or 

enhance the value of any of the rights or property of 

the Corporation. 

2.1^ To engage in-, tarry .on, conduct and/or par

ticipate in any general or specific branch or phase of the 

activities, enterprises, or businesses authorized in this 

Certificate in the State of New York or in any other state 

of the United States and in all foreign countries, and In 

all territories, possessions and other places, and Iri 

connection with the same, or any thereof, to be and act 

felther as principal, agent, contractor or otherwise^ 

-: 2-15 To do everything necessary, suitable, con

venient or proper for the accomplishment, attainm^rt or 

furtherance of, to do every other act or thing incidental to, 

appurtenant to, grov̂ ing out of or connected with, the pur-

fbses set forth in this Certificate, whether alone or In 

isociation with others; to possess all the rights, powers 

;d privileges now or hereafter conferred by the laws of 

i? state of New York upon a corporation organized under 

Business Corporation Law of the. State of New York (as 

same may be amended from time to time) or any statute 

i;Ch may be enacted to supplement or replace It, and. In 

•v 

/I 



rgneral, to carry on any of the activities and to do ahy of. 

le things herein cet forth to the same extent and as fully 

%3 a iiatural person or a partnership, association, corporation 

•other entity, or any of them, might or could do; pro-

^^ided,"that nothing herein set forth shall be construed 

|s authorising the Corporation to possess any purpose, 

jtbject, or povrer, or to do any act-or thing forbidden by 

[aw to a corporation organized under the Business Corporation 

iaw of the State of New York, 

^regolng provisions of this Article shall be construed 

)oses, objects and powers, and each as an independent 

Se, object and power, in furtherance., and not in limitation,, 

purpos»»s, objects and pov/ers grarted to the Corporation 

laws of the State of New York; and except a,s otherwise 

*Ically provided in any such provision, no purpose, object 

rer herein set forth shall be In any way limited or re-

;ed by reference to> or inference from^ any other provision 

p-s Certificate," 

3. Office. The office of the Corporation is to be 

ŝd in the City of New York, County of New York arid State 

York. - - ^ 

'i. Number of Shares. The aggregate number of shares 

.the Corporation shall have .authority to issue is Three 

:d'(300), all of which shall be Common Shares without par 
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.5. Desip:natLon of Secretary of State; Mallin,- Address 

Secretary of State is desi2J''='-̂*<̂d as the agent of the Cbr-

î tlon 'upon v.'hon procoo.-i in .̂ny action or proceeding against 

:Cdr'pdic3-tlon mx-j be served, and the address to which the 

êtai'y of State shall mail a copy of process In any action 

irocceding against the Corporation vjhich may be served upon 

is; 

Garrick-Aug Ansoclates Store Leasing, InCi 

777 Third Avenue, New York, New York IOOI7 

6. Amendment. An amendment of this certificate of 

JxpOratlon shall be authorized at a meeting of shareholders 

p̂te of the holders of eighty percent (80S) of all outstand-
1 ' ' • • • , • 

^ • • . • ' - • • ' 

fShares entitled to vote ̂ thereon. 

1;, -7- Officers. All officers of the Corporation shall 

j.lected by the shareholders Instead of by the board of 

Fetors, 

8. V-̂ rltten Consent in Lieu of Meeting of the Board 

.rectors. Any action required or permitted to be taken by 

IJboard or any committee thereof may be, taken v/lthout a 

j'ing if all members of. the board or the committee consent 

'itlng to the adoption of a resolution authorizing the 

f"'^*' The resolution and the v.'rltten consents thereto by 

embers of the board or committee shall be filed with the 

;es of the proceedings of the board or committee; 
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' ^ ' iiH.i*5:jii.yi- '̂ '̂-̂ ^ d u r a t i o n of txie - -o rpo ra t ion i s 

,e pcrpctuH.! . 

. IH WI'n^KSS .v;Hji]-;HOK, t h e unde r s igned i n c o r p o r a t o r 

,cr^iij€is t h i i ; ' . 'ei 'ti f i c a l c and a f f i r m s i t as t r u e under the 

t i t l e s o f p e r j u r y on th i : i Gtii day of March, 1975. 

^ Jeanne Drewseh, 
I n c o r p o r a t o r 
3^5 Park Avenue 
New York, H.Y. 10022 

1 : 

Pi OF Ht;W YORK ) 

fTY OF HKH YORK ) 
ss. : 

On the fo,W day.of Marcn, 1975 before me personally 
St . 

; JEA;;r:E DF-irv.SKNi tfi -'ic lci:t-i-:ri, a:ij kriow:;. LO :r.o t o be tiiC-

v i d u a l d e s c r i b e d l a , and who Executed t h e " f o r e g o i n g i n r t r u -

Wi and .she ackriov/ledged t o ine t h a t she e x e c u t e d the same. 

a £ ^ 

, WAV .̂'*=. L WABS'KEM 

y i ' 3 . 0 •p' 



N.Y. - Consent to 
us^ of name. 

RESOLUTION OF DIRECTORS 

OF 

AUG & ASSOCIATES CHAIN STORE LEASING, INC. 

I. Charles Aug, 

^sident and Secretary, respectively, of Aug & Associates Chain 

fere Leasing, Inc.,a N,Ycorporation, do hereby certify that at 

;̂ jĵ etlng of the Board of Directors of said corporation duly held 

the ^ day o f V ^ .-̂ t>-£c- , 1 9 A C the following resolutions 

Irfe placed before the meeting and unanimously adopted: 

RESHT.VED, that it is the Judgment of this Board 
of Directors that the name of Garrlck-Aug Associates 
Store Leasing, Inc. will in no way interfere or conflict 
with the name of this corporation, (consenting 
corporation), and it is our further Judgment that 
said corporate names are sufficiently different 
and will not tend to confuse or deceive. 

RESOLVED, that a certified copy of the fore
going resolution be submitted to the Secretary of 
State of the State of New York, with the recuest 
that the Certificate of Incorpor-ation of Garrlck-Aug 
Associates Store LeaEln^, Inc, be filed. 

IN WITNESS V/HEREOP, we have subscribed this instrument 

lOthday of March , 1975-

i*ORATE 
IL 

OP 

OP 

Preside 

Secretary 

) 
) SS.; 
) 

On this / c ( ^ day of ̂ « ^ ^ ^ 

^ t came 6̂ c-*'. L-̂ --3 U^<-c^' and " : 

.&nd known to me to be the oersons described In and who executed 

» 19'''4 » before me per-
\-

to me 

( \: 
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CERTIFICATE OP INCORPORATION 

OP 

• / 

GARRICK-AUG ASSOCIATES STORE LEASING, INC. 

(Under Section 402 of the Business Corporation Law) 

8 

STATE OP KEW TOTtK 
DEPARTXIEKT OF STATE 

TAX?.: / Ji 
HUNG FEE %, s-y 
ntED KAH i n 1975 

*̂, Cecrelory ol Suto 

P ^ V y ^ 

r 

PAUL. WEISS. RIFKIND. WHARTON a GARRISON =p_,-
ATTORNCTS * N D CouNaetxoRS AT LAW 



few fork ) 

Ititaf&tale) 0S5S8 

fttify ibal ' * " ' « compared the annexed copy u:th ibc onginal dncutnent hied hy the Ofpartrnt-nl o/ State 

same is a correct trttnscnpi of sat J nnninat. 

Witness my band and seal of the Oepartmeni o/ State on PAR 1 2 ] S t 6 

Secretary ttfSlatf 

i : 
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CERTinCATE OF AMENDMENT 
OF 

CERTIFICATE OF D ÎCORPORATION 

OF 

GARRICK-AUG ASSOCIATES STORE LEASING, INC. 

Under Section 805 of the Business Corporation Law 
IT IS HEREBY CERTIFIED THAT: 

fe- r , ^ ' ^ S r a p ^ Fourth of the certificate, which sets forth the capitalization 
1^^ corporation is hereby amended to read as follows: 

| 4 ^ POURTH: The aggregate number of shares which the corporati 
m ^ ^ tbe authority to issue is Twenty Five MiUion (25.000,000) aban 

f class of common stock with a par value of ($.05) per share. 

||:/; 4. The amendment to the certificate of jncorponalion was 

•<ii \ 

1. The name of the corporation is GARRICK-AUG ASSOCIATES 
, STORE LEASING, m e . 

2. The certificate of incorporation was filed by the Department of 
State on the 12th day of March, 1975. 

%. The certiricate of incorporation of this corporation is htreby 
amended to effect the foUowing change: 

The certi&cate of incorporation is hereby amended to change and 
increase the capitalization of this corporation from the presently authorized 
One Hundred Thousand (100,000) Shares with a par value of ($0.05); of 
which Seventy Thousand. (70,000) shares are Class A cormnon shares with a 
par value of ($.0S) and Thirty Thousand (30,000) shares are Class B 

:, commoa shares with a par value of ($.(}5}; . to Twenty Five Million 
C2S,0OO,OQO) shares with a par value of ($.05) oil of which shall be common 
and of one Class. ^ 

The corporatiod is presently authorized to issue One Hundred 
\. Thousand (100,000) shares with a par value of ($.05) per share, of which 

Seventy Thousand (70,000) are Class, A coinmoQ shares with a par value of 
/:> ($.0S) and Thirty Thousand (30.000) are Class B common shares with a par 
'.}.. value of ($.05), aU of which have been issued; said issued Seventy 
;. Thousand (70,000) Class A common with a par value, of ($.05) shaU be 
.;. changed into Seven Million (7.000,000) shares with a par value of ($.05). of 
;: the newly authorized Twenty Five Million (25.0(X>,0(X)) shares with a par 
-̂•:: value of ($.05), all of,one class, at a rate of One Hundred for One and 

'-p: said issued Thirty Thousand (30,000) Class B common shares with a par 
| . value of (3.05) shaU be changed into Three Million (3.000,000) of the ne^dy 
i:i authorized Twenty Five million (25,000,000) common shares all of one class 
ĝ  at a rate of One.Hundred for One. In addition Fifteen Million (15,000,000> | 
j ^ - shares with a par value of ($.05) all of one class are hereby added. 

i'3 

on shall . ^ ^^ 
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ATTACHMENT C - PROPOSER REFERENCE FORM 

NameofProposer ( ^ ! Z - ^ v ^ f J ^ a v M n ^ - ^ - C ^ C H l ^ l C ^ ^ ^ 

Please provide a list of references on the &m*s perfonnance of similar work within the 
last five years, including all cutrent contracts. Use additional sheets as necessary. 

Include the foUowing infoxmation for each Feference: 

Customer Name: ̂ A W / z q i n g ^ ^ - K ^ ^ ^ ^ H - x J ^ ^ " T X / P 
Address: / ̂ j g ^ j j ^ . ^ P ^ ^ P - c J Z — ^ 
Contact Name and Title: (^ i^^V< 1 ' ' ^ n l < ^ i ^ \ ' t r J l ^ 
Phone and Fax Numbers of Conta^ |^^^Z>fe^) " ^ i ^ j;f/^gy:> 
Contract date(s): ^ J^ J, Z ^ L ^ ^ ^ 
Contractcost: ^ p p K - ^ ^ ' ^ ^ " ^ ^ - f ^ ^ T P ^ ^ ^ ^ J ^^^=^-^ 
Description of work:' . ' }_ ^ 

Customer Name: g ; i j tfer^^-i^i H P ^ V ^ ^ ^ ^ ^ 
Address: /ol ^ ft i ^ ^ c T u C ^ U " 

le and Title: 7 ^ ^ ^ J ^ _ : ^ f / i ^ ^ g ^ - ^ v ^ / n contact wame ana i me: ^ P ^ ^ j - ^ f ivr-c^-^irtcpr \ , , _ 
Phone and Fax Numbers of C:oiitact^ S c S a o A ^ S ^ VI C ^ ] D i ^ = ^ c 0 Y r ^ 
Contract datefsV _ 
Contractcost: ^ p p r 6 y \ i ^ ^ 4 e U U ^ I:><3C>, ,gZ5Z:::> 
Description ofWoii: .. I I ' IT" TZ 

Address: ^ ^ O f_.^rJCl r y ^ - j e ; ^ P W t ^ . 
Contact Name and Title: dZ- P 
Phone and Fax Numbers of Contact: 
Contract date (s): 
Contract cost: 
Descrmtion of work 

73 y . . 



ATTACHMENT C - PROPOSER REFERENCE FORM 

Name of Proposer ( C I o M f ^ / ^ ^ T S ^ / ^ ^ ^ ^ ^ ^ 

Please provide a list of references on the firm's performance of similar work within the 
last five years, including aU current contracts. Use additional sheets as necessary. 

Include the foUowing information for each reference: 

Customer Name: ^ - f ^ ^ / g ^ C h r U & ^ 
Address: } l l \ " 5 • ^ i ^ u e K > : a g f ^ 1 0 3 / = : ^ n ^ e ^ ^ C/=^ "=} ̂  / J 5 
Contact Name and Title: ^-^ . ' ^^ 
Phone and Fax Numbers of Contact: . [ ^ 
Contract date(s): . " . -. 
Contractcost: 
Description of work: /) / * 

CustomerName: 
Address:^ 
Contact Name and Title: ; . 
Phone and Fax Numbers of Contact: • 
Contract date{s): 
Contract cost:̂ _ . . 
Description of Work: 

Customer Name:_ 
Address: 
Contact Name and Title: ;_ 
Phone and Fax Numbers of Contact:. 
Contract date (s): 
Contract cost: 
Description of work:. 

73 



ATTACHMENT C - PROPOSER REFERENCE FORM 

NameofPronoser " T ^ ^ ^ = g ^ 4 = ^ K < / ^ i ^ ^ ' ' ^ r T l a n ^ ^ p X i ^ 

Please provide a list of references on the firm's performance of simUar work wthin the /"^^ ^ 
last five years, including aU current contracts. Use additional sheets as necessary. ^ J 

include the foUowing infonnation for each reference: 

contact Name and Title: K c J r ^ H H ^ ^ g t ^ ^ 
Phone and Fax Numbers of Contact:. 
Contractdate(s): / ^ ^ ^ -fo O n ^ O i n ^ 
Contract cost: 
Description of work: / / i / w 

P^ry\t>hrcyhn3j 5pon^6t^sh/p5/ n^^/15 t^^h-b ^ hd iic&)3inj 
•'• : hh=f/xitrf\ 

• • opP^'^'Nm 

Customer Name 
Address: 
Coritact Name and Title: 
Phone and Fax Numbers of Contact:. 
Contract date(s): • 
Contract cost . 
Description of Weak: 

Customer Name:, 
Address: 
Contact Name and Title: 
Phone and Fax Numbers of Contact:. 
Contract date {s):_ 
Contract cost: 
Description of woik;_ 
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ATTACHMENT C - PROPOSER REFERENCE FORM 

I 

Name 

Please provide a list of references on the firm's performance of similar work within the 
last five years, including all current contracts. Use additional sheets as necessary. 

Include the foUowing information for each reference: 

Customer Name: K ) ^ ! j O LJ C T ^ C J T S ^ ^ ^ I $ ^ 7 ^ / ^ 
Address: ^ I ̂ ')r\-f^ ' ' ^ y \ - ^ u n r ^ . ' ^ ^ J p " ' _ r 
Contact Name and Titie: '\^UL'5Hjj H"gtuJ>/g^j^ / Uf^ i n r y j / l ^ & k r n ^ 

V c o n t a c t - ^ ^ i ) ^ ^ - 5 ^ Bl) / f J ^ J ^ Q J ^ ^ V ^ ^ S S ? ^ Phone and Fax Numbers of Contact: 
Contract datefsV *^"^SD^- ' (dM^-t^Tr?h^ 
Contract cost: . ._^ 

Customer Name: A i ; P , ^ r O 7 5 g ^ < ^ ^ V Q W C - ' ^ f ^ j j ^ ^ ., ^ 
Address: ^ I g t> ^^S ' . r^^ r^ ^ , ^ \ / ^ ' , ^ \ ^ M ( S O r : Ijii^ k Z J ^ ^ , ^ ^ ~ S 
ContactNameandTitie: ' \ y f ^ \ / e ^ ^ \ ^ . ^ ^ r ^ , ] ^ / p g p f ^ fc-i^?^ 
Phone and Fax Numbers ofContact: ( ^ [ O ] ^ ^ C 9^^^:> ( ^ ^ J ^ \ D ~ 4 ^ L QCllC 
Contract date(sV 3-gZ>.Q^ 
Contractcost: 
Description of Work: i^rcsbTzpuun Ol w o n t ; t • ^^ > —.^-..v 

CustomerName: ^ g r f g ^ n f U H ^^>^lr?f7<9f>, , M ..^^^^..^^ (^ 
Address: . ^ S f f ^ ^ ^ ^ ^ ^ ^ > ^ ^ ^ ^ ^ ^ ^ 
Contact Naî e and Tifle: ^ T e s ^ f ^ - ^ i ^ J ^ x > Y ^ ^ rS lv^ 
Phone and Fax Numbers of Contact: ^ : : ^ = ^ "^=f^ / ' ^ ^ f * ? g 
Contract date (s);_22^^ffi 
Contract cost: 
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ATTACHMENT C 

PROPOSER REFERENCE FORM 

NameofPnnioser: '^Uo/^LtiuJtCit Ajfiftl^rCtvAJG ^ M c ( > m C R Q Q P 

Please pxovide a list ofjpduences on the finn*s perfonnance of similar work vnliaa &e 
last five yeats, indu.dtng aU cuncat contracts. Use additional sheets as necessary. 

Include the foUow^ig xofonnaticm for each reference: 

Customer Name: B|G £i^^7 Cofs}fefi.Bf^C£ 
Address: 33g l>??cuMgMc S-ifiu-.T, Su^tt: \tQ, Pfiovi&gMg-;̂  RX ou^O^ 
Contact Name and "Tide: T^M ot)JA*<^\A^f . f<^ccnMre LoMMi'̂ îOAje/̂ i. 
Phone and Fwt NutiibefsofCoaatact Moi- ^1^-^10% / O M'oi- 37^- 5"<?fc7 /p) 
Omtiactdate(s): Jut-V I. ^OOH'^tf.^f'^f 
Contract cost: 11 a g^, ^o^> 
Dcscr^ptkm of worlis ' \ i - r 

CnstonMxName: i^09C T^ARO Hocps F(jJODArrO/vj 
Address; ^HS TliU^tce Ave. u>tui<,lo^ ^A^k", SJC-.u) iof̂ c \t<^n^ 
Coattact Name and Title: SjgM . KL^h^c, tyizcori\Jt- hx^i'tTOk _ "" \ 
Phone and Fax Niiitnbofs of Contact: 5((;>-^H3-7.?o<:i ^ )̂ ^^U- 'THSt-^Qi^^lTJ 
Contractdate(s): f<56gi;Agv i, ^ o o ^ - fr^^e^j 
Contract coBt ^^/^^P^O 
Description of Wcidc cnpnonoi WUIK: . . 

Customer Name: rc>oT£ CONC ?j>ct b i ̂ ;6 
Address: ^^0 t̂ t£<^T ^ 3 5T/^££r, NeuJ '^g^^^ -VfcUJ ygî >'<; /ogo/-;?''/£p 
Contact Name anii Title: VJTO CUif.,OK)~ AteOtA ri^MfOc^ 
Pfaone and Fax Njmdiera of Contact: ;;ta - ^S'^ - ^W6:i>"/p) ^ l a • g^^'- '̂c^CO 
Contract date (s): ÂMUĵ gV l, ao&S" - Atftft<̂ H 3 ^ J.Oî S' 
Contractcost: J' •?&/ ooo __,^ 

& i * j 
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Attachment C - Proposer Reference Form 

Name ofProposer: Ruder Finn 

Please provide a list of references on the form's performance of similar work within the 
last five years, including all current contracts. Include additional sheets if necessary. 

Include the following information for each reference: 

Customer Name: Intemational Center of Photography 
Address: 1133 Avenue ofthe Americas, New York, NY, 10036 
Contact Name and Title: Evan Kingsley, Director of Marketing 
Phone and Fax Numbers of Contact: (212) 857-0000 
Contract date(s): 11/05/04 - 11/03/07 
Contract Cost: $500,000 for l" year 
Description of Work: The new ICP marketing program is an overhaul of its offline and 
new media assets, as well as its Customer Relationship Management strategy. 

Customer Name: Johnson & Johnson 
Address: 199 GrandviewRoad,N32l7, Skilhnan.NJ 08558-9418 
Contact Name and Title: Nancy Lewin, Worldwide Director, Wound Care Franchise 
Phone and Fax Numbers of Contact: (908) 874-2834 
Contract date(s): 1/01/02-Current 
Contract Cost: $2,000,000 
Description of Work: Communications campaign which, increased nursing-degree 
program enrollment, promoted public awareness ofthe nursing shortage, create a 
destination website positioning nursing as a modem, viable profession for students and 
second-career seekers, and to provide online tools to help potential nursing candidates in 
their search. 

Customer Name: Novartis Corp 
Address: 608 5th Ave Fl 10, NEW YORK, NY 10020 
Contact Name and Title: Sheldon Jones, 
Phone and Fax Numbers of Contact: (212) 307-1122 
Contract date(s): 1/01/04 - Current 
Contract Cost: $8,000,000 
Description of Work: Novartis wanted to enhance its corporate reputation message, and 
reach its core audience of patients, physicians, and investors. The patient/physician 
message focused on developing patient profiles that would make an emotional connection 
with these target audiences. The investor piece ofthe program focused on placing rich 
media ad units on major investor interest online publications. The ad unit provided 
exclusive video of major Novartis executives speaking on issues that resonated with 
investors. The video content was also surrounded with supporting downloads and links 
directly within the banner. 

•p.' 
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Executive Summary 
To design, create and implement the broadest possible range of Advertising, New 
iVIedia, Interactive Media, Specialty IVIedia and any otiier reiated Out-of-Home 
Advertising concepts that will generate maximum revenues for the PANYNJ from non-
toll and fare sources. 

We have assembled a world class nine-member team of boutique advertising, media, 
retail branding, interactive media, billboard displays, technology providers, and 
sponsorship, and advertising firms with all different and unique skill-sets. 

• Our Team boasts unparalleled experience and research capability in the 
transportation specialty marketplace, and most importantly, at the three local 
airports and the two bus stations. We have a natiorial perspective "with local 
experience in revitalizing JFK Terminals 4 and 5, who are in daily contact with 
the airline industry. Parent company, SH&E can review undervalued or under 
utilized PANYNJ assets to identify opportunites (Center for Airport 
Management). 

• Our Team has a NY metro area presence since 1975 concluding thousands of 
retail leasing transactions and with retail branding experiences intimate with 
local neighborhood knowledge of surrounding retail of the many PANYNJ sites. 
Our Team has extensive experience in the Northern New Jersey marketplace 
specializing in the Meadowlands area, NJ Transit stations and beyond. (Garrick-
Aug) 

• Our Team will integrate its sports and entertainment experience with solid 
traditional advertising models, new concepts and interactive solutions to provide 
access to all potential advertisers utilizing our solid track record of sales and 
follow-through implementation. (Positive Impact) 

• Our Team has the largest most creative interactive and internet advertising 
companies. (Ruder Finn) 

• Our Team has a top sports and entertainment advertising agency with a long 
roster of advertisers perfectly suited to advertise at PANYNJ assets. (WMMG) 

• Our Team has one of the most creative advertising agencies in NYC. (Cara 
Martin) 

• Our Team has the best marketing and consumer databases In the nation. 
(Buxton) 

• Our Team has two of the best designers, one works with airports and the other 
with bus stations. (ETC and Commarts) 

p ' -
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9. ATTACHMENTS 

ATTACHMENT A - AGREpCEra'ON TERMS OF DIS<^S^^ 

The Port Aud^^*s.iep^pt'or d]5<^^ of aî r information'(including mfonnation 
contained,in any p ^ ^ s a ^ Proposers qaaMcaticn^ ideas,43idê ^̂ ^̂ ^ or other 
îmitend .conu^^ or exiHbited by us or on onr belialf) is not to i n^se any 
obligations whatsoever on the iPdrt Au^ority or caititie lis to any compensation therefor 
(excq)t to thê  extent fped^caUy provided in such written agreement, if any, as xtiay be 
entered into between the Port Atithiinity and us). Any sudi information given to the Port 
Aidhority berfore, with or after this letter, either o ^ y or in writing, is not given in 
confidence. Such information tnay be tued, or disclosed to others, for any purpose at any 
time witiiout obhgatipn or ccnnpensatioD and withpot liability of any Idnd ^iliatsoever. 
Any statement ^ c h is incaiisistent with t&s agreement, yiidher made as part of or in 
cormection-with this Agreement, shall be void and of iio efifect This Agreement is not 
intended, however, to grant to the Port Authority ng t̂s^ to any matter \«1iich is t̂he subject 
of valid eidsting or potential letters patisnt The foregoing ajiplies to any information, 
whether drnot given at tiie invitation bf die Port Aotfaority. 

NtftwiihstttttdiHg the above, and ¥flAatti assuming any legal obOgatioh, the Port 
Authority wSl employ reascnable ^Mis, subject to the provisimts of the Port 
AuUtori^'s Freedom of Informa^n ResoUiiott adtfpted fy its Comndtlee on 
Operations on April 11, 1996, not 0 disdose to atiy competitor ofthe unders^ited, 
ittformathn submitted whidi mv trade secrets or is maintained fsr the regulation or 
supervision of commercial enterprise whidt, ff disclosed, would cause substanUal 
inpiry to ̂ coti^etitheposlthn of Ae enterprise, and iMdtinformath 
bry the Proposer as proprietary, whidt nuty bi disclosed by the uttderslgneil to the Port 
AiUhor^ as part ofor in connectipnwiA the submission ofaproposaL 

<TWe) 7 amhs 
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Team Summary 
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Business Plan 
Mission Critical 

Strategic Objectives 
• - • . • . . : - . - . « ^ 

To exploit the successes of PANYNJ and its record 
high transit use in 2004 as both air travel and 
vehicular traffic in bridges and tunnels regionally 
increased 200% compared to other U.S. regional 
markets. 

To help PANYNJ accurately quantify and value its 
impressions and advertising rates to maximize 
revenues to reflect the over 380 million users of its 
unique assets and facilities. 

To capture . 1 % of the $102.4 billion advertising 
market for PANYNJ overtime, approximately $100 
million, a 400% increase from PANYNJ's 2004 
advertising revenues. 

p . 



Business Plan 
The Market 

Predicated on the facts below, we believe that over time at least 
$100 million in advertising revenue can be generated from 
PANYNJ assets. 

In 2004, U.S. corporations spent over $102.4 billion on 
advertising. 
In 2004, total U.S. outdoor advertising revenue was 
$5.8 billion. 
$345 million was spent in contractual payments to 
government entities for transit, street furniture and 
other advertising. 
Billboard advertising costs 86% less than TV, 66% less 
than newspapers and 44% less than radio advertising. 
3 out of 4 businesses said they would lose sales if they 
did not have access to billboards. 
1 out of every 5 dollars spent by advertisers on 
billboards is for travel and tourism. 
More than 90 million passengers used PANYNJ 
airports in 2004. Kennedy International 
accommodates nearly 38 million travelers a year; 
LaGuardia more than 24 million; and Newark Liberty 
International nearly 32 million. 
Advertising at the 42nd Street Port Authority Bus 
Terminal, the 179th street George Washington Bridge 
Bus Station and the Journal Square Transportation 
Center in Jersey City serves more than 69 million 
customers annually. 
The trans-Hudson rail system carries nearly 58 million 
people each year, 80% of whom are business 
professionals, and 75% overall who are between the 
ages of 25-54, offering 5 million viewer impressions per 
month. 

p r . 
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Business Plan 
The Competition's Weaknesses 

They may have existing conflicts of interest with PANYNJ 
enroute to their facilities. 

The PANYNJ cannot be certain that its advertising and 
revenue objectives are not in direct competition with other 
advertising agencies' clients. 

Advertising agencies are not typically early technology 
adopters. They're financially vested to old technologies 
and are therefore not inclined to risk the deployment of 
new advertising technologies which can only increase 
revenue for PANYNJ. 

They have no incentive to treat PANYNJ advertising 
contract as a top priority. 

The focus is on retaining PANYNJ existing contracts and 
not on increasing advertising market share for PANYNJ. 

Larger advertising agencies suffer from a "comfort zone" 
mentality which discourages innovation in maximizing the 
PANYNJ's revenue generation goals for its assets and 
services. 

By definition, an advertising agency will have no expertise 
in maximizing economic revenue from non-performing 
assets at airports and bus terminals. 

Their advertising approach is not integrated with 
sponsorship and retail revenue enhancement so they 
cannot offer a comprehensive PANYNJ marketing 
strategy. 



Business Plan 
Our Team's Strengths 

No existing conflicts of interest with PANYNJ. The PANYNJ 
can be certain that we are working for and with them. 

Our TEAM is composed of early technology adopters. We're 
not financially vested to old technologies and are more willing 
to utilize new advertising technologies found in the sports and 
entertainment world which can increase revenue for PANYNJ. 

The PANYNJ advertising contract will be a top priority for our 
TEAM. 

Our TEAM'S focus will be on gaining advertising market share 
overtime for PANYNJ to reach the $100 million advertising 
revenue goal, a conservative and attainable revenue 
benchmark. 

Our TEAM believes in fresh conceptualization, high impact 
development and increased revenue generation in all of its 
business endeavors. 

Our TEAM will integrate a comprehensive PANYNJ marketing 
strategy into an advertising sales package that will bring new 
clients to transit advertising. 

p^ 



Business Plan 
PANYNJ Advertising Indoor Opportunities 

Interactive Kiosks: Download MTV ring tones, MP3s, Kodak digital 
images of Manhattan, PANYNJ subway maps, directions to a 
Broadway theater, even Fandango movie tickets. 

Animated Commercials: Imagine experiencing a James Bond 
escape scene or seeing Spiderman swing past in a hyper speed 
theater-like videocast experience in a few seconds in a PANYNJ 
train tunnel. 

Surround Sound Satellite Music: Offered by XM or Sirius in 
specific terminals frequented by college students, retirees going to 
Atlantic City, business professionals or summer travelers. 

Truth Billboards (Static): Truth strikes curiosity enough to prompt 
viewing image and reading details, e.g., an accepted college 
application essay advertised by the Princeton Review, a Match.com 
profile or a Homeland-Security alert. 

Oversized LCD Screens: Used as multi-user web surfing attraction 
linked to computers. Timed usage puts searches in queue 
prompting a playback list ensuring users wait and watch for their 
info while watching other web pages onscreen. 

Large Scale Mirrors: Located at critical points of access like. PATH 
entries and exits with written queries like "Do You Need A New 
Job?" posed by a firm like Monster.com. 

Floor Messaging: Imagine a new cell phone company's logo under 
your feet as your current cell battery discharges? 

PATHVision CCTV: High impact clips of upcoming college sports 
games advertised by ESPN, MSG, YES or the College Sports 
Network. 

Baggage Carts: Offered free to travelers by paid advertising from 
Hertz or the Marriott Corp. 

Gate Area News Monitors: TV commercials from companies like 
Bloomberg, Comedy Central's Jon Stewart Show or ABC News. 

B2B or B2C Exhibit Space: To advertise a company's history like 
NYTimes, Disney, Saatchi & Saatchi, Milton Bradley or Callaway 
Golf. ' P'̂  

http://Match.com
http://Monster.com


Business Plan 
PANYNJ Advertising Outdoor Opportunities 

Digital Billboards: Newly built atop the 42"^ St. PANYNJ Bus 
Terminal advertising the newest CSI TV series, a Discovery 
Channel promo or Nokia's newest cell phone and its applications. 

Vinvl Advertising: On rail car exteriors, escalator handrails or walls. 
Best for companies that deliver high impact colors like Virgin's red 
or Apple's white and high impact brands ortaglines like Victoria's 
Secret or Avis. 

Organic 2D Sculptural Billboards (Static): Non-traditional shape 
and size can be used for advertising in the shape of the new VW 
Bug (length is one block long), 1-800-Flowers sublime rose 
bouquet for Valentine's Day (5 stories high) or Nike's newest Yao 
Ming sneaker (18 stories high). 

Electronic Wallpapers: Enabled for multiple ad displays that 
transform into one another. An Absolut vodka ad morphs into an 
ING Bank ad which then morphs into a Sony ad. 

Banners: Thematic and paid for by entities that run campaigns in 
keeping with the theme. If theme is "Fun", paid ads could come 
from amusement parks, IMAX, Electronic Arts or MTV. 

Posters: Limited edition high quality advertising prints of VIPs that 
use PANYNJ's transportation services like Robert De Niro, Derek 
Jeter, Michael Bloomberg, Rudy Guiliani, Kofi Annan, Ron Howard, 
Bill Clinton, etc. paid for by corporate entities that want affiliation 
with star power. 

Art Installations: Teaser art to advertise current exhibits at MOMA, 
Guggenheim, Whitney Museum or American Museum of Natural 
History at airports or 42"^ St. Port Authority Bus Terminal. 

P ' 
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Business Plan 
New Technology 

Introduction 

Interactive computer kiosks have become increaslngiv exciting and elective vehicles 

for marketing, sales and consumer education. Today, customers value the 

convenience, consistency, and accessibility of automated transactions that kk>sks can 

provide. 

Ruder Finn Interactive proposes an interactive kiosk strategy to maximize revenue to 

the Port Authority of New York, New Jersey, and Pennsylvania. Ruder Finn 

, Interactive recommends creating a multimedia experience that will attract the 

attention of commuters in airports^ bus stations, and train stations. These kiosks will 

provide a plethora of services and entertainment features to occupy waiting 

commuters, while simultaneously offering quick information and amenities to these 

in a rush. These kiosks will also create a captive audience, allowing advertisers to 

communicate directly to viewers, 

Ruder Finn Interactive believes that an Interactive Kiosk Strategy is the ultimate 

solutwn to raising advertising revenue for the Port Authority of New York and New 

Jersey. The kiosks will operate as living advertisements, as well as soucres of 

entertainment and information for commuters both In a hurry and passing time. 

Kiosk Description 

The new interactive kwsks will be freestanding machines that can be placed ̂  

anywhere. The kiosk will feature two widescreen HOTVs, one above the other. The 

bottom screen will be touch-sensitive, while the top screen willroL The kiosks will 

also include stereo speakers, optional headphone attachments, and a keyboard and 

touch-sensitive mouse pad. A slot on the side of the kiosk will dispense printed 

documents, depending on the service being used. 

p^ 



Business Plan 
New Technology 
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Services 

Infoiniatiozi 

Sponsorship opportunities from news corporations, trav^ companies, and tourist 

boands. 

Get the top news headlines from any local paper - sponsorship 

opportunities available, by newspaper or o^er 

Local maps for desired destination - travel sponsors may include Lonely 

Planet or others 

Locate map feature - find hotels, restaurants, retail areas by category 

search 

Bti^ness Network - afk>ws executives to leave a message saying how long 

they're at the terminal, which can then alert other executives of their 

presence for possible netvxorking 

Language tutorials and fact sheets - pnnts a smalt sheet with translations 

of important phrases 

Fl igt i t /bus/train locator - GPS-style map shows progress of transport is en 

route) 

Loc3ti<»i tutorials and fact sheets - a brief summary of Interesting histor/ 

and culture of desired destination 

Last £]inut« gift f inder - identiHes all stores In the airport or station, lists 

their offerings and prices 

Health 

Sponsorship opportunities from pharmaceutical companies and national gym chains. 

• Blood pressare monitor 

• Stress tests 

• Sedefitary exercise programs 

• Walk counter (shows a map of airport or bus station, Identifies how to walk 

a mile, mile and a half, etc.) 

• Calorie coyeter (user types in a food, computer identifies all nutritional 

Information) 

p . 



Business Plan 
New Technology 

Entertainment 

Sponsorship opportunities from amusement parks, movie studios, television 

channels, cell phone service providers, Internet businesses, and video game 

companies. 

• Send text messages and instant messages (useful if the user has no cell 

phone signal) 

Ocwnload riog tooes to phone (free, sponsored by a phone company) 

Download HP3s to iPod (free, from music companies) 

Take a fantily photo (sponsored by camera company) 

Send a digital or priot postcard to a friend (featuring a photograph) 

Seod a Postcard - customizable or stock 

Bookand movie reviews from all the top national cr i tKs 

Find what movies or shows a r« playing in adva nee on tbe bus or pla ne 

Satellite Radio player (sponsored by Sirius or XM) 

Online museam (take a viri:uat tourof a local museum exhibit) 

Multimedia interest articles (sponsoring magazines offer short, minute long 

segments dealing with subjects in their most nscent issue) 

Kids 

Sponsorship opportunities from toy companies and children's television networks 

• Mini Cartoons (specially made for the kiosks, featuring children's favorite 

characters) 

• Dance Dance Revolution - Kk>sk Edition (chlklren can dance on pads to 

music, sponsored by music companies) 

• Games (specially created kiosk games sponsored by video game designers) 

• Take a photo, anywhere! (free photographs - Idds take their picture and the 

kk>sk superimposes their face over a selectable background) 

Advertising Opportunities 

The kiosks will offer manifold ways for advertisers to disseminate their messages, In 

Its very design, the kiosk has an established top screen that acts as an electronic 

biilboard. This scnsen allows for advertisers to create moving, speaking 

advertisement that can be seen and heard near the kk>sk, targeting commuters who 

pass by. 

p^r 



Business Plan 
New Technology 

Advertisers will also have the chance to sponsor all of the services offered by a kiosk. 

Each service car providea different means of advertising. For example, printed fact 

sheets on language can be branded with the name of the sponsoring travel company. 

Viral postcards can feature a prominent "brought to you by" when sent over the 

Internet. 

Screen r^al estate can be parsed out accordingly. Banners and loading screens can 

I change on a weekly or daily basis. Advertising can be sold based on the time of 

broadcast (higher prices for higher B-affic time sbts). An advertising sales associate 

could sell packages including appearance on the top ad screen, along with banners 

and skyscrapers and printed materials. 

The advertising possibilities ans virtually endless. For every service included in tha 

kiosk, there are new opportunities for advertising revenue. And, because the kk>sk Is 

interactive, services can be added and taken away at any time, changing advertising 

availability, and giving advertisers the chance to propose their own services that they 

would like to sponsor. 

P ' 



Business Plan 
New PANYNJ Location 

An attempt to secure the rights to the exterior signage at the 42nd Street Port 
Authority Bus Terminal might be a way to "create" a new location .with a higher 
yield. 

After examining the existing twenty-year contract we note that there is a thirty-
day "buy-out" option that could be exercised by either party. 

This element of dominant-level signage could be a major hurdle in engaging 
competing or additional advertisers (and sponsors) in this facility. 

However, securing the exterior rights in addition to having on-site advertising 
and sponsorship opportunities within the facility could offer some highly 
lucrative "packages" that may include exclusives. 

;• r 
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Business Plan 
New Technology 
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E Ink Programmable Signage 

Interactive Wallpaper 

Book-marking Retailers 

Holographic Dynamic Digital Signage 

Mobile Wallets 

Smart RFID Enabled Cell Phones 

P ' 7 



Business Plan 
New Technology 
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E INK: FOR LARGE AREA 
ELECTRONIC PAPER DISPLAYS 

[Progr'ammable Signage 

in contrast to traditiohal display technologies 
on the market today, E rhk's reflective paper-
like display technology enables displays that 
are extremely easy-to-fead at virtually any 
angle and under any lighting condition -
including direct sunlight. Ultra-low power 
consumption and low heat dissipation have the 
potential to eliminate the need for noisy, power 
consuming fans; thus making quiet, battery-
operation possible for certain applications. The 
thin, light form of these electronic paper 
displays offers a wide range of sign installation 
options for customers which are currently 
constrained by existing heavy display 
products. TOPPAN is targeting the sale of 
these display modules to system integrators of 
public and transportation signs in fiscal 2005. 

Chair-Screen 

'The Chair-Screen establishes a new conception of 
information based on pesonal communication; in 
practice, it is a telecommunlcator. Life-size images of 
speakers will be recorded in and projected on the 
armchairs in order to give images a new dimension, 
to take them off the screen -the symbol of media 
indifference- in an attempt to achieve greater 
involvement, a communication-information based on 
personal interaction." 
-Index 2005 via We Make Money Mot Art 

Passengers travelling by rail, local 
public transport or air will catch a 
peek of the future as of 2005: 
display technology using electronic 
ink - E Ink. Perfectly clear 
characters and graphics from 
almost any viewing angle or in any 
light conditions. Furthermore, 
information systems utilizing this 
paper-like technology are 

attractively economical to run. 

P ' 



Business Plan 
New Technology 

Interactive Wallpaper 

The surface of the wallpaper can display text and 
images according to the input received from a 
computer. The wallpaper works like a low resolution 
and low refresh rate display, giving you the possibility 
to change patterns and contents on your walls. 
The surface and patterns of what appears to: be 
ordinary wallpaper are actually interfaces that act as 
switches or displays. The back of it is covered with a 
grid of sensors, conductive materials and resistors. The 
physical interaction allows you to dim lights, turn on 
home appliances, read email on the wall, or view 
pictures taken with a camera phone. Another version of 
the wallpaper acts as a barometer, changing color 
according to the level of humidity detected in the 
atmosphere. 

> ' 



Business Plan 
New Technology 

Bookmarking Retailers 

F 1 
Tokyo-based company TechFirm is launching a service that connects 
consumers and small retailers using RFID. Consumers having RFID-
enabled phones can "bookmark" their favorite shops by showing their 

phones to RFID readers installed in stores. Information about the 
store is automatically transmitted to the phone. 

The service allows consumers to easily manage and access 
information about their favorite stores "anywhere at anytime", while 

stores can collect lists of potential customers and use the lists to senc 
bargain, information, etc. 

Location-based bookmarking is not a new idea. Last 
year, UK-based Hypertag began offering billboards 
and posters that beam product-related information 
to cell phones using infra-red signals. 

i.i 
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Business Plan 
New Technology 

Holographic 
Dynamic Digital 
Signage 

Generating Sales Through Holograms: 5-D Vision Technologies, Inc. in a strategic 
alliance with BARCO, can bring images to life within retail centers and other places 
where people gather, such as banks, museums and trade shows. Look for its images 
to be less pretty pictures than interactive commercials designed to jolt passers-by, jusi 
long enough for them to become shoppers and spark an impulse purchase or to 
receive an incentive for a return visit. 
" We are a new advertising medium," said Manny Martinez,̂  5p Vision's, Principal. 
"Today, people advertise in a predictable manner; from broadcast to print to billboard 
signage trying to rise above the clutter and competition. What you haven't seen Is a 
floating image in midair, tickling your senses. It's an attentiori-grabbing "mouse-trap" 
that's going to make every person stop, view, play, and remember"., 
Technology has now become affordable enough for businesses to consider using 
holograms. Martinez says 5-D Vision's approach to holography differs from that of 
most commercial users by going beyond image. The company integrates the 
holograms of client advertisers with interactive pitches for their products and services.: 
Customers are directed to websites or phone numbers to call for premiums - discount 
couporis, for example -intended to generate on-the-spot sales (Point-of-Sale). The 
compariy can track for clients the effectiveness of their advertisement by how many 
custoniers redeem the coupons and then present them at the check put counter using 
real time data as well as demographic data, which is crucial for retention. 

P ' 



Business Plan 
New Technology 

MOBILE WALLET CELLPHONES 

DoCoMo launches mobile wallet cellphones 

NTT DoCoMo has finally announced the start of its mobile wallet 
services, containing Sony's FeliCa contactless 10 chip. The 
addition of FeliCa and the impressive range of partners DoCoMo's 
assembled means that your phone can now be used to do a whole 
host of things. In addition to making payments at shops that have 
e-money terminals installed or using your phone as a train pass, 
you can buy tickets online and swipe your way through into 
concerts and cinemas, check in for international flights, and so 
forth. Most of the major banks and credit card companies are in on 
the act, too. There's also a real estate company planning to let 
residents use phones as apartment keys; you will apparently be 
able to get e-mail notifications telling you who's just got home, and 
even to e-mail a duplicate key to others. 

"Many phones now have chips that turn cell phones into "smart cards" 
that allow subscribers to pay for tickets, food, etc. In Japan, DoCoMo 
plans to expand this service so commuters can use phonjes with special 
chips as train passes. DoCoMo's new generation of "3G" handsets can 
even scan 2D bar codes pasted, say, at bus stops, which allows 
customers to get a bus schedule instantly, and an ETA as well. Once on 
the bus, they can receive coupons sent to their cellphones from stores 
along the bus route." 

NYTimes 06-06-05 

p ' 



Business Plan 
New Technology 

RFID Enabled Cell Phones 

Some major cell phone manufacturers are preparing the release communication 
devices incorporating RFID technology that they hope will change the way consumers 
buy products, services and use their credit cards. According to a new report from ABI 
Research, within a few years, users of cell phones and other handheld devices will 
use near field communication (NFC) to access services and buy products simply by 
holding their own device close to another one. 
NFC technology uses short-range RFID transmissions that provide easy and secure 
communications between various devices. That means that, for example, making a 
reservation could be as simple as holding your phone close (less than 20 centimeters) 
to a poster or advertising billboard. Without ever dialing a number or speaking to 
anyone on the phone, you'd be able to purchase concert tickets, book hotel rooms 
and make other types of reservations and have these transactions charged to a credit 
card using account information stored in the handheld device or phone. 
These transactions can be done without user configuration. In other words, the RFID 
tag inside the device will automatically connect, via the cellular connection or through 
NFC-enabled Wi-Fi or Bluetooth to the appropriate Web site so you can learn about . 
the product or service, transfer content such as audio or videofiles, or cariV out a -
commercial transaction. 
Manufacturers of the NFC chips would include the same companies that currently 
make RFID tags, labels or chips, including Philips, Tl, Infineon, Sony, ASK and Inside 
Contactless. ABI Research sees NFC-enabled cellphones as the initial driver in the, 
market. Consumers.can expect the first NFC-equipped handsets to come on the 
market in 2005. By 2009, ABI estimates that up to 50 percent of the cell phones is use 
will be NFC-enabled. 
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KlQSk Bank Opportunity 

Interactive computer kiosks have become increasingly exciting 
and effective vehicles for marketing, sales and consumer 
education. Today, customers value the convenience, consistency, 
and accessibility of automated transactions that kiosks can 
provide. 

L.i 

Ruder Finn Interactive proposes an interactive kiosk strategy to 
maximize revenue to the Port Authority of New York, New Jersey, 
and Pennsylvania. Ruder Finn Interactive recommends creating a 
multimedia experience that will attract the attention of commuters 
in airports, bus stations, and train stations. These kiosks will 
provide a plethora of services and entertainment features to 
occupy waiting commuters, while simultaneously offering quick 
information and amenities to those in a rush. These kiosks will 
also create a captive audience, allowing advertisers to 
communicate directly to viewers. 

Ruder Finn Interactive believes that an Interactive Kiosk Strategy 
is the ultimate solution to raising advertising revenue for the Port 
Authority of New York and New Jersey. The kiosks will operate as 
living advertisements, as well as sources of entertainment and 
information for commuters both in a hurry and passing time. 

R U D E R . F I N N 
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Opportunity 
KM^'Dmcription 

: : . • : , : : : 3 

The new interactive kiosks will be freestanding nnachines 
that can be placed anywhere in clusters of 4. Each kiosk will 
feature a screen with digital displays above the cluster to 
provide maximum visibility and drive awareness. The kiosk 
screen will be touch-sensitive. The kiosks will also include 
stereo speakers, optional headphone attachments, and a 
keyboard and touch-sensitive mouse pad. A slot on the side 
of the kiosk will dispense printed documents, depending on 
the service being used. 

R U D E R - F I N N 
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Mi@§k Opportunity 
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Information 
• Advertising opportunities from news 

corporations, travel companies, and 
tourist boards. 

• Get the top news headlines from any 
local paper - advertising opportunities 
available, by newspaper or other 

• Local maps for desired destination -
travel sponsors may include Lonely 
Planet or others 

• Locate map feature - find hotels, 
restaurants, retail areas by category 
search 

• Business Network - allows executives to 
leave a message saying how long they're 
at the terminal, which can then alert 
other executives of their presence for 
possible networking 

• Language tutorials and fact sheets -
prints a small sheet with translations of 
important phrases 

• Flight/bus/train locator - GPS-style map 
shows progress of transport is en-route) 

• Location tutorials and fact sheets - a 
brief summary of interesting history and 
culture of desired destination 

• Last minute gift finder - identifies all 
stores in the airport or station, lists their 
offerings and prices 

Health 
Advertising opportunities from 
pharmaceutical companies and 
national gym chains. 

• Blood pressure monitor 
• Stress tests 
• Sedentary exercise programs 
• Walk counter (shows a map of 

airport or bus station, identifies how 
to walk a mile, mile and a half, etc.) 

• Calorie counter (user types in a 
food, computer identifies all 
nutritional information) 

R U D E R - F I N N 
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Opportunity 

Entertainment 
• Advertising opportunities from 

amusement parks, movie studios, 
television channels, cell phone service 
providers, Internet businesses, and 
video game companies. 

Send text messages and instant 
messages (useful if the user has no cell 
phone signal) 
Download ring tones to phone (free, 
sponsored by a phone company) 
Download MP3s to IPod (free, from 
music companies) 
Take a family photo (sponsored by 
camera company) 
Send a digital or print postcard to a 
friend (featuring a photograph) 
Send a Postcard - customizable or 
stock 
Book and movie reviews from all the top 
national critics 
Find what movies or shows are playing 
in advance on the bus or plane 
Satellite Radio player (sponsored by 
Sirius or XM) 
Online museum (take a virtual tour of a 
local museum exhibit) 
Multimedia interest articles (sponsoring 
magazines offer short, minute long 
segments dealing with subjects in their 
most recent issue) 

Kids 
Advertising opportunities from toy 
companies and children's television 
networks 

• Mini Cartoons (specially made for the 
kiosks, featuring children's favorite 
characters) 

• Dance Dance Revolution - Kiosk 
Edition (children can dance on pads to 
music, sponsored by music 
companies) 

• Games (specially created kiosk games 
sponsored by video game designers) 

• Take a photo, anywhere! (free 
photographs - kids take their picture 
and the 

• kiosk superimposes their face over a 
selectable background) 

R U D E R - F I N N > ' 



Kil^^k opportunity 
^̂  " '""-' ' '^ lortunities fi 
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The kiosks will offer manifold ways for advertisers to 
disseminate their messages. In its very design, the kiosk has 
an established top screen that acts as an electronic billboard. 
This screen allows for advertisers to create moving, speaking 
advertisements that can be seen and heard near the kiosk, 
targeting commuters who pass by. 

Advertisers will also have the chance to brand all of the 
services offered by a kiosk. Each service can provide a 
different means of advertising. For example, printed fact sheets 
on language can be branded with the name of the sponsoring 
travel company. Viral postcards can feature a prominent 
"brought to you by'' when sent over the Internet. 

Screen real estate can be parsed out accordingly. Banners and 
loading screens can change on a weekly or daily basis. 
Advertising can be sold based on the time of broadcast (higher 
prices for higher traffic time slots). An advertising sales 
associate could sell packages including appearance on the top 
ad screen, along with banners and skyscrapers and printed 
materials. 

The advertising possibilities are virtually endless. For every 
service included in the kiosk, there are new opportunities for 
advertising revenue. And, because the kiosk is interactive, 
services can be added and taken away at any time, changing 
advertising availability, and giving advertisers the chance to 
propose their own services that they would like to sponsor. 

R U D E R . F I N N 
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Bank Opportunity 

Kiosk advertising is based on a competitive rate of digital 
screens but with increased awareness and brand 
interaction. Advertising is valued at $85,000 - $100,000 per 
month. Kiosk clusters would be placed in each terminal for 
maximum exposure. 

Between $6,000,000 - $7,080,000 per PANYNJ asset annually 
(with an average of 4 - 6 sponsors per month; assuming all 
months contracted) 

3 PANYNJ assets: JFK Airport ($6,000,000 - $7,080,000), 
Newark Liberty International Airport ($6,000,000 - $7,080,000), 
LaGuardia Airport ($6,000,000 - $7,080,000) 

Annual revenues generated: $18-$21,240 million 

R U D E R - F I N N 
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Studies 
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Visitor Center Information 
Kiosk 

City of Charlottesville, 
Charlottesville, VA 

Air^mrl 
Iniiiriiialii'n 

iLomnuinilv 

(itVip'inu 
Charlottesville/Albemarle Airport 
upgraded their visitor welcoming 
information with an "Electronic 
Visitor's Center," using an interactive 
kiosk. Using live access to the 
airport's own web site and to third 
party web sjtes, the airport was able 
to provide newly arriving passenger, in the baggage claims lobby, 
with a wealth of information about the Charlottesville area. By 
accessing live web sites, the Airport did not have to inherit the 
overhead and maintenance cost of keeping printed brochures 
updated and in stock. Kiosks display print information about where to 
stay, where to eat, and what to see. The kiosk also provides 
information about the location of various attractions, available ground 
transportation, airport services, and local civic events. This strategy is 
excellent for leveraging content development and maintenance 
efforts expended by others to add value to the project. 
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Qa^e Studies 
. • 'GfrntcMm^yiile-Albemarle Airport, Cont 
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Key Features - Up Front 
• Airport Services and 

Amenities 
• Local Events and Attractions 
• Ground Transportation 

Information 
• What to See and Do 
• Where to Stay 
• Where to Eat 

Behind the Scenes 
• Connects to the City's live 

web site via dial-up or 
persistent Internet/Intranet 
connection. 

• The City's web site loaded 
on the hard drive, to 
simulate an Internet session. 

• Hit tracking program allows 
the City to track which 
locations get the most 
usage. 

• Configuration of web 
browser database allows 
browsing only Cty-
authorized URLs. 

Financial Opportunity 
• Developed additional 

advertising revenues of 3.3 
million per year 

• Additional revenue ties 
between airport web site and 
online sponsors 

R U D E R . F I N N 
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Empireif i t f Development 

July 14,2003 

Mr. Aiex Garcia, President 
El Taller Colaborative, P.C. 
550 Broad Street, 5̂ ^ Floor 
Newark. NJ 07102 

Dear Mr. Garcia: 

On behalf of New York State, the Department of Economic Development. Division of Minority and 
Women's Business Development (D/MWBD) has determined that your firm. El Taller Colaborativo, 
P.C continues to meet Che eligibility requirements forfe-ceitification. 

Therefore, we are pleased to inform yOu diat your firm has, once again, been granted status as a 
Minority-Owned Business Enterprise. Your business will be listed in the State's Directory of 
Certified Businesses with thefoliowing list of principal products or services: 

(23) Architects (113) Engineering - Civil (638) Engineering - Structural 
(681) Engineering - Transportation (682) Transportation Planner 
(498) Urban and Regional Planning (381) Landscape Architecture 

ThisceitifiGation remains in effect for a period of generally two years from the date of this letter or until 
such time as you are selected again, by this Office for re-certification. Any changes in your company 
that affect ownership, managerial, and/or operational control must be reponed to this Office within 30 
days of such changes; including changes of company name, business address, telephone numbers, 
principal products/services, and bonding capacity. 

The Certification status is not intended to imply that New York State guarantees your company's 
capability to perform on contracts, nor does it imply that your company is guaranteed any State business. 

Thank you for your cooperation and on behalf of the State of New York, we wish you success in your 
business endeavor. 

Sincerely, 

Brian Ansari 
Associate Certification Analyst 

BA:fmg 
File #01693 

N e w Y o r k S t a t e D e p a r t m e n t o f E c o n o m i c D e v e l o p m e n t 

30 South Peor! S t ree t Albany New York" 1 2 2 4 ^ _ J e l 518 292 5 1 0 0 

Websi te w w w . e m p i r e . s t o t e . n y . u s •' 

http://www.empire.stote.ny.us




Proposal 
Marketing Concept to Promote PANYNJ Facilities 

,^ , . . ,-:ii :5:^.^iLi.;:-*.:; 

Create a new media network called 
"EVERYWHERE" to include all venues 

Enable advertisers to tap into the 
entire network - reaching (capturing) 
millions of people every day with one 
cost-efficient media buy. Capitalize on 
the fact that advertisers know that the 
speed of life is accelerating. Let 
advertisers reach PANYNJ with relative 
ease. 

the best prospects are moving targets 
- in the air or on the road 

-constantly. 
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Proposal 
Marketing Concept 

CREATIVE CONCEPT 
To hit zillions of moving targets, 
youVe got to be... 

EVERYWHERE 

f 1 

Li 

THE NEW PORT AUTHORITY MEDIA NETWORK 
"CATCH THEM WHERE THEY FLY, TRAIN, BUS AND DRIVE" 

When your universe is spinning 24/7, 
youVe got to be... 

EVERYWHERE 

THE NEW PORT AUTHORITY MEDIA NETWORK 
"CATCH THEM WHERE THEY FLY, TRAIN, BUS AND DRIVE 

MARTIN 
toe get tf. 



Proposal 
Marketing Strategy 

|^p^g0A/iU use a three prong marketing approach based on 
^^i^iei^i j i i l iQ^ojf) and discount pricing to lure advertisers to 

•«r-"^-•:. 

^S^^i^NryNJ assets and services. 

(̂3 ̂ I f f r s t : m o v e r advantage one t ime only 10% discount off of 
r a d ^ l j s i h j p̂^̂^̂^ existing PANYNJ advertising clients to enlist 
karris uDDoHahd̂ ^ rl̂ ^sup|J6rt:arid^ revenue. 

MtilizeVte'arri's client base to enlist second wave of advertisers at a 
mj0^(^:rrt-^r. 

on:e;;time;gnly 5 discount off of PANYNJ advertising prices. 
r i y • ? • • ; - • ' ' ? - • •-•• 

^ m l ^ ^ f e ^ - ^ - ^ v ^ ' - ' - " ' • • ' • • • -
» W * i f l i 4 % ^ .Ci • ^ • ̂ •••- . • • - - . 

^^tepsnd;adve^^ client base with new clients and offer one-time 
l ^ ^ f w I i M ^ of PANYNJ advertising prices. 

ef̂  5 ; ^ ^ : ^ ^ = r -• 

y*/-



Proposal 
Indoor Advertising Pricing 

j;iSiInteractive Kiosks: $1.5 million annually. 

Sigli^imated Commercials $400,000 per commercial for one month 
^fttperigdi-runriing continuously. 

'^^StfTOuM-Sdund Satellite Music: $750,000 per terminal or station 
fe 

l ! l s l fu th : Billboards (Static): $180,000 per billboard per month. 

" ^ ^ M ^ e ^ e c i t C D Screen: $1.5 million per quarter. : • 

iM lMf l iSca l fe - Mirror: $750,000 per quarter.. 

p»il«iF;lQtftv Messaging: $150,000 per message per week. 

i i ^M$Jt i f i ( ^ rvCCTV: $1 million per month. 

iBaqqaqe--Carts: $25,000 per cart per month. 

^^Migatg^regNeivvs Monitors: $175,000 per quarter. 

I^^RPRrnr^RPf^FYhihil :B2B;Q'rcB2e;Exhibit Soace: $1 million per month. 

P ' 



Proposal 
Outdoor Advertising Pricing 

[l^&Diaitki-Billboards: $1 million per billboard atop 42"^ St. Port 
i:.wsî l'3,t̂ MW^̂ ^ Terminal per month. For other digital 
^tbillboafds^ $500,000 per billboard per month. 

$200,000 per month per train or bus. 

Wi 
l©Tfgnj^i2D°Sculptural Billboards (Static): $350,000 per 
Sllboardlfdr one month. 

^^j leGtronic Wallpapers: $1.5 million per month. 

SSi^^^Moi^-$60,000 per banner for duration of campaign, 
^^B îiHihriefrahie determined by PANYNJ and contractor. 

•i^g Rosters:-$80,000 per poster per month. 

l^ifeAlrf^riistallatiohs: $1 million per exhibit. 

./ft^!>:-c'-'-'^-" 

.''"-,. 
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Proposal 
Tentative Implementation Schedule 

:,-'v •-• phas^ I (30 days) 
[: 'f-'v^^Q'/Market Research & Development: Buxton, GAM, Cara Martin 

=%!-'̂ i-̂ lT"6am rendered for which Indoor & Outdoor Advertising and New 
''i^r^p';:^:^ttec^o\6Qies to pursue; GA, Cara Martin, CAM, Buxton, Positive Impact, 
A4HK^--^V\/MMG, E CommArts and Ruder Finn Interactive. 

^iCcyi j .^t fcs^isj i i i^ i^- i . f -^r--^^' •••• • ' • , 

;.1 p ^ ^ | ; . 3 : ( 8 0 d a y s ) > : . . - •, 
i IS^jl^^/Prototype M^ & Location Mapping: CAM, ETC, CommArts, Ruder 

?%;-5Ŝ îv5? Finn Interactive, GA 
• & 0 m m ( ^ ^ < : - ' - ' • • .• 
- g | |$ fp |as | i ' (3gc lays) ; • . . 

Jl̂ l-fe-V-Prototype Testing: WMMG, Ruder Finn Interactive, GA, Positive Impact, Cara 
;-':g|gi'^'f'll*^artln;:CAIvr. 
*•;.• / - - i . . - , - ^ ^L-^ j . ' : ' • •^;_^,-v ^ • , , ,-

^feSCRS^§.§ (30 days) 
&f^S^roi<Mpe.Re\\nerr\e^ CAM, ETC, CommArts, Ruder Finn Interactive, GA, 

,. Pi l i^fe'-WMMG-,-; . -• 

t ^ # B f i a s e 6 2Qdays) 
; '; rW^-fePresentatlon to PANYNJ/PANYNJ Determinations: The Team 

^M;Pl iase^7(10days) 
.̂ ^^- ÎfAf̂ ^^^YNJ Prototype Refinements Incorporated: The Team 

: ., ^^|^^ghase;8,(10days) , 
' ^:^SfPANYNJ:Firial Approval: The 

. . im^r^m-ry . ""•• •• 
Team 

t , -

(30 days) . 
of PANYNJ-approved Advertising: The Team 

(30 days) 
•'.v?ef0PANYNJ Approved Location Mapping and Installation Roll-out: The Team 

fjS^>:;_F|hase11 (ongoing), 
^4|3^^.rMlinte and Testing: Buxton, CAM, Cara Martin, GA, Ruder Finn 
?̂ .?$-*?̂ %l|l3VXptera9̂ ^ WMMG, Positive Impact, 

" ' ' " " ' • ' • • " ^ ' - " " " ^ • . . . p . 



Proposal 
Overall Experience 

m ^ • 

:̂ > 

i l i i levant Contracts 

JihsihSial Capability 
"^istaihable Revenue 

,..,vr.^..Srong Management 
^ ^ i a l t h e r s with 

*l|e§ignated Expertise 
'SSL l i je f r^ted Creative 

^P#i^£fS^::^i-
^ ^ i i l i f t Qualifications 

SipFibined, in excess of 
W3 Clients have worked 

Our Team Partners 

p... 



Proposa 
Revenue Share Agreemen 

MAG 

It is understood that a MAG (Minimum Annual Guarantee) is required to 
assure the same or greater cash flow to PANYNJ on an annual basis as 
PANYNJ receives currently.- This MAG must be supported with a financial 
guarantee (the "Guarantee") preferably from a A+ to AAA credit (Moodys, 
S&P) third party "insurer" or provider so that if the MAG is "called" then 
PANYNJ will not lose any current or future income. Presently GE Capital, 
Citibank and Starwood Capital have close relationships with our Team. GE 
Capital has preliminary interest in providing the Guarantee. Heather 
Goodrich AVP Corporate Lending may be contacted at GE Capital at 212 
371-8006. Any real interest is subject to full disclosure ny PANYNJ of 
existing revenue sources and their due diligence of same. 

The term of our Guarantee shall commence simultaneously with our 
contract with PANYNJ approximately July, 2005 and ending June, 2010 and 
the Guarantee will mature during July 2010 or will be renewed each year as 
required. The MAG Guarantee will be an amount equal to 110.0% in the first 
year base year revenues, 125% of the second year and thereafter. 

SAIVPLE 
Vear l Year2 Yea-3 Year4 Year 5 

Base R^/enue 25,0CO,0CO 27,500,CXX) 34,375,000 42,968,750 53,710,938 
MAG Guarantee Amoint 27,500,000 34,375,000 42,968,750 53,7ia938 67,138,672 
l n a e a s e d M ^ % 110.C% 125.0C% 125.00% 125.0CP/o 125.0CP/o 

Participation Above the MAG 

In a negotiation with PANYNJ, a MAG will be established for each year and 
that amount will be paid from the Guarantee if not available from cash flow. 
After the MAG is paid to PANYNJ, a revenue share will be distributed as 
follows: 

1. Any amount in excess of the preceding year will be paid 100.0% to 
PANYNJ until PANYNJ receives 115.0% of the preceding year. 

2. The next cash flow will be distributed 85:15 Basis (85% to PANYNJ) 
until PANYNJ receives 125.0% ofjhe previous years net cash flow. 

3. Thereafter, the split is 70:30 (70% to'PANYNJ). 



Existing Advertising Contracts: Port Autiiority Bus Terminals 

PANYNJ Bus Terminals 

Exter ior Signage 

Deposit 

"the structural grid and the 
electrical and operational 

equipment become the property 
of the PANYNJ" 

I n te r i o r Signage 

Deposit 

"gross receipts- all monies paid 
or payable to the Permitee for 

any advertising matter or other 
presentations or exhibitions" 

$50,000.00 

Electricity will 
be 

metered 

$250,000.00 

1996-2016 

1996-2006 

VIACOM Outdoor 
Group 

*30 day termination 
possible w/o cause at 

any t ime* 

annual percentage 
feeof 62.5% to 

PANYNJ 

VIACOM Outdoor 
Group 

annual percentage 
fee of 60% to PANYNJ 

/ * • ' 



Existing Advertising Contracts: PATH 
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Tunnels 

Deposit 

Monthly Fee 

PATHVISION 

Deposit 

Monthly Fee 

Estimated PATH 
Revenues 

$100,000.00 

$4,167.00 

Broadcasting System 

$250,000.00 

15% of ad sales 

$10K+ 15% of ads 

$10K + 20% of ads 

"handles the procurement of all aspects of 
advertising, sales promotion, events 
marketing, research and creative sales 
including production and special events as 
appropriate" 

PATH Trains 

Monthly Fee 

"covering space on 
and in the properties, 
facilities and train cars 
of the interstate 
railroad system o&o 
by PATH" 

$55,000.00 

$58,000.00 

, $65,000.00 

Apr-02 

Apr-03 

first 6 months 

next 6 months 

Year two 

2003-2004 

2004-2005 

1995-2007 

2004 

2005 

2006 

'v 

t.fji^K^K-:i'^^^-*i^.'^',ii-^>-??r-^^^^ 

Submedia,LLC, 552 
Broadway, NYC 
10012 

Black Experience, 450 
7th Ave., NYC 
10123 

$260,000.00 

$684,000.00 

VIACOM Outdoor Group 

plus percentage fee of 
60% to PATH 

plus percentage fee of 
60% to PATH 

plus percentage fee of 
60% to PATH 

: ' ; ^ -5 /^> :^> t^^ : r -v 

Joshua 
Spodek 

Melvin Wilson 
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Existing Assets: Airtrain, Out-of-terminal and Smartcards 

PANYNJ Assets 

Deposit 

"Northeast corridor now 
controls railroad station, 
components are NEC rail 
platforms and Airtrain stations 
and the Airtrain and the 
monorail cars. No advertising 
allowed either NJ Transit or 
AMTRAK." 

A i r t ra in , Out-of-
Termmal , and 

Smartcards 

T M I Media, L.P. 

$200,000.00 

Universal Outdoor 

1990-1995 

1996-2000 

2001-2005 

12/00-12/05 

$800K escalates to 
$ l . l m i l 'Annual 
Guaranteed Fee 
Amount' 

$1.9mll escalates to 
$2.45mil 

$10 mil escalates to 
14 mil 

plus total annual 
percentage fee (free 
utilities) 

/ " 



Existing Advertising Contracts: Newarl<-Liberty Airport 

Newark Liberty 
A i rpo r t 

PANYNJ & Universal 
Outdoor, Inc. 

Terminal A 

Annual Guaranteed 
Fees 

Percentage Fee 

Distribution 

1990-2005 

70% 

$800K-$2.45 Mil 
1991-2000 

$10 Mil -$14 Mil 
2001-2005 

1991-2000 

United Airlines 

US Air 

Continental Airlines 

Air Canada 

TWA 

American Airlines 

PANYNJ 

"Regional Program requires that 10% of all advertising spaces be provided t 
free" 

"Installation, repair and maintenance of free advertising spaces at no cost c 
the PANYNJ" 

18.70% 

6.23% 

14.54% 

4.15% 

2.08% 

12.46% 

14.54% 

72.70% 

0 the PANYNJ 

r expense to 

2001-2005 

continued next page 
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Existing Advertising Contracts: Newarl<-Liberty Airport (continued) 

5 Year Projected 
Sales Based upon 
Existing Displays 

ANA'490 

ANA'491 

ANA'492 . 

ANA'493 

Total 

5 Year Projected 
Sales based upon 
Proposed Expansion 

ANA'490 

ANA'491 

ANA'492 

ANA'493 

Total 

Projected Fees to 
Airlines and PANYNJ 

United Airlines 

US Air 

Continental 

Air Canada 

TWA 

American Airlines 

Delta 

Northwest Airlines 

PANYNJ 

Total Projected 
Fees 

,• \ ' II 1-1 T l 1. II 11 . C ^ O ^ W ^ n . . , * J » j , 

SALES 

$16,353,167 

$24,529,750 

$31,103,082 

$8,176,583 

$80,162,582 

$27,017,707 

$40,526,559 

$51,386,618 

$13,508,854 

$132,439,738 

Terminal A 

$3,057,225 

$1,358,621 

$1,698,440 

$1,018,966 

$339,655 

$2,038,095 

$2,377,750 

$11,888,752 

PANYNJ 
SHARE of Fees 

* " " y • _ • : " ' - ' . 5 " . ' " , * * ; < - •: • 

Terminal B 

$3,144,469 

$1,861,563 

$12,827,097 

$17,833,129 

"• .•.?"'*'"'"'*T'.^..'^-; 

FEES 

$11,888,752.41 

$17,833,128.25 

$22,611,940.61 

$5,944,375.84 

$58,278,197.11 

$19,641,872.99 

$29,462,808.39 

$37,358,071.29 

$9,820,936.86 

$96,283,689.53 

Terminal C 

$18,089,552 

$4,522,388 

$22,611,940 

Existing 
Displays (5 
years) 

Expanded 
Displays (5 
years)"'"' 

Common Areas 

$5,944,376 

$5,944,376 

$25,671,611 

$42,413,074 

' . 1 ' . . 

Terminal A 

Terminal B 

Terminal C 

PA Assets + 
AIRTRAIN 

Terminal A 

Terminal B 

Terminal C 

PA Assets + 
AIRTRAIN 

Total 

$3,057,225 

$1,358,621 

$19,787,992 

$1,018,966 

$339,655 

$2,038,095 

$3,144,469 

$1,861,563 

$25,671,611 

$58,278,197 

" 





Existing Advertising Contracts: LaGuardia 

LAGUARDIA 

Insurance coverage 

Annual Guaranteed Fee 
Amoun t per 12month 
per iod 

1/96-12/96 

1/97-12/97 

1/98-12/98 

1/99-12/99 

1/00-12/00 

Annual Percentage Fee 

7 1 % of gross receipts 

75% of gross receipts 

80% of gross receipts 

HOWEVER, I f Annua l 
Guaranteed Fee Amoun t 
exceeds Total Annua l 
LGA Fee A m o u n t then 
inc rementa l fee pa id on 
top o f t h e excess+ a 
f ract ion o f the excess. 

contract expires 12/31/05 +. 1 year 
extension opportunity 

includes terminals: Delta Air Terminal, 
USAir Shuttle, Delta Shutle, USAir 
Terminal, Central Terminal, Marine Air 
Terminal 

$2mll 

$2mil 

$2mil 

$2mil 

$2mil 

$1.3mil 

$1.4mil 

$1.6mil 

$1.7mil 

$1.9mil 

up to $2,499,999.00 

>2,499,999.00 to $3mil 

>$3mil 

bodily injury 1 
person 

bodily injury > 1 
person 

property damage 

product liability 

advertising injury 
liability 

> ' • • ' ; 



Existing Advertising Contracts: JFK 

JFK Delta 

Annual Guaranteed Fee Amount per IZmonth 
period 

1/01-12/01 

1/02-12/02 

1/03-12/03 

1/04-12/04 

1/05-12/05 

$5mil 

$6.5m(l 

$7mil 

$7.5mil 

$8mil 

Permittee to Airline (Delta) 

Basic fee @20% rate of AGFA or annual Percentage fee equivalent to 14.5% of 
gross receipts 

From past agreement in 1991, permittee pays to PA, following percentages of 
gross receipts 

11/91-7/92 

8/92-10/92 

11/92-

13.5% 

14% 

14.5% 

jf-' 



Existing Advertising Sales: Newark, JFK and LaGuardia 

EWR 

YEAR 

EWR 1995 
EWR 1996 
EWR 1997 
EWR 1998 
EWR 1999 
EWR 2000 
EWR 2001 
EWR 2002 
EWR 2003 
EWR 2004 

ADVERTISING 
SALES 

$2,576,471 
$2,851,140 
$3,813,334 
$5,169,236 
$7,521,687 
$11,125,693 
$7,699,533 
$6,848,751 
$8,765,370 
$8,592,766 

r \ 

JFK 
YEAR 

ADVERTISING 
SALES 

JFK-1996 
JFK-1997 
JFK-1998 
JFK-1999 
JFK-2000 
JFK-2001 
JFK-2002 
JFK - 2003 
JFK -2004 

$6,162,518.00 
$7,927,062,00 

$11,819,001.71 
$14,411,834.67 
$19,937,032.98 
$14,195,537.18 
$10,638,425.80 
$15,308,172.96 
$16,042,602.40 

LGA 
YEAR 

LGA-1996 
LGA-1997 
LGA-1998 
LGA-1999 
LGA - 2000 

ADVERTISING 
SALES 

32,904,725.00 
$4,451,590.00 
$5,989,036.93 
38,245,371.82 
$11,478,581.04 

LGA - 2001 
LGA - 2002 
LGA-2003 
LGA-2004 

$9,336,427.13 
$6,191,737.04 
$6,789,247.47 
$7,006,291.82 

AddeiKium-3, RFP 0000007920 



Existing Advertising Sales: 42nd St., GW Bus, PATH, Journal Square 

Facilltv 

PABT (T0$) 

GWBBS (TOT) 

PATH (R02) 

YEAR 

1999 
2000 
2001 
2002 
2003 
2004 

1999 
2000 
2001 
2002 
2003 
2004 

1999 
2000 
2001 
2002 
2003 
2004 

Advertisement 

$ 

$ 

Sales 

$719,195 
$2,454,750 
$1,116,250 

$629,763 
$1,090,053 
$1,095,316 

74.628 
114,586 
73.448 
80.458 
81.924 
39,293 

4,537.000 
6,019.497 
3,684.917 
2,512.668 
2,530.342 
2.054.518 

JSTC(R21) 
1999 ! 
2000 
2001 
2002 
2003 
2004 

i 
8,000 

161.843 
103.345 

Addendum'4, RFP 0000007920 



HOW WILL WE MEET AND EXCEED THE 
PORT AUTHORITY'S EXPECTATIONS? 

>> 



An agency alternative plan 

Too much of the PANYNJ advertising is wasted navigating the 
old economy operating structures of costly and cumbersome 
traditional advertising agencies. Our mission is to deliver more 
effective end-to-end marketing solutions that recognize your 
customers' priorities driven by a commitment to strong strategic 
partnerships, not transactions or budgets. 

Study Predicts Rise Of Out-Of-Home Media 

"In less than five years, consumers will be spending $60 billion 
; annually on DVR-like devices, satellite radio, iPods and mobile 

technology driving personalized media outside of the home. One-
fifth of all consumer spending will be on new content access and 
distribution technologies now in their early stages of growth, 
according to Bernstein Research."- Hollywood Reporter 
Wednesday, June 08, 2005 

/'>. 



Our Capabilities 
?:!^^3:iiSilS:i^:v;iS^ii:;^^ 

Strategic Planning/Analysis 
Research Design 
Media Planning/Buying 
Creative for all Media 
Corporate Identity 
Guerilla Marketing 
Trend Marketing 

Sales Promotion 
Print Design 
Package Design 
Direct Marketing 
New Product Development 
Sales Training 
Online Marketing Strategy 
Web Site Design/Architecture 

Methodology 
^ ^ S M i £ S M ^ ^ ^ ^ ! ^ M ^ ^ i ^ ; £ i l S l ^ i E 5 f ^ ^ 
! t 
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Our ROI-based planning process was 
developed to deliver maximum 
quantifiable returns. 

We integrate business goals across 
every marketing initiative from top of 
mind to bottom line. 



Access to New Technologies 

The fact that individual screens across a network can be 
programmed in real time with targeted content to match the 
audience profile is a huge advantage over traditional 
advertising methods. "Day parts" allow advertisers to change 
advertisements throughout the day in any location to better 
target the demographic profile of the audience. At the same 
time, the network itself constantly gathers further 
demographic data, identifying shopping or travel patterns and 
enabling ever more accurate targeting. 

Choice of Platform 

Advertisers are no longer confined to one type of screen, which means 
that they can define and optimize the visual displays based on their 
target audience and the campaign objectives. The screen options 
include anything from standard size plasma screens to giant, interactive 
touch screens such as the "interactive wair'to even larger outdoor LED 
screens. 

p . 



IMMERSION A D V E ^ 
Digital media services enable advertisers to improve business 
performance by running integrated and micro-targeted campaigns in 
highly trafficked areas, the "interactive wall" changes the audience's 
experience dramatically, creating "immersion" advertising. 

t".: 

CREATING AD SPACES 

At Garrick-Aug we strive to be "opportunistic" taking our knowledge of 
PANYNJ facilities and the neighborhoods in which they are based, to explore 
the existing landscape to find new advertising surfaces and new leasing 
solutions. "WE KNOW RETAIL"... 

/ ' - • ' ; 



Community Consensus 

Sensitivity to community concerns is the holistic promise that we make 
to ourselves and to our clients. It just isn't worth the time and the 
expense to impose solutions upon our neighbors. Team members of 
varying backgrounds, including local Manhattan Community Boards will 
be of counsel to make the "tough" calls. 

Measurement 

Increasingly, marketers are being called to account for the value added 
by their advertising spending. Research shows that effective use of 
digital media boosts product recall and, more importantly, sales by 20 
percent or more. 

> ' ' • ' ; 



Subway Tunnel Advertising 
< _ ' , > . . • - . ' — - ' - . ^ 

L .• 

Sub Media, co-founded by Spodek and Matthew Gross in 1999, produces 
15- to 20-second animated ads that appear on subway tunnel walls. This 
is accomplished through a series of backlit pictures which Spodek 
compares to "the frames in a film reel." The pictures, printed by the , 
U.K.'s Photobition Group on Kodak transparencies, spring to life as the 
train speeds by, creating a fluid film and giving passengers the effect of 
being inside a giant flip book." 

INTERACTIVE WALL 

The "interactive wall" alone revolutionizes out-of-home 
advertising. Imagine, for instance, an automobile 
manufacturer that can display a life-size image of a new 
vehicle that the customer can manipulate to see both the 
interior and exterior and even create a preferred 
specification to send to the dealer. 

/ • ' 



garrick-aug 
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Project Manager: 

Mr. Michael Kramer 

GARRICK-AUG 

360 Lexington Avenue 4̂ '̂  Floor 

NewYork, NY 10017 

Tel: 212-557-9090 
Fax:212-983-7129 
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ABOUT GARRICK-AUG 

Gamck-Aug is a ful!-s€rv:ce reiail-foaise<i real esia'e firn. We have a .'ull staff of creative retail-only meiroare^ 
and regicna] brcAerage speoaiists with unp3r3ileJe<3 area exp^rlise in the country s niosl demanding martetpiace: 
The professional dc'iievements and experience of our staff make Garrc^-Aug capable and poised to 
employ our retail talents in many capacities, from tr3<3ilional retail leasing ser/ices for both tenants and 
lardlords. to .oint venture development projects, lo retail branding and franchise rollouts, from real estate 
investment banking, to consjjltancy for municipalities and public fancies-

We offer a fultynntegrated suite of retail project ser/ices: Concept • Design - Financing • Construciicn * Leasing. 

Many of our rotail brokers have over thirty years of e;«perence in Nev* Ybrtt mfitfopditan area real estate mailers 
There is an impressive mix of senior managers working m tandem with younger Jrckers. The Garrick-ALg brand ;s 
the most well-known 'storefrcot for rent' company :n the largest City in the country. 

Oif development services staff advises mumcioaiilies. government agences and pr/ate c^^oerty cv/ners on !and 
use planning, urtian design and ca&tal imcrovements to create economic value. 

Otr marketing experts assist retailers m defining itieir tjrands. analyzir^g competitors, and rolling oijt franchises 

Our financial service* experts open our clients to adopting sophisticated and successful real estate strategies. 
Gamck'Aug Sfore Leassng. Inc. does not do office or resKientiai leasing. S;rce 1974. we have specialized if\ the 
leasing of retail space in the New York metrocolitan area and have earned the moniker that ^ k Knew Retail". 

Speafically geared lo meet the needs of both feal estate owner and ter̂ ant \n the fasl-growing relail sectcr, cur 
greatest strength ties m the synergistic aDiiity te comcme a thoTOugh and irbmaie knowledge ol retailing 
conditions, orevious history and cunent rents, with a reputation for total real estate professionalism. 

Today ctir office consists of 50 real estate professionals Wany of our rea! estate experts have previously been 
retailers and/or have worked as a landlord representative It is this tyoe of unique exsenervie that enables the firm 
to understarvj and to meet the needs of both real estate owners and retailers. 

Wth Garrick-Aug, a successful lease transaction becomes a win^wn situation. Unclofds are assured that a 
retailer will add to the financial growth of the entire crooerty. And retailers are assured that they will have a profit 
center at each hewly opened location. 

garrick-aug 
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AeouT GARRICK-AUG 

Real estate owners benefit from the asscciation with Gamck-Aug m several ways. After a thoriugri market 
analysis. w« make our t>est efforts !o secure retailers who will. 

' enhance a iwifdir>g's value 
* pfov'de the highest and best use of retail space 
' compJemenl the neighborhood 

In addition lo our substantial experience in bodi retailing and real estate, Ganick-Aug offers dients years of 
marketing experience 'which ailovra -js to prcvide landlords 'ivith complete researcn and marycting seoflces. 
including the •'ormatJoii of "retail rr>odeis* lo help ensure that the most apprccriate retailers are selected Jor eacii 
individual property. 

We perform similar complete marketing functions for retail chains '^ose executives rely upon our hncwtedge ol 
traffic. fBtatfing trends and population movement (o ensure thai each location is a gocd location, 

Toward this end, Garrick-Aug maintains a state-of-the-art computer system to /natch retail space with tTe 
recuirements of many of our dients. retail chains and individual retailer 3(i!<e. The computer system tracks and 
analyzes such iactors as reni traffic counts, ceiling height, depth of store, window neight. iransportation, from 
fcctage and 'Xirner or non-corner location in addition to complete informaiicn on 'xmpetitive retailers m the area. 

Pert̂ aps our major ^nnovabon. though. hJs twen m the area of crganizaticn. Qnnging access to ihe entire 
metropolitan marketplace under one rool. Our staff works as a team, pcding knowledge and expenence tc meet 
real estate and retailing opportunities with speed and aglli^/ and scive their assocated challenges. The ooen and 
free exchar^e of ;nfcrmatjcr. and deas withm the firm, and the cooperative artitude on the pan of all Garrck-ALg's 
brokers and sales personnel truty distinguishes the firm. 

Il is this team attitude 'Arfiich has enabled Garrcs-Aug to oecome a maior retail consultant and broker for 
municipalities ptittic agencies, develc-pers, building owners, important chain retailfjrs and financial institutions 

garrick-aug 
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ABOUT OUR PARTNERS IN THE UNITED STATES AND EUROPE 

To supplement our New York area staff and enable us to pn:vide our clients with domestic and internaticnal 
service, Garhci<-Ai:g has fonned affiliations with other leading retail brokerage firms throughout the country and 
the world. 

ACROSS NORTH AMERICA; RETAIL BROKE.^S NEpyVORK 

Domestically, Ganick Aug is proud to have been the founder of the Retail Brokers Network, an association now 
celebrating its fifteenth year, of the strongest retail real estate brokerage companies thrcughout the United Slates 
and Canada. 

Each of the country's major cities is represented by a Retail Brokers Ner.vcrk member and each Retail Brokers 
Network •::ompany can help expansicn-minded relail businesses grow in their respective marketplaces. Retail 
Brokers Network members employ more than 3G0 salespeople working as a team to help quality chain store 
merchants effecti'/ely penetrate Amenca's markeiplace. 

See: -ww.retailbrokersnet^Arork.com;' 

INTERNATIONAL CONNECTIONS 
We have a strategic partnership with Kitchen LeFrenais Morgan in London. U.K. to provide timely e^tpansion 
opportunities within the United States for their EurC'pean retail constituencies. For many years Gamck-Aug has 
assisted international retailers with their site selection in Manhattan. KLM assists us oy giving ug gccess to ihe 
decision-makers at retail companies n foreign countries. 

Kitchen Le Frsnais Murgan 
1 Tenterden Street 
Hanover Square 
London 
WIS 1TA 
Tel: 020 7317 3700 
Fax :02Dn i7 3r01 
Website: 'rf'.vAi.klmpfoperty.co.i.k; 

garrick-aug 

> • ' 



REAL ESTATE INVESTMENT BANKING SERVICES 

The new investment group at Garrick-Aug is led by Lawrence J, Selevan, tiie COO 
of Union Traders Corporation, an investment bank with offices in He'tJ York and 
Geneva. 

L.i 

As part of our nev/Retail-Focused Investment Banking model, we can proudly 
offer a unique and more fully integrated suite of financial services ic o ĵf clients 
(tenants, landlords, property owners and municipalities) as listed below: 

M t l O ' i b ^ W ^ ' • • • ^ ^^ f t xa^T t : : ' ^ 
. CAPITAL STRUCTURING 

- DEBT-EQUITY ARRANGERS 

- CONSTRUCTION FINANCING 

- FINANCIAL WORKOUTS 

' ASSET MANAGEMENT 

- RE-FINANCING PLANS 

- MEZZANINE FINANCING 

- SEED CAPITAL 

• NNN LEASEHOLDS 

garrick-aug 
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URBAN PLANNING AND (VtuNiciPAL CONSULTANCY 

NewYbfliCitv^ 

Vision 
torUMmMantntUn 

Gamck-Aug stafi -jiembers have ser/ed as retail teasing t3ro!<erE 
and as consultants to a variety of City and State Agencies, 
These include: 
- NYS DEPARTMENT OF TRANSPORTATION: CHELSEA PIERS 

- MANHAHAN BOROUGH PRESIDENTS WATERFRONT TASK FORCE 
- NYC CITY PLANNING 
• NYC ECONOMIC DEVELOPMENT CORPORATION 
• HUDSON RIVER PA.R« CONSERVANCY ADVISORY BOARD 
- PORT AUTHORITY OF NY/NJ: LEASING AT WORLD TRADE CENTER 
• NYC ADMINISTRATION FOR CHILDREN'S SERVICES 
- TIMES SQUARE DEVELOPMENT CORPORATION 
• ALLIANCE FOR DOWNTOWN NEW YORK: RETAIL CONSULTANT 
- MAYOR'S SMALL BUSINESS DOWNTOWN TASK FORCE 
- PENN STATION RE-DEVELOPMENT: CONSULTANT FOR AMTRAK 
- CITY OF JERSEY CfTY 
- NEW JERSEY CITY UNIVERSITY 
- NJTRANSrr 
• JERSEY crrr BOARD OF EDUCATION 
- NEWARK REDEVELOPMENT 
- HARRISON. NJ REDEVELOPMENT 

Gamck-Aug has in-hcuse urban planners, (cmer local ccirr:.-nunil7 beard members, cvtiz leadera, and cansuitants to 

public agencies and muniopaiiljes, V/e nave focused -zn snSrs neigh ixrhccds, actively i^^sung 'ardtcrds isnd public 
agencies to redefirs urban feail i-andscaces. from Times Sq-jare to Manhattan's 'U tur j Walk' and "Gclden Mils' to 
neighhcfnccids In cuter bcfougfis and tieyond. We have i::aniopated in ajxJ support tne restcraiion ai'C iransformatiai 
d hisinric landmark buildings in Mew Yor« City and tJ'B Metropolitef. araa. 

Garr-cic-Aug locates retail ieasing and deveiocment cpccn-jnitjes in snergLig neightcrticcds througnoui the Nê v Vcfi< 
arc New Jefsey ^etrocciitan ireas. 0(jr urtar^ planning ord design princicies 5UDCC*1 develcpfrent cf lively mixed-use 
neighccmccds. V/e work âs a ilascn with; City ^cc Town gcverrirents ic ladlitaie zoning variarces i r t i charges as welt 
33 Konor.ic revitalizaiion pfcgra^Tis ^isaigred ID stiffiuldla business diatritis, WH prepare fiî anciny packagHi lo move 
these planning projfjc's fcr-vgrd is deveicpment. 

garrick-aug 



i • About Ruder Finn Interactive 

Rudon Finn Interactive builds besE-in-c!ass. customer-focused Web sif:es, intranets 

and sxtranets, suppotted by interactive nnarkscing, advsitising, and public relations 

campaigns for its U.S. and global clients. As part of Ruder Rnn, Inc., Ruder Finn 

Interactive is in a unique posit:ion to offar its clients integrated and strategic 

communications er.pertise. 

Our work involves Innovative design, detailed usability testing, site analytics and 

technologies, content management and personalisation toots. Our focus throughout 

is on using interactive technology to create strategic communications solutions, 

delivering the best value to businesses and their customer. 

Ruder Finn In te rac t i ve St rengths 

• Proven track record in brand transformation 

• Extensive knowledge in design, interactive development and video 

• Creative execution that ganeraiies content, buzz, and real value 

• An authority on news development and style 

• Experts at moderni::fng a brand through substance, style and content 

development 

• Able to fully exploit a brarid's emotional dimension 

' W k ^ r •; •-1 •: 1 ; = u r •̂  r- .> ^ V \ - i M ; fl _/!•''.• £ J : • | •.« m " i r !j •: .4 r ; i . - i , - , -.••j.'.f. • 



Capabtl i t tes 

'jH'sb i>evgicpni5n: 

Wal?$ii:§- arch^tscty^.. de^l^P 

progranmt-ng, testir.g 

Interact:!^''': Kiosks 

S«5i"t:h3t:le On-'ine C-'aiabases 

Cu5tom^ed Con;^nt 

Managent^nt 

UsQ!' Tauti.ng 

Ac!;es5ibi:iOy ^ 506 Com^i'ianc!; 

Intr3r,«t5 3i i>'trane^ 
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Worldwide Marketitig & 
Media Group 

Worldwide Marketing & Media Group (WMMG) is an 
integrated marketing and media firm. For over 25 years 
WMMG team members have delivered award-winning 
sponsorship solutions across the full spectrum of marketing 
and media platforms. WMMG has served diverse enterprise, 
including metropolitan institutions, government agencies, 
sports teams, travel/lifestyle organizations and Fortune 500 
companies. 

Our core services include marketing strategy and 
implementation, sponsorship solutions, brand consultation, 
and cross-media content development. The WMMG team 
has extensive experience in developing private-public 
alliances, non-traditional advertising forms, and revenue 
generating marketing vehicles. We have created and 
executed sponsorship campaigns for such high profile 
clients as Madison Square Garden, St. John's University, 
the State of Illinois, the Atlantic City Convention & Visitors 
Authority, Allstate Insurance, and Nike. 

> • - • MMG 



Worldwide Marketing & 
Media Group 

Our philosophy is to cultivate intellectual talent and 
team synergy. Our approach is to work closely with 
clients to formulate a brand that addresses real-world 
concerns and achieves measurable business 
objectives, swiftly and cost effectively. 

Maximum revenue via sponsorships and vendors 

New revenue streams through innovative sponsorship 
opportunities and focused marketing and event vehicle! 

Breakthrough brand strategy that boosts sponsorship 
values 

Comprehensive understanding of the objectives, 
competition, and market dynamics 

Creative excellence and visual cohesion with all 
materials 

Measurable results that exceed expectations 

MMG 



The following top-line briefs showcase WMMG's 
qualifications, and experience in developing large-

scale integrated programs that result in millions of 
dollars of incremental revenue for clients. 

Launched and negotiated integrated sponsorship deals 
with Pepsi at St. John's and Oakland (Mich.) 
University; both included multiple venue signage, a 
campus-wide concessions program, VIP hospitality, 
website visibility; and resulted in millions of dollars in 
cash and marketing support (in-kind) over a 10-year 
period. 

Negotiated multi-million dollar sponsorship between 
Nike and St. John's University; created an integrated 
marketing program with media benefits, events, 
community relations elements. 

Responsible for the development and implementation 
of Olympic sponsorship between Allstate and both 
U.S.A. Hockey and U.S.A Basketball; media coverage 
included The Today Show, The CBS Early Show, 
CNBC, MSNBC, The Tonight Show with Jay Leno, The 
New York Times, and USA Today. 

Developed multi-venue sponsorship/hospitality 
packages for Allstate with the University of Texas, 
Vanderbilt University, and Purdue University; and 
between Meijer Supermarkets and both the University 
of Kentucky's Rupp Arena and Purdue's Ross-Ade 
Stadium. 

T ^ rr , ' / i :v : / i ,v . - ( .^ , ; j 

Negotiated numerous integrated sponsorship 
agreements for clients sucn as DePaul University, St, 
John's University, The Allstate Arena, the State of 
Illinois and World Cup '94 

/ > MMG 



WMMG is organized as a marketing solutions 
agency, delivering content and materials across 
ail media, including broadcast television, 
internet, print, and nontraditional large formats. 
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Cara Martin Communications, inc 

A 2-year old full-service advertising agency specializing in 
developing and executing marketing strategies and branding 
campaigns for commercial and residential real estate clients. 
With offices in Westchester County and Manhattan, the firm 
is creatively-driven and the fastest-growing agency in its 
category. Presently Cara Martin has ten full-time employees, 
as well as senior-level strategic partners with various 
specialties which the agency organizes into teams for major 
projects. Partner Martin Shaw also has a successful 
background in media marketing with The ABC Television 
Network, Hearst Newspapers and Magazines and other local 
and national entities. Agency clients include: Advance Realty 
Group, Boston Properties, CBRE, Cushman & Wakefield, 
Silverstein Properties (for which it just won the assignment to 
market 7 World Trade Center), S.L. Green, The Ritz Carlton 
Residences, Monday Properties, Mack-Cali, Real Estate 
Weekly, The Gale Company, RFR, The Witkoff Group, The 
Zucker Organization, The Sunshine Group, The Corcoran 
Group, and the list, thankfully, goes oh. 

M ARTIN 
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COMPANY DESCRIPTION 
Buxton was founded on a unique premise - to assist enterprises in 
building success by accurately identifying their customers. With more 
than 400 years of executive level retail and community management 
experience, no other company in the nation is more qualified to help you 
answer the question, "Who is my customer?" 

Precisely defining and knowing who your customers are applies to 
virtually any concept imaginable. For businesses, customer knowledge 
creates revenues, facilitates growth, generates profits, and increases 
shareholder vaJue. For municipalities, understanding the lifestyle and 
purchasing characteristics of their residents enables civic leaders to 
focus clearly on specific economic development strategies. To achieve 
this level of knowledge, the actual customer household must be the 
foundation for all research efforts. 

Buxton pioneered the use of household level data for research 
purposes. Millions of customer transactions are analyzed to determine 
purchasing habits and lifestyles, a process now known as 
psychographics. Once the lifestyle of a given customer is known, they 
and others like them can literally be found anywhere in America. 
In today's competitive environment, where customer knowledge is the 
ultimate key to success, you can no longer afford to make decisions on 
the basis of generalized demographic data. The future of any customer-
oriented enterprise will be determined by understanding the 
psychographic lifestyle of the customer 

Buxton 
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iC'̂ rts i:\d îStry Vv> nr̂ alŷ ie thi -dient's im-e-itrm-rt rn iparu and xe iirm-rriiim end --erih^tc iporiJ 
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COMPANY PROFILE 
The CEnter FOr A i rpor t MANAGEMENT, LLC 
The Center for Airport Management, LLC (CAM) is widely recognized as the nnost 
creative and rigorously analytical concessions planning research center and 
consultancy firm in the US today. CAM'S principal, while an executive at the Port of 
Portland, developed, in 1987, the first comprehensive contemporary concession 
program at a US airport: the Oregon Market. 

CAM conducts concession planning and revenue enhancement programs for airports. 
Many of the concession principles first developed for this project have become the 
foundation principles of contemporary concession programs across this nation and 
internationally. These include the emphasis on creating a dense shopping and eating 
environment, with carefully planned concept adjacencies, the use of specialty retailers 
and food service vendors, street pricing, the use of strong local and regional "gateway" 
branding in tandem with national and international branding, the introduction of 
qualified off-airport retailers and follow-up property management programs, including 
Store Doctorsm, designed to assist retailers make the transition from the off to the on-
airport environment. 

We have a detailed understanding of, and experience in, developing vendor 
selection processes that will meet public policy, airport policy, customer satisfaction 
and revenue generation needs. We wrote the ACI handbook on concession 
contracting, and created and directed the ACl/AMAC seminar on the subject. 
In the process of carefully studying airport user behavior during management of the 
Oregon Market, and m subsequent years through research programs at The Center, 
many analytical principles were first developed here at The Center that advanced the 
state-of-the-art in understanding airport concessions and airport user requirements. 
These efforts include the advancement of the importance of the concept of Terminal 
"dwell" time, passenger segmentation, the sales impact of effective product adjacency, 
the effect of bringing the passenger into "full-contacf with the merchandise, research 
in the areas of passenger "gate roam" and a number of other concepts designed to 
increase the conversion of Terminal users into satisfied purchasers of both 
concessions and sen/ices. 

The Center For Airport Managemen 
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Company Profile - contd. 
CAM is the concession consultant for a great percentage of the major US airports 
undertaking significant contemporary concession program development. Large Hub 
clients include Dallas-Fort Worth, Chicago. Miami, JFK-New York, Boston, 
Minneapolis-St. Paul, Seattle, Houston, Los Angeles and Cincinnati. Our Medium Hut 
experience includes Portland, Norfolk, San Diego, Kansas City, San Jose, Chicago 
Midway, Jacksonville and others. Each year we take on a project for a small airport, 
such as Shreveport, Jackson, Mobile and Eugene, in an attempt to further the 
industry's understanding of how to create low capital investment-high impact 
concession programs. 

The firm offers valuable terminal and facilities planning and design team assistance 
regarding optimal "public policy versus revenue generating" space allocation. CAM 
offers expert assistance in the refinement of airport property management systems an 
procedures in the areas of concession operational and financial performance, tenant 
development, and marketing programs. 

CAM'S Principal has presented numerous papers at industry conferences in North 
America and in Europe, He has co-founded and has chaired airport industry trade 
association committees on concessions and commercial management, and has serve* 
multiple terms on association steering committees. He is the author of the ACI 
handbook on airport contracting procedures. He is past Chairman of the Board of the 
ACi Associates. 
We understand this business in great-depth and detail and with wide ranging 
perspective. We understand it from the perspectives of airport user, airport 
management, concession operator and public policy. All we do is concession 
consulting. We are the specialists. There is simply no other consulting firm in the 
United States that focuses its resources so intently on airport concessions. We are 
excited about the opportunityto assist you achieve your goals. 

Client Overview 
CAM has a client list including more than 16 international hubs, 10 medium hubs, 5 
small hubs and 5 non-US airports spanning over the past decade. CAM has led the 
industry in the passenger amenity development principles and has enjoyed 
unparalleled success in their implementation. As testimony to this success, in 
every year that there has been airport concession industry awards, CAM clients 
have placed first or second in every major category, and in some years, both 
first and second. 

The Center For Airport Management 
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Firm Description CommArts is a full service, muki-disciplinary firm chat applies design as a scracegic 

service in shaping che client's vision, differentiating a project or product, and 

attracting patronage to increase the client's market share. Services offered include 

qualitative research, needs assessment, masterplannjng, visioning, design, identity and 

branding, environmental graphics and pbcemaking within retail, urban, resort, sports 

and hospitality environments. 

The Boulder. Colorado firm was founded in 1973 by Principals Henry Seer and 

Kichard Foy, both former employees of The Office of Charles Eames. Managing 

Partner Janet Martin joined the firm in 1977.Today the staff is composed of 55 full-

time employees, with backgrounds and education in environmental graphics, print 

graphics, architecture and interior design.The office is located at 1I I2 Pearl Street. 

Boulder. Colorado. 

CommArts is typically responsible for the development of overall project character 

as well as planning and design for retail environments and urban and mixed-use 

projects. CommArts connects people, places , cultures and markets by weaving 

project stories chat entice peoples' curiosity and invite participation. Project 

successes include Diagonal Mar in Barcelona; Staples Center in Los Angeles; Park 

Meadows Mall, Denver; Ontario Mills. Ontario! California; Bugis Junction, Singapore; 

JFK International Airport Terminal 4; the Downtown Boulder Mall, Prudential Center. 

Boston, and Madison Square Garden, NewYork City.As a firm working in many 

cities, careful attention is paid to the distinguishing market characteristics that lead 

to unique and memorable solutions. 

CommArts' projects have been recognized with awards from the Urban Land 

institute, the Department of Housing and Urban Development and the International 

Council of Shopping Centers.The firm's identity and marketing programs have been 

honored by the NewYork Art Directors and The Art Directors Clubs of Denver, 

Houston and Los Angeles and have been published in Print, and Communication Arts 

magazines. 

/ > 
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Firm Description 

'J--><AJ 
I L TALLER COLA&ORATIVO. PC (ETC), a 

msdiiim-sized, certified Small Business 
Enterprise (SBE) and Mtnofiiy-Owned Business 
Enierprise (MBE>. has been providing coflnprehensive 
Architedurai, Engineering, Plan.nirfig, and Cortstruction 
Management services sines its founding in 1985. 

Our sJaff includes ov&r 7& professionals with extensive 
ejcperience in architecture, lanciscape aschAecturs and 
urban design, inlerior design and space planning. 
electrical and mechanical er»gi:fiecring. civil and trans-
partacion engineering,, infraslmclure and structural 
design, security artd safety ccnsulting and design, 

' LEED Cortsuiling, rehabilrtacion, tnspection, and con-
slfucticn managemem, ETC has planned anrt 
designed projects ranging from SO thousand to GOO 
million dollars. 

ETCs strength and recortj of success is a result of out 
uniqije muitidisciplinary sinjaura, commitment to quai-
ity, aJid responsiveness ID our clients' needs. Wilb an 
efftcier! project managefnent, and ftjIJ-seivice compui-
erized capabilities, including Mlcroslalicn and 
AutoCAD, we can assemble cuslo-mized projecl 
teams, meet stringent schedules and btKlgels, and ful
fill each client's goals. 

The fimi's principals: Alex Garcia, RA, AlCP, LEED*^, 
a registered architect and ptanrer; Milan Patel. PE., 
LEED**, a building syslems engineer; Francisco 
Ruela, RA, LEED'™, a registered ai'chilecl: and Jim 
Welsh. CLA, LEED'™, a registered landscape archi
tect; are dixealy involved ai the management and 
develcpfrent oi all pmjecis direcaly reiated Eo their afea 
of expertise, ETCs phUoscphy encourages an apen 
exchange of ideas and creative prottem solvlr»g. ETC 
has built lasting professional retalionships with clients 
and ccrisutlanis ovBf the years. A measure of auf 
qfuaiily and responsiveness is in the high rujmber of 
our repeat clients. 

ETC has teamed up wilh Ihe tcfl architectural and 
engirteering firms ihrctighout the Nonheast. Our 
assignments have induded a wide range of public and 
private sector clients. 

Our clients indude: 
• Transit Agencies 
• Transporlalicn Depadments 

Boards of Education 
Public Auihcfiries 
Federal Govemmeni Agencies (Ci*/ilian &. Uilrtary) 
Local and Couniy Governments 
Housir^ Authonlies 
UecHcal Facilities 
Private Sector 

Offices 

Corporate Headquarters 
550 B/ced Sireei, 5th Flcor 
Newarfc. NJ 07l02-453t 
Tel; 973.424.6420 
Fax: 973.623,6030 

Br.irjch Offices 
40 Exch-angt* Place, Saie I 3 n 
New YOTV/NY 10005-2701 
Td; 212.M2.19^5 
fax. 2t2-5i52.ta2S 

IOCS West Stn Avefnte, &ji ie C 
Kir>g of Pnjssio, PA 1S4C€-1344 
Tel: 610.768,0877 
Fax: 6(0.768.Oa7& 

ETC maintains a web lite that provides more info^ma-
fion ab«i.rt our firm, We Invite you to vig.il i( at 
www.etcoceom. 

EL "MLEft-ICOECRATrvO- P'l 
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Kiosk Case Studies 

Case Studies 
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LEVI'S 
Levi's instora exhibit. Visitors sat 

over green screen to win a free trip. 
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SWATCH 
Swatch exhibit at Gramrny Awards- Clint Black us^s touch screen to design his own 

watch and con:̂ .pcs6 a tune for the watch to play. Kiosks were then placed in 

Swatch stores. 

i ^ M ^ M I IIlniSl̂ m^^Mî Sfdg3S^<§^ 
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Case Studi 

H A H N R E A L E S T A T E 

Display for Times Square press event and Vegas trade show. Built-in camera printed 
souvenir photo oP visitors as if on gianc Times Square bil lboard 

i ^ M l ^ g i iif̂ î 'TTis^sSfaSggs^djgJĵ ĵj 
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tudies 
Schering-Plough 
www.seh-fllouah.cftfn 

Relevancy: 
Online Ad-5erving Platform 

Date: 
Launched June 2002, v2 launched March 2004 

Key Personnel: 
Scott Schneider. Executive Pro^ycer; 6r3d McCormick, Senior Producer; Bonin 
Bough, Strategy Director; David Nkolaou, Art Director; Joe Yeon Yoo. Senior 
Desigrven 3i5O0 Lee, lllystrstor/Designer; Edward Swor^er, Senior HTML 
Prggramn^er 

Project Overview: 
Schering-Plough W95 gndergoir*g a trensfornnational change. The new Schering-

Plough corporate Web site needed to communicate the innovation, jpeed, and 

fiexibllity witii which It was planning to run its business. It was imperative for the 

new Schering-PIough.com to r&f!ectan innovative appn>ach to addressing user 

needs, a speed of communication and responsiveness unprecedented by today's 

pharmaceutical companiesr arsd the flexibHIty to adapt to the growing demands of its 

constihjents. 

Integral to the redesign'? success, was the creation of an integrated advertising 

component for each brand, one that woufd extend across all of the online properties. 

Including the corporate £id«. RF created an ad-serving system that pumped brand 

banners to all public sitts that were able to receive the ad-serving platform 

(VYTORIN banner example shown in case study screens). 

Results: 

• 2005 Winner^ Ttie Stevies, International Business Award - Overall 

Corporate Website 

• • 19 '̂o decrease in user drop off rate from home page or single page visits 

• 24.5% increase of users downloading product information 

- Higher percentage of visitors viewed the sect>ons of the site that show company 

transparency such as "About Us," Phiianthropy, and "Corporate Citizenship." 

'' " . - 14 
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Case Studies 

SCHERING-PLOUGH 
schering-plougti.com 

i..j ' A K . •-«>fl i' 

w*ii«LTo Earn Trust 

^/''TfvwyDay 
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Case Studies 
International Center of Photography 

Relevancy: 
Integrated Marketing Campaign, Enterprise Database Davebpment 

Key Personnel; 
Scott Schneider, Executive Producer; Brad McConnickj Sentor Producer; Bonin 
Bough, Strategy Director; David Ntcolaou, Art DIrectorj Joo Yeon Yoo, Senior 
Designer; Jisoo Lee, Illustrator/Designer; Edward Sworiger, Senior HTML 
Programmer 

Project Overview; 

The new IC? marketing program is an overhaul of its offline and new media assets, 

as well as its Customer Relationship Management stj^tegy. The redesigrwd website 

offet-5 enhanced sections including a school, mu&eum, stof^, and an online resoijn;e 

and database for photography, The site redesign features a compete rebuilding of 

the backend for ICP.org. This new backend enables students to sign up for classes on 

line and view their professor's portfolios. Ruder Finn Interactive, working together 

with Kuder Rnn Design Studios, is also creating all print and collateral r^atenalsfor 

TCP. 

Results: 

* Created additionial product purchase opportunities through a re-marketing 

program CRM program 

• Consolidating customer and patron databases to drive sales at point of purchase 

» Incentivizsd cross-channel sales opportunities by driving online to offline 

visitation 

http://ICP.org
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Case Studie 
Johnson & Johnson 

wv;w.dt«ipnv^rpiufsinfl.com 

Relevancy: 
Design & Content Managen^ent System 

Date; 
Launched June 2002, v2 launched March 2004 

Key Personnel: 
Scott Schneider, Executive Producer; Brad McConriick, Senior Producer; Bonin 
Bough,. Strategy Director; David Ntcolaou, Art Director; 3oo Yeon Yoo, Senior 
Designer; Jisoo Lee, Illustrator/Designer; Edv'ard 5wor>ger, Senior HTML 
Programmer . . 

Project Overview: 

A study fieJded tn 2001 projected an upcoming shortage of Nurses in America. 

Discover Nursing campaign was launched to educate students on the benefits of 

nursing. Ruder Rnn was engaged to construct a large-scale communications 

campaign which, increased nursing-degnae program enrollment, promoted public 

awareness ofthe nursing shortage, create a destination website positioning nursin>g 

as a mcdem, viable profession for students and second-career seekers, and to 

provide online tools to help potential nursing candidates in their search. 

ResQ^s: 

• #1 Search result for nursing scholarships 

• 3.2 million unii;ue visitors with over and over SO million pages served to date. 

• Site allows seai"ch of 1,400 nursing specific scholarships and ordering of 

promotional materiats 

• 8% more freshmen enrolled in baccalaureate programs from the prior year" 

• 82% of nursing schools contacted saw rising applications ar̂ d enrollment for the 

fall. 

• Johnson & Johnson witnessed great acclaim from within thre nursing community 

> • - ; 
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Affymetrix 
www.affymeb-ix.com 

Relevancy: 
Corporate Redesign S; Enterprise Database De- '̂elopment 

Date; 
Launched 2002 

Key Personnel: 
Scott Schneider, Executive Producer; Brad McCormick, Senior Producer; Bonin 
Bough, Strategy Director; David Nicoiaou, Art Director; Joo Yeon Yoo, Senior 
Designer; JisooLee, Illustrator/Designer; Edward Swonger, Senior HTML 
Programmer 

Project Overview: 

The communications department of AffymeUlx, th^ leader in developing and 

commercialisng systems to acquire, analyse and nonage complex genetic 

information, found themselves inundated with negative publicity. With major tech 

players making rr^jves to enter the market, Affymetrix turned to Ruder Finn 

Interactive to develop 3 digital presence that portrayed a new, customer-focused 

strategy. 

Results: 

• According to a perception survey, favorabilEty, admiration artd customer 
onentatson measures have drastically increased and are at S'?*'/̂ , 70^b, and 6.4$, 
respectively. 

• Before launch, Affymetrix.com saw 17,000 unique visitors a month. For six 
months after launch they averaged betv-ieen 27,000 and 30,000 unique-visitors a 
month, and a 4S% Increase in chip order volum« from tjhe previous year. 

• '̂ Tbe Way Ahead" is viewed by 23% of all visitor? end has helped increase the 
average visit length from 8;36 mln to 15:00 min. Average pages viewed per 
person also increased from 20 to 36-

• The style guide and image usage strategy is being applied to all international 
market sites 

• Before launch, ther« were 12^000 membership registrations over a 2-ye3r period, 
and an average of between 600-700 new members per day.. 6 Months after 
launch, the site had just under 20,000 rnembers, and was averaging about 1,700 
new visitors a month. 

I ^ M S ^ i l i I [̂fî Ssfî jsî  gsfsiiigsf (sb]|ii<siig 
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Case 
Ready.gov 
www.Ready.oov/Tndex html 

ReJevance: 
Engineering 

Date: 
Launched Novembe*- 2003, Updated November 2004 

Key Personnel: 
Scott Sdineider, Executive Producer; Brad McCormtck, Sentor 
Producer; Benin Bough, Strategy Director; David Nicolaou, Art 
Director; Joo Yeon Yoo, Senior Designer; Jisoo Lee, 
Illustrator/Designer; Edward Swcnger, Sentor HTML Programmer; 
Noah Finn, Senior Developer, Lee Semel: Senior Developer; 

Project Ovenrfew: 

The U.S. Department of Homeland Security ne<5uested a website 

as the central component of their nationv^ide citizen preparedness 

campaign^ 'Oont be Afraid, Be Ready,* v/hich encouraged 

Americans to prepare themselves and their homes in tfie event of 

a tefrorsst attack. Ttie website was to visually communcate and 

educate a wide spectrum of visitors on the actions that one 

needed to take in case of a terrorism attack. 

Results; 

• Time sensitive project completed m su weeks 

• Drove 29 million unique visits to date 

• Jacob Neilson, co-founder of Norman Neilson Associates 

(nngroupxom), described Ready.gov as "a great example of a 

government U.S. Government Site ttiat is highly usaWe and 

that meets, and in some cases exceeds^ 508 standards' 

• I Can! Online (ican.com), Che leading disability online 

communiCyj named Ready.gov its Web Site of tfie Week 

SOa CompK^m & 84Tond 

visual Guides 

9»mi)f Em«rQ«ncr 

Plan Download 

A m Umi'H^ CD oreate 

IMIIQ^T;^^! j teSfm^J^i^^feg5fd!#^/§ 
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N o v a r t i s I n t r a n e t 

Relevance: 
Engineering, Ad-sep>ing Platform 

Date; 
Launched 2003, Ongoing D^veiopmant 

Key Personnel: 
Ruth Foxe 6l5der, Senior Producer; Bonin Bough, Strategy 
Director; David Nicolaou, Art Director;. Joo Yeon Yoo, Senior 
Designer; Edward Svvonger, Senior HTML Programmer; Noah 
Rnn, Senior Developer; Lee Semei, Senior Developer 

Project OverView: 

A redesign was called for because the existing Novartis 

company-wid§ pharma intranet serving 70,000 users had 

issues ranging from architectural and visual to technical and 

process related. 

Ruder Rnn redesigned tlie Global Pharma Intranet, branding it 

''OneHealthWorid," The intranet was implemented using 

Interwoven as the content management system. The content 

entry and approval process were developed using a customized 

interface based on TeamSite templates and workflows. The site 

deployment was- implemented usirsg OpenDeplcy and 

DataDeploy as well as TeamSite's submit triggers to automate 

certain elements of content generation. 

Results: 

• Increased traffic to both sites 

• The initiative .received outstanding qualitative feedback; 

within the first tv/o days of launch of OneHealthWorld, the 

Webmaster received over 75 unsolicited, positive emails 

announcements made in> 

fornr o&eampa ny. wjd« 

antntratedvemai&r -
^ ? ; - • • 

Over80Xompr« te 

Complete website 

creston for all global 

divisions. Each had 

Ltnjqud visual identity 

¥.fithin Ctia gverall 

Intranet iook and feel 

templates. 

i ^ M S ^ M i 3[A^Sŝ i7̂  s^fifeso^ 
/ • -
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Novartis Corporate Reputation 
v'A>/vf.US. Novartis.com 
hbtp: //novartis.com/investDrs/gn/innovatiQn spotliahts.shmil 

Relevance: 
Multimedia 

Date: 
Launched June 20a4 

Key Personnel: 
Brad McCormick, Senior Producer; Bonin Bough, Strategy Director; David Nicolaou. Art 
Director; Joo Yeon Yoo, Senior Designer; Kyung Jor*g Park, Senior Flash Animator; Yan 
Shikhavrgar, Strategist; Edward Svvongar, Senior HTML Programmar; Noah Finn, Senior 
Developer, 

Project Overview: 
Novartis wanted to enhance its corporate reputation massage, and reach its core audience of 

patients, physicians, and investors, The patient/physician message focused on developing 

patient profiles that v̂ -ould make an emotional connection wJth the*e target audiences. The 

investor piece ofthe program focused on placing rich media ad units on major investor interest 

online publications. The ad unit provided exclusive video of major Novartis executives 

speaking on issues that resonated with investors. The video content was also surrounded with 

supporting downloads and links directly v.?ithin the banner 

Resu Ets: 

• Investor Program amassed over 20 million impressions 

« Investor Program reached ©D% of its tai^et market 

# 6% of viewers interacted v/ith the ad unit (vs. 02% industry average click through rate) 

26 • 
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Selected Case Studies in the Field of Marketing/Sponsorship 

Positive Impact and its principals have over 100 years of 
direct experience in the field of marketing/sponsorship and 
advertising. 

Our executives have constructed and managed public 
facilities in the New York and New Jersey marketplaces; 
we have overseen marketing and advertising departments 
and executed successful sales programs for: 

Sports and Entertainment Facilities 
Professional Sports Franchises 
Colleges and Universities 
NCAA Conferences 
Commercial Clients 
Amateur Athletic Teams 
Charitable Organizations 
Governmental Organizations 

>> 
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Below are a few brief descriptions of some of our assignmentj 
and success stories in the field of marketing/sponsorship and 
advertising: 

New Jersev Sports and Exposition Authoritv (The 
Meadowlands). 
East Rutherford. New Jersev 
Successfully executed a thorough upgrade of all institutional 
advertising and sponsorships for this public organization. 
Purchased new state-of-the-art advertising message boards, both 
electronic and static and sold out all positions resulting in an 
increase of over 300% in sponsorship and advertising revenues. -
Companies contracted during this time include such names,as 
Coca-Cola, Anheuser-Busch, Sharp Electronics, Continental 
Airlines, Also secured an agreement with Continental Airlines for 
the naming rights of the Brendan Byrne Arena (recognized as 
Meadowlands Arena) in a transaction that was an industry record 
at that time in terms of cash received from a commercial naming 
rights sponsor. Dunkin' Donuts, Mrs. Fields, Ford Motor Company, 
Konica-Minolta, and others 

New Jersev Nets (NBA), East Rutherford. New Jersev 
Created a branding, advertising and sponsorship program that 
resulted in sales increases of over 250% in less than 4 years. 
Created new advertising locations and upgraded and extended 
existing advertisers ana sponsors through value-added and 
upgraded sponsorship packages. Worked with such companies as 
Wachovia Corporation (formally First Union), Sharp Electronics, 
BMW Auto, McDonald's, Toyota, New Jersey Lottery, Anheuser-
Busch, Pepsi-Cola, Ford Motors, Konica-Minolta and United States 
Postal Service.. 

/ > 
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National Professional Lacrosse League (NIL), New York. 
New York 

Represented the New Jersey franchise. The New Jersey 
Storm, and was responsible for selling advertising and 
sponsorship agreements. 

Lead all NLL Teams in sponsorships obtained each year 
working with such commercial clients as McDonald's, 
Anheuser-Busch, Wachovia Corporation, Mazda, Modell's 
Sporting Goods, New Balance, Pepsi-Cola, Red Bull, Saint 
Barnabas Healthcare Center, STX Lacrosse, Toyota, Gold's 
Gym, Konica, Cablevision Lightpath, New Jersey Lottery, 
Star-Ledger, New York Post and Horizon / Mercy. 

>> 
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C'rti/f/.Hrr; and ifî . ikreL^pnh-u!: r>::Uit .\t' 

Scliii.'liijl .tiul L C O R Prc[;erni:< .-M.T t.hc 

ot-'iyortntiiry tc spCdL hi ilh'^c n'sniTS nt iruy^' 

•-i!a\[uc fl! rhii iV("</fKV<. ify hi^-fcry .iti.l ihHciiti.ii 

(^uriii^ifor ike iiiwrii-irioiuil rran-liT a rlw/cctts 

ot'rhc prcjt-a. witli dn c>i:i}lidiis OK n-Luliii^\i.jlh\i 

ivrruv and ainciiidt^s fhiU sci u iicii-' <ratiddrdjl^r 

[he li'orld's (r.wtiiti,^ piihUc. 

. - ' • K ' . - ' -

(V 

http://inrcnt.tncn.it


Q U E E N S C E N T E R 

Q U E E N S , N E V / Y O R K 

The ri'iiowiioii of Qiiev)is CL'II(CT ;V a compicic itrarcj^ic rcposttioitiu.^^ .itul dvuhling '.'J rhi: Ccnrcr. .4 colhilhrnnivc rcdin oJ 

(/t'l••('/('pm, designer:^, (srchiicas, !c_̂ ,il LOUIISCI. coiiiiinuiiry /.'.ir/'/a/Ji/nrs, poliricai srr.nctp.-^rs, BuFrou< l̂i nifrithcrs, fiuni.i<^cmcn! and 

h-jiitiirs nhuk rhii ufnldil iiriutn cciucr into our. I'/rlii' nio.\{ cxciriii.^ Lommiinity irntrr:^ In rlu: ciiy. Co mm A ft.-i* scopi: iiichidcd 

jjroiccr duifyiacr, iinerior iind cxicrUv dcii<^n. food coiiri dcsioii. .-(( l̂itft'c. ciiL'ironirifiii'!! •:;r.iphii:i' and <iioiL^or.<hii} pro-^ram 

df.vidopiiimt. 



r" 

^ l A D l S O N S Q U A R E G A R D E N 

N E W Y O R K C I T Y , N E W Y O R K 

l . . r 

Co!)imArt;t wtu lured by die Miduoii S-puire C«irdeit 

Corporanon ro rcncfMe tliii historic itiiidmark in \'avYor{.' 

Ciry.Thc reiiof.uion pro^ratu focused on the tnodcnii^.tricn of 

du: I-1 million s,[U.irefcor ureti-i, rhe nai.' P.ir.itnounr 5,hi}0-

.iCiir theatre, including rhe desion ofriuo ucm reit-mranci. new 

suhes.food cottrts. concession stands, restrooms dud a i'̂ ititi}^ 

dml -̂ rapliks prii'̂ ram. CciinnArrs a\is responsihicfot' tlie 

interior and encircnnieufai do.vi,̂ u anJ tu<:rhjd with the 

dTchit.ectnr.il firm, Ellerbc Becker i f KdU-̂ îs City. 
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B BANANA REPUBLIC 
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Ca/^^ r 
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Y S L B E A U T E 
A i P ' 

AJanMikii 

Ajin Tsry-ter 

Apple beti"s 

AshJey Stewart 

Au Bon Fain 

BAH Ptfltc 

Banana Raputsi': 

Sank atAjTierica 

Sarfley's 

Sedat 
9ed, Batli and Sa>tind 

BetsayJcrnscn 
Bicckfcustar 
Bern bay 

Burger King 

Caitiers 

Casual Ccmer 

Canine 

Chess^urgerRfistauants 

CiraitDty 

Citafsfla Market 

CHitiank 
C'oih&s Tme 

Cammefca Bank 

C^siTietics Rus 

D'AgC'Stino'S SupermaiVat 

Dafr/s 
Dodii'fi 

Ddlar Tree 

DLjaneReade 

Duihfl 
Eckeid Drug 
Eijiiriox Gym 
Esprit itranchjse?) 

Family Dofla/ 
Famous Brands 

Famous Facl-^ar 
Farriigamc 

FB&ne's Basement 

FoctlQCker 

(jalo Shoes 

GNC 

Gradous Homes 

GfaatIndoors 

Gristade's 

Gue'Ss Kids 

H^l 

01ARGET ^ 

H&R Slock 

HMV Reoords 
Held Ev^iytfiing 
Heme Depot 

Hct&Cnjsly 
ItintingtQti Laaming 
Innovatioi Luggage 

iritershce-

J. Baker 
Jean Pierre Hair Saion 
•Mviti-JSil 

Kinko-s 
Lens Craftars 
Literty Travel 

Uetmans 
Loft 

L^wesHardwara 

Mac/'s 

McDoiaJds 

MedGrilet^-Bice 
Mcddfs 

Mcdan VAmen 

Mr. K'sReslaurant 

Mrs. F M s Cookies 

r^wYoilc Spate C ĵb 

Nine Wast Shoes 

Office Ciepct 
Od Navy 
1 BOO Mattress 

Panera 
Papa John's Ri23 
Papyrus 

Payiesi Shce SoueB 
Pearfe 'vision 

Psfland 
PETsMARt 

Pizzeria Unc 
RagStiOp 
Ranch One 

RegalOnemas 

Restaraticifl Hardware 

Rite Aid 

ftechester Big & Tail 

Sam Goody 
Searte 

Seas 
Sephora USA 
Sports G-iub L A 

Stapies 
Starbucks 

Slop H Shop 

Storage U.S A. 

Strawberry 

SiHglass Hut 
Target 

The Big Party! 

The Bread Factory 

The Gap 

The Limited 

The Spats Authority 

TJ Maxx 

TcNve-r Racads 

Toys'R'Us 

Treasure Island 

Trtori Gfcb«i 

Ragai Cinemas 

Virgin RecofJs 

VJfefldy's 

Wlams Sonoma 

y^m St Laurent 

Zara's 
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Worldwide MarKeting & 
Media Group Clients 

R W 
Rutgers Villanova 
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MARriN Cl ien t l is t 
\M sef if. 

Cara Martin is a fast growing agency 
that has developed advertising 
campaigns for leading companies in 
nearly every major marketing category, 
including: ABC, IBM, Hearst, L'Oreal, 
American Express, Ralph Lauren, 
Revlon, Mead Paper, Phillip Morris, 
The Limited, Pzier, Richardson-Vick, 
Nabisco, Nestles, Neutrogena, Pan Am, 
Miller Beer, Wrangler, Sony, 
Bloomingdale's, Kodak, Neutrogena, 
Lazard Freres, Melon Bank,Spain, The 
Bahamas, Lufthansa, Ideal Toy, Buick, 
Mexico, Aston-Martin and on and on. 
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Today, with 12 offices throughout 
North America, Buxton is the 
leading customer research 
company working with over 1,000 
retail and community clients in retail 
site and marketing decisions. 
Among its clients are Pier 1 
Imports, Bass Pro Shops, FedEx, 
CompUSA, Dave & Buster's, 
GameStop and The Container 
Store. 

Buxton 
iDeriifying Cujtomers 



n-

Beyond SH&E's existing airport expertise in rates and 
charges, air sen/ices marketing, and forecasting, the 
combined firms deliver management support across a 
wide variety of airport revenue generators for the best of 
breed across the United States: 

• Food sen/ice 
• Parking 
• Cellular/wireless 
• Rental car 
• Airport adjacent 
• property development 
• cargo programs 
• Retail 

Advertising 
Telephones 
ATMs and other passenger services 
Airlines commerical terminal planning 
Data infrastructure 

CAM The Center Far Airport Managemen 
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Reuil Projects Diagonal Mar, Barcelona. Spain 

Great Lakes Crossing,Auburn Hills. Michigan 

Frankfurt Urban Entertainment Center, Germany 

Burjuman Centre. Dubai UAE 

JFK/lncernatloRa! Airport Terminal. NewYork, NY 

Opry Mills, Nashville,Tennessee 

The Block, Orange, California 

Bayside Marketplace, Miami. Florida 

Westlake Center, Seattle,Washington 

Rivercencer, San Antonio.Texas 

SL Louis Union Station, St. Louis, Missouri 

Arizona Center, Phoenix,Ari2ona 

Sportsgiri Centre, Boston. Massachusetts 

Gurnee Mills, Chicago. Illinois 

Prudential Center. Boston. Massachusetts 

Annapolis Mall,Annapolis, Maryland 

Tbe Meadows Mall. Las Vegas, Nevada 

Ontario Mills. Ontario, California 

Park Meadows. Denver, Colorado 

Park Place, Irvine. California 

Perimeter Malt.Atlanta, Georgia 

Resorts Disney's Grand Californian Hotel,Anaheim, California 

Disney's Wilderness Lodge Resort. Orlando. Florida 

Disney Village Marketplace, Orlando. California 

Disneyland/City of Anaheim. Masterplan. California 

Northstar atTahoe.Truckee, California 

Telluride Mountain Village,Telluride, California 

Colorado River Ranch, Cordillera Properties 

Bachelor Gulch, Avon. Colorado 

Universal City Walk, Hollywood. California 

Vai! Resorts.Vail & Beaver Creek, Colorado 

Store Design Brothers Coffee. Denver. Colorado 

National Parks Service Retail 

Celestial Seasonings, Denver. Colorado 

LAX Retail Shops, Los Angeles. California 

Athens International Airport, Athens, Greece 

Urban Design Houston Uptown, Houston.Texas 

16th Street Mall Historic Renovation Program, Denver, Colorado 

Downtown Boulder Mall, Boulder. Colorado 

Keirland Commons, Scoctsdale. Arizona 

PortAuthority of NewYork & New Jersey-

Town of Aspen Retail Analysis. Aspen. CO 
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Recent ETC projects include: 

• New School Design and/or Health & Life 
Safety Improvements Design in East Orange, 
Newark, Jersey City, Paterson, Passaic, 
trvington, Harnson, Phitlipsburg, and Orange 
school districts for the NJSCC; 
• The award-winning Newark Liberty 
International Airport Rail Station, connecting 
the airport AirTrain to the Northeast Corridor 
rail line, for which ETC was the 
Architect/Engineer-of-Record; 
• Feasibility Study and Final Design of the 
Conrail Railroad Bridge Over Avenue P for 
the City of Newark Department of 
Engineering; 
• Hudson-Bergen Light Rail Transit System's 
Initial and Subsequent Operating Segments, 
for which ETC is the architect for 22 stations 
to date; 
• Design and Construction Management 
Services for the South Jersey Transportation 
Authority (SJTA) Snow Removal Equipment 
Building' at the Atiantic City Airport; 
• Feasibility Study & Design of 1,850-Car 
Parking Facility in Atlantic City for SJTA; and 
• Design of a New Media Center for Newark 
Public Schools 
• Early Childhood Center Design for La Casa 
de Don Pedro in Newark, NJ 



ur Commitment to th 
Port Authority 

To maximize revenue from 
current advertisers and under
utilized spaces 

To generate new revenue 
streams.through innovative 
advertising opportunities and 
focused marketing vehicles 

To implern6nt breakthrough 
brand Strategy that boosts 
advertising values, extends brand 
image beyond the facility, and 
attracts new advertisers 

To identify sales processes to 
steward the advertising message 
and insure continued revenue 

• To insure creative excellence 
with all presentation materials 

M ARTIN Buxton 

:AM The Center For Airport Management 
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• Creating a sustainable and recurring 
income stream from corporate 
advertisers from both tangible and 
intangible PANYNJ assets. 

• To enhance the overall mission of 
PANYNJ while providing value-added 
benefits to its transit consumer base and 
regional network. 

• Branding the entire infrastructure of the 
PANYNJ transit nodes to synergistically 
increase usage (impressions) and 
increasing advertising rates as a result. 

• Advise on the conceptualization, 
adaptation and creation of maximum 
revenues from new fresh digital 
technologies, marketing concepts, and 
branding. 

• Exploit the successes of PANYNJ and 
the-remarkable record high transit use in 

, 2004 as both air travel and vehicular 
traffic in bridges and tunnels regionally 
increased 200% compared to other US 
regionai markets. 

• .Using that market data to generate 
maximum impressions and maximum 
advertising rates. 

• To also successfully Integrate both 
advertising and existing-proposed retail 
uses and sponsorship services to send 
one cohesive message. 
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iiJiTRACK 
Technologies Inc. 

RFP No.0000007920 

Advertising Opportunities for Port Authority of NY and NJ 
PATH Facilities, Including Outdoor and Out-Of-Home 

Locations 

f-

Animated Subway Tunnel Advertising 

Animated Pedestrian Displays 

ORIGINAL COPY 
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S^JiTRACK Submission Date - June 8,2005 
_p r- i - - . r - - RFP No. 0000007920 
lecnnoiogies inc. Advertising Opportunities for PANYNJ & PATH Facilities 

Table of Contents 

A. Letter of Transmittal 

B. Executive Summary 

C. Agreements on Terms of Discussion 

D. Certif ications With Respect to the 
Contractor's Integrity Provisions 

E. (Not Used) 

F. Organization Chart 

G. Business Plan 
1. Introduction & Development of a New Advertising Medium 
2. Sales Plan 
3. Financial Impact of a New Advertising Medium 
4. Design, Manufacture & Installation 
5. Opportunity for MA/VBE Subcontractors 

H. Proposal 

1. Revenue to the Port Authority 
A. Costs and Fees 
B. Profit (Revenue Share Model) 
C. Proposed Revenue to PATH 

2. Marketing Strategy and Approach 

3. Experience/Financial Capability 
A. History of Firm 
B. Experience with Similar or Related Work 
C. Engineering Experience and Capability 
D. Operating Experience 
E. Project Personnel and Key People 
F. Subcontractors 
G. Ust of Clients 

i. Rail System Operators 
ii. Advertisers 

Exhibit A - Video Footage 

Appendix A - Letters of Commendation from User Systems 

Appendix B - Audited Financial Statements 

I, Attachments 

J . Acceptance of Standard Contract Terms and Condit ions 
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_§̂  i k3Em I K A V IA RFP No. 0000007920 
Submission Date ~ June 8, 2005 

. RFP No. 0000007920 
T e c h n o l o g i e s I n c . Advertising Opportunities for PANYNJ & PATH Facilities 

A. Letter of Transmittal 
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T e c h n 

June 6,2005 

. iTRACK 
echnoiogres - inc . p^^ Authority of New York andNew Jersey 

1980 Main street One Madison Ave, 7* Floor. 
S5l"^Bf MB Canada NewYork,NY 10010 
P: 1(204)663 4989 
F: 1(204)334 4023 
WWW.3td' i^i imf^ 

Reference: RFP Number 000007920 

Dear Sir/Madam; 

SideTrack Technologies Inc. is pleased to submit our response as a single entity to your request 
for "Proposal" referenced above. 

SideTrack can provide the best, state-of-the-art technology for the purpose of simulating motion 
pictures in the subway tunnels between underground stations with a system that delivers safety, 
reliability and proven commercial opportunity. The Company has a business plan focused on 
"revenue realism" and will deliver quality and price that advertisers will be willing to utilize on a 
long term basis. 

While we do not offer a solution that encompasses ALL ofthe vast advertising opportunities 
available, our proposal is a sound opportunity, worth over a $ 1,000,000 in revenues per year for 
the Port Authority, that can be put into operation in less than eight weeks and can stand entirely 
upon its own merits. It does not conflict or cannibalize any other efforts that are to be considered 
as part of this process and we have a track record of working in a very co-operative manner with 
other Media vendors. 

Time is ofthe utmost urgency in our proposal. You will see that national advertisers are after a 
national media footprint right now. To that end we have potential contracts ready to execute that 
are time sensitive. If we are chosen as part of your evaluation before July 18,2005, we can 
immediately pay $100,000 more than if a later decision is taken. 

Our solution is to provide PATH with animated tunnel displays that are technologically advanced 
and superior to the displays presently available. From a commercial persf>ective, our displays 
will generate well over one million dollars annually or ten times the expiring/expired 
arrangements. 

Our animated tunnel systems have created demand for animated pedestrian displays which we 
will include in our product offering. 

Individuals who are authorized to negotiate and execute this contract are: 
Rob Walker Michael Swistun 
President/CEO Vice President, Finance 
Phone: 204-663-4989 Phone: 204-663-4989 

Robfgjsidetrack.ca Swistunfotsidetrack.ca 

Individual to contact with respect to questions or issues related to this RFP: 
Rob Walker 
President/CEO 

http://WWW.3td'
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1980 Main Street 
Winnipeg, MB Canada 
R2V 2B& 
P: 1(204)663 4989 
F: 1(204)334 4023 

m f̂î f-"̂ -3988 

Phone: 204-663-4989 

RobfSisidctrack.ca 

At time of submission, proposed subcontractors have yet to be determined. 

A listing of SideTrack's Primary Officers include: '—^ 
Rob Walker - President - Winnipeg, MB, Canada 
Bradley Caruk - Executive Vice President - Winnipeg, MB, Canada 
Michael Swistun - Vice President - Winnipeg, MB, Canada 
Dave Filmon - Secretary - Winnipeg, MB, Canada 

In submitting this proposal, SideTrack Technologies hereby accepts all Standard Contract Terms 
and Conditions, stated in Attachment B, Part I. 

By signing this letter, we certify to adhere to all provisions set forth in the General Contract as 
well as Attachment B, Part III Contractor's Integrity Provisions. 

We look forward to a long term, mutually beneficial relationship with PATH. 

Sincerely, 

Robert Walker 
President, CEO 
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Advertising Opportunities for PANYNJ & PATH Facilities 

^ Upon contract signing, SideTrack will pay a Base License fee of 

$500,000 to PANYNJ for the right to provide animated tunnel and 

pedestrian displays in PANYNJ locations. Due to excess Q3 and 

Q4 demand from current advertisers, SideTrack is able to offer an 

additional $100.000 tor such license if it can be announced on or 

before July 18,2005. 

^ In addition, SideTrack will pay a Minimum Annual Guarantee for 

each tunnel advertising installation on the PATH system in the 

amount of $175.000 per Installation. SideTrack will also pay on an 

annual basis, an amount that represents 35% of net advertising 

billings for the animated tunnel and pedestrian displays LESS the 

minimum annual guarantees already paid for that year. 

*̂  SideTrack proposes to install and operate at its own expense, a 

minimum of four (4) tunnel advertising systems on the PATH 

system and ten (10) animated pedestrian displays in the various 

PANYNJ airport, train station and bus terminal locations as 

determined in consultation with PANYNJ. 

^ This proposal covers a 5 year term with an option for an additional 

5 years. 

^ SideTrack recommends a schedule during its first year in which at 

least 4 tunnel advertising systems will be operational. 

^ This proposal represents the potential to generate at least 

$4,000,000 and potentially over $8,000,000 in new revenues for 

PANYNJ over the first 5 year term of contract. 

•/ The PATH subway system will be the fourth North American system to be equipped by SideTrack 

Technologies 

o Boston - MBTA launched in August 2004 
o Toronto - awarded as part of a teaming arrangement with Viacom Outdoor to launch In 

• October 2005 (first 6 months already pre-sold. 
o Monterrey - sole sourced contract to launched in December 2004 

o BART - San Francisco - BART Board of Directors approved a Viacom/SideTrack 
program for implementation in 4"̂  quarter 2005, a perfect opportunity for a double citv 
launch with New York. 

o MetroRio - Launching July 1, 2005 

>'-
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^ SideTrack provides the highest image quality tunnel advertising product at the most economical 

price to the advertising industry thereby ensuring long term viability. 

^ SideTrack's manufacture team is accredited to the highest levels required for ISO 9001/2. 

•̂  SideTrack was incorporated in 2000. The Company's founders and senior management have - — 

collectively, nearly 50 years in sales, marketing and business development and over 20 years in 

engineering experience. 

•/' SideTrack has the largest and only national based sales force for animated tunnel display 

advertising with 8 people based In offices in New York, Chicago, Los Angeles, Detroit, Atlanta 

and Boston. 

^ SideTrack's product has proven its superiority to competing technologies in both appearance and 

costs to the Advertisers (the key to any tunnel advertising program) 

o Pictures are brighter and sharper than other systems and images can be viewed from 

any angle and are not dependant upon the direction of the train or where one is standing. 

o Price for production of material is lower than competing systems, allowing advertisers to 

try the system at the lowest costs, and allocate more money to media space costs. 

^ SideTrack's system Is fast, safe and flexible/adaptable for installation. It is very low profile and 

completely modular to allow for customizing an installation in a difficult area and allows 

continuous service access to tunnel wall behind the SideTrack equipment 

^ No moving parts / nothing mounts to or interferes with rolling stock or wayside equipment 

^ SideTrack has performed a complete system safety audit to several related standards Including; 

o MIL-STD-882C, dated 1/19/93 - System Safety Program Requirements (U.S. Dept of 

Defense) Reliability Prediction of Electronic Equipment 
o MIL-STD-1629A- Procedures For Performing FMECA Maintainability Prediction 

o NFPA 130 Fire Life Safety Handbook. Dated 2002 

o FCC CFR47 Part 15 (EMC testing) 

«̂  SideTrack is emerging as the choice tunnel advertising supplier and has established long term 

contracts in Boston, Toronto, Rio de Janeiro and Monterrey. 

^ SideTrack's animated tunnel displays have created a market demand for animated pedestrian 

displays which wilt debut in summer of 2005 and are proposed for Inclusion In this proposal 

^ A letter of recommendation from the MBTA is attached. 
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C. Agreements on Terms of Discussion 

9. ATTACHMENTS 

ATTACHMENT A - AGREEMENT ON TERMS OF DISCUSSION 

The Port Authority's receipt or discussion of any infonnation (including infonnation 
contained in any proposal. Proposers qualification, ideas, models, drawings, or other 
material communicated or exhibited by us or on our behalf) is not to in^)Me any 
obligations whatsoever on the Port Authority or entitle us to any compensation iherefor 
(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 in&rmation may be used, or disclosed to others, for any purpose at any 
time without obligation or con^ensatioa and without Uability of any Irind whatsoever. 
Any statement which is inconsistent with this agreement, w t ^ e r made as part of or in 
connection with this Agreement, shall be void and of no effect This AgieemeiU 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 liie foregoing applies to any infomation. 
whether or not given at the invitation ofthe Port Authority. 

Notwithstanding the above, and without assuming any legal obUgation, the Port 
Authority will employ reasonable efforts, subject to the provisions of the Port 
Authority's Freedom of Information lUsoluHon 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 eommerdai enterprise which, if disdosed, would cause substantial 
injury to the competitive position ofthe enterprise, and which information is identified 
by the Proposer as proprietary, which mt^ be disclosed by the undersigned to the Port 
Authority as part of or tn connection with the submission ofaproposaL 

SideTrack TerfBioloeies Inc 

(Signature) ~ 

Prjgsident/CEO 
(Tme) 

June 1.2005 
(Date) 
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D. Certifications With Respect to the 
Contractor's Integrity Provisions 

By signing the Letter of Transmittal (TAB A), SideTrack Technologies Inc. certifies to adhere to all 

provisions set forth In Attachment B, Part III "Contractor's Integrity Provisions" of the outlined RFP 

number 0000007920. 

7 
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E. (Not Used) 
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Advertising Opportunities for PANYNJ & PATH Facilities 

F. Organization Chart 
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Submission Date - June 8,2005 
RFP No. 0000007920 

Advertising Opportunities for PANYNJ & PATH Facilities 

G. Business Plan 

1. Introduction & Development of a New Advertising Medium 
Advertising in society today is often referred to as a distraction - an unwelcome "noise" or 

"interruption". The challenge In developing an effective new advertising medium is to deliver the ~" 

"distraction" in such a manner as to be welcomed and even invited into the consumers' daily activity. 

SideTrack achieves this. 

One need only observe the large 

segment of commuters staring out the 

window at nothing but a dark tunnel 

wall. Captive audiences search for 

anything to occupy or entertain 

themselves - when we disrupt their 

expectations with brilliant imagery 

where "black space" is the norm; not 

only do we capture their attention but 

we engage their mind and thereby 

entertain. 

Moving Picture Tunnel Advertising 

SideTrack Technologies Inc. has developed a proprietary method of delivering motion picture 

advertising on subway tunnel walls. Simply stated, SideTrack places a series of static printed images 

on a tunnel wall which are then exposed to the audience in rapid succession, creating animation -

like a movie projector, except that the audience moves past the static images rather than a movie 

where the images move past the static light and audience. 

SideTrack's goal is to provide the advertising Industry with an effective, entertaining way to reach 

consumers on the go. Placing Images upon previously vacant subway tunnel walls provide an 

opportunity for SideTrack to reach this goal as well as providing a completely new revenue stream for 

the individual transit authority with no capital input required. 

To date, the body of research completed upon Tunnel Advertising has shown that over 80% of people 

regard It in a positive manner and wish to see more of it on the tunnel walls (Burke Inc. 2002). 

The stage is thus set for a business opportunity that enables ALL partners to prosper: 

• Daily commuters welcome and look fonward to the entertaining distraction and are 

therefore open to receive communication from the advertiser, 

• Advertisers can take advantage of a new medium that does not face the audience 

fragmentation of traditional media options or compete for the attention of the consumer 

with other media during message delivery, 

10 
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• The real estate owner (PANYNJ) realizes a new revenue stream that is not tied to 

investment or cost increases and therefore translates directly to the "bottom line'; 

assisting In the ongoing public transport quest to avoid fare increases 

• An excellent, long term business opportunity is created for SideTrack shareholders. 

Presently, SideTrack has long term, contractual agreements with Boston's MBTA transit system, 

Monterrey's Metrortey transit system, Rio de Janeiro's Metro Rio transit system, San Francisco's 

BART transit system and Toronto's TTC transit system. 

Superior Visual Aesthetics 

The technology offered by SideTrack has 

demonstrated its ability to present a 

superior image to all competing systems -

an incredibly important advantage from an 

advertiser's point of view in making any 

long term commitments to using such a 

medium. 

Unlike competing systems, the SideTrack 

images appear brighter because the 

pictures are front lit This allows the image 

brightness to overcome the "mirror effect" of the train's window that would otherwise fade the picture 

and diminish its impact 

SideTrack uses a "panoramic" presentation style and does not use vertically placed louvers to create 

its motion. This creates a clear and unobstructed, undistorted view from ALL sight angles and from . 

ALL directions. The audience does not have to find a "sweet spot" to see the SideTrack Images 

clearly. (See Exhibit A, Video Footage). 

Image quality and brightness have been identified as key advantages ofthe SideTrack system by 

many large national advertisers. 

Low Production Costs - Greater Revenue Share 

SideTrack is able to use existing videotape content to create a tunnel ad. This is a crucial advantage 

SideTrack has In Introducing a new medium because it reduces the costs to the advertiser to commit to 

a new concept by eliminating 'creative costs' of designing content exclusively for Tunnel advertising. An 

advertiser is able to "try" the new tunnel advertising offered by SideTrack without having to Invest 

additional creative dollars. SideTrack's has demonstrated its ability to use advertisers' existing 

production material - no production expense to create ad material needs to be incurred by the 

11 
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advertiser to use this technology. SideTrack provides all pre-production graphic and animation services 

entirely through its own, in-house facilities at no additional costs to its clients. Competing technology 

providers do not have this facility and must sub-contract and pass the costs on to the advertiser. 

Because of low production costs, a greater proportion of the advertisers' dollar is attributed to the media 

space costs. This is the portion that Is shared with PATH. SideTrack Is able to offer the advertisers very 

competitive pricing thereby ensuring the long term commercial attractiveness of the medium. 

Low Capital Cost Structure - Greater Revenue Share 

With the lowest capital cost structure and easiest installation process of all tunnel advertising 

companies today; SideTrack can recover its capital investment quicker thereby offering the largest 

possible revenue share with PATH. 

Pedestrian Motion Panels 

There has been strong demand from advertisers upon 

SideTrack to adapt their technology for use in high traffic, 

busy pedestrian conldors. Airports, shopping malls, train 

stations, etc. The technology now exists and has 

completed its prototype phase and enters production this 

summer. The introduction of this technology must be done 

in a top martlet such as presented by PANYNJ through its 

airports, tenrtinals and stations. SideTrack has included 

the launch of this technology in this proposal. 

2. Sales Plan 

SideTrack's sales plan addresses three levels such that 

marketing and business development initiatives are 

focused upon global, national and local objectives. 

Global 

SideTrack's priority objective is to increase awareness of the new medium - tunnel advertising. In order 

for tunnel advertising to be considered a main stream medium, increased global awareness is key. To 

this end, the Company Is establishing "show rooms" in major consumer martlets woridwide, New York is 

a key worid market and must be commercialized in a fast manner. More than one site must be built. 

National 

The New Yori< martlet Is a key campaign anchor and a key component of the Company's North 

American roll-out plan. Advertisers are insisting upon having the ability to perform a "National Buy" of 

tunnel advertising. This will not happen until more cities are online with the technology with more than 

one location available. A National presence is crucial to the long term survival of the medium. 

12 
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SideTrack is well on the way to creating this national network and plans to offer at least four locations 

on the PATH system as part of this networi<. 

To be effective in offering a national platfonn, the media MUST be supported by a national sales force. 

SideTrack is the ONLY tunnel advertising company with a coast to coast team of media reps. Our North 

American team consists of eight people in the USA, one in Canada. Collectively, the SideTrack media 

reps have over 150 years of direct experience in advertising. Our sales offices are strategically located 

in New York, Chicago, Los Angeles, Detroit, Boston, Atlanta and Toronto. 

As part of the objective to create a national 

platform; SideTrack is a member of the Outdoor 

Advertising Association of America (OAAA) and 

regulariy attends and presents its product at the 

various national conferences. Because SideTrack 

Is the only tunnel advertising supplier to be a 

member of the OAAA and address this national 

body of advertising executives, we have been 

successful in creating the national demand 

required to "anchor" tunnel advertising as a 

medium to include in the.advertisers' media plans. 

Local 

Local focus is upon researching individual market advertising standards, behaviors and pricing on a 

martlet by maricet basis. SideTrack has dedicated significant resources towards determining the most 

sustainable rate which the Company would have credibility and confidence in offering and realizing 

upon over the duration of a long term commercial contract. 

Inflated launch pricing or "stunting" does not gamer long term success. 

Sidetrack can point to important examples that demonstrate its ability to wort< cooperatively with the 

media vendor of record for other advertising opportunities within the same property (Viacom Outdoor in 

San Francisco and Toronto). The goal: ensure that all efficiencies of combined efforts with other media 

sales within the PANYNJ system, be achieved. The Introduction of a new advertising medium for 

PANYNJ in conjunction with an already focused effort upon other PANYNJ advertising opportunities 

ensures a great synergy of effort and can often lead to increased interest In existing opportunities when 

packaged with new "in-tunnel" opportunities. 

This goal sets our local focus and ensures that media sales Initiatives in the PANYNJ properties will: 

o focus on maximizing all advertising revenue sources, 

o maximize occupancy and 

13 
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o prevent potential rate competition between the new in-tunnel advertising medium and the 

existing options. 

3. Financial Impact of a New Advert ising Medium 

The most poignant financial Impact from initiating SideTrack's tunnel advertising is the generation of a 

completely new revenue stream from an asset (tunnels) that Is cun-ently underperforming - increasing 

the bottom line revenue available to PATH. 

An Interesting analogy to the revenue generated 

from SideTrack's tunnel advertising can be made 

In comparing the financial impact with that of 

increased ridership. If one was to calculate 

operating margin from fare box revenues as 10% 

(higher than the US average according to APTA 

figures); the monthly revenues guaranteed in this 

proposal represent an equivalent monthly 

ridership Increase of neariy half a million people. 

A long temn partnership with SideTrack will yield the highest benefits to PATH and incur no cost 

increases or require any investment 

Current revenues created under existing tunnel advertising contracts do not represent the fair maricet 

value of the PATH assets and have certainly not been commercialized or maximized as they would be 

with SideTrack. 

More Revenue, Faster 

SideTrack will provide more revenue, faster. 

I • SideTrack can be operational within six weeks from an approval to install. 

• SideTrack has advertising contracts conditionally pre-sold. 

• SideTrack has lower capital. Installation and production costs - can therefore share more 

revenue 

14 
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4. Design, Manufacture & Installation 
The design of SideTrack's technology consists of high quality materials, a "plug and play" operating 

philosophy, low interference and accessibility to the tunnel wall behind each system. The basic 

design premise was to develop an operational system that provides optimal levels of impact, that is„-^ 

viewable from all angles on the train and to produce high quality, eye catching images. 

Following a thorough site inspection to determine and plan around unforeseen problems/obstructions, 

the following are the typical steps in a SideTrack installation after the main power supply from the 

subway system has been run to the installation center point; 

How SideTrack Works 

SideTrack is a system designed to present a 

silent, animated advertisement viewed from the 

passenger window of a moving train, lasting 

approximately 15 seconds. 

The system Is mounted on a tunnel wall 

adjacent to the track and is comprised of a 

series of animation poster images, illuminated 

by frequency-controlled lamps. 

The system is tiiggered by the moving train Intemjpting two cross h^ck infrared beams. From this 

interruption, control circuitry measures the speed of the passing train, and activates Uie operating 

frequency of the lights appropriately. 

SideTrack is entirely self-contained and does not rely on any equipment being attached to the moving 

trains. There are no moving parts. It has been designed and engineered to minimize the time 

required in tunnels for botii installation and maintenance. All components are modular and have 

been robustiy constnjcted for a long lifespan. Once installed, cleaning and inspection will normally be 

carried out during monthly poster changing activities. 

In every stage of SideTrack design, thought was 

given to the Subway Operator and his 

requirements to maintain access to the subway 

walls and to pre-existing hardware/components 

mounted thereupon. In this respect, SideTrack is 

exemplary: 

By the extremely simple removal of any 

poster(s) from the frame(s), total access is 
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afforded in seconds to the walls, cables, and hardware lying behind any poster frame. 

The frames are multi-adjustable to accommodate tight engineering/safety gages. 

The frames are designed to span over existing wall mounted components. 

Where difficult obstructions are encountered along the tunnel wall, a few frames can be omitted froffT 

the span without any perceivable deterioration of the animation when viewed from the traveling train 

The metal components are finished with a baked-on, fluidized epoxy powder coating specified to 

withstand a rigorous 1,000 hour salt spray corrosion test (automobile Industry standards). 

The system Is comprised of: 

a) Metal, U-channel system - fastened to the tunnel walls by a 

concrete anchoring system which will be chosen, after site survey, to 

provide the strongest wall-to-channel interface. There is a top and 

bottom U-channel, separated by the poster frame height, and each 

runs the entire length of the SideTrack installation. This material is 

'0̂-1 
widely used throughout the building and construction industry with 

well-understood physical properties. (A Hiiti product) 

b) Metal poster frames that are attached to the U-channel using 

special captured bolts, which are proprietary components of the U-

channel system. These poster frames have top-mounted lamp 

enclosures which house the system illuminating lamps. These items 

are SideTrack proprietary and are fabricated in an ISO 9000 certified 

plant to nationally approved standards. (Precision Metalcraft) 

c) A series of pre-fabricated wire harnesses and junction boxes that 

distribute (i) power to each individual lamp, and (il) tiring pulses from 

the control circuitry within the main control panel. These items are 

SideTrack proprietary, were drawn and specified by a highly 

respected international engineering company (Wardrop 

Engineering), and are manufactured from nationally certified components 

9000 certified plant (Vansco Electronics) 

d) A Main Power Control Box that is sited on tiie tunnel wall at the centre point of the installation and 

which is fed from the Utility's electrical mains. This box distributes electrical power to the lamps via a 

series of harnesses and junction boxes; it contains interrupters, for system isolation, and front-

mounted status indicators. This component was drawn and specified by a highly respected 

international engineering company (Wardrop Engineering) and is manufactured by an ISO 9000 

certified plant from nationally certified components. (Vansco Electronics) 

by an ISO 
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e) A System Control Box that is sited on the tunnel wall at the center point of the installation. This 

box contains a programmable logic controller (PLC), which obtains approaching train speed data from 

down-track IR elapsed-time sensors and converts this data to a pre-programmed poster-illumination 

frequency. This is fed to each lamp, via the aforementioned harness and junction box networt<, to fire 

the lamps at the correct frequency to provide maximum fidelity of animation. This component was^ 

drawn and specified by a highly respected international engineering company (Wardrop Engineering), 

and is manufactured by an ISO 9000 certified plant fnam nationally 

certified components. (Tri Star Automation) 

f) A set of \M0 accurately spaced, inft"ared beams, which are 

sited approximately 10M down track from tiie first poster frame and 

spaced one meter apart. (Tri Star Automation) 

g) A site-determined lengUi of svstem-compliant power cable to 

run electi'lcal supply from Uie nearest suitable system supply point 

to the power control box which will be situated at the center point of the SideTrack installation. (Mass 

Electi"ic) 

h) An optional, suitably rated, star-delta isolation transformer, 

which will be sited alongside the main power control box. This 

component is only needed If the system power supply is deemed 

too noise-contaminated for use by the SideTrack electi-onics. 

(Mass Electric) 

Materials 

A typical SideTrack installation Bill of Materials (BOM) would consist of the following: 

• U-channel in approximately 3m sections, attached to tiie tunnel wall by concrete anchor fastenings. 

Two njns of channel extending tiie entire length ofthe installation, namely a top and bottom rail 

separated by the height of Uie poster ft-ame. (For a fifteen second advertisement installation in a 35 

MPH speed section there would be a requirement for approximately 1600 feet of U-channel). 

• 187 double-poster frames with integral top-rail light housings to provide front illumination. 

• 38 junction boxes mounted above the center of each 10-lamp span to distribute lamp power and 

lamp frequency infonnation to each individual lamp. 

• 40 identical sets of 10-lampunit harnesses to mate with the junction boxes and the individual lamp 

boxes. 

• 2-palrs of Infrared Sensors (transmitters & receivers) and brackets, mounted down-ti^ck just ahead 

of Uie installation, to measure tiie approach Speed of the moving trains before it enters Uie SideTrack 

installation. 
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• 500m (approximately, to be measured on site) 3-phase and ground power supply cable, with Low 

Smoke Zero Halogen (LSOH) jacket to meet local requirements. Size #6 conductor, 50 Amp 

capability. 

• A local disconnecting switch (Isolator) 60A, 208VAC. __^ 

• One 40KVA star-delta isolating power transformer. 

• One Mains Distribution Box containing: 

• 10OAmp 208 VAC Type D Circuit Breaker 

• Six SOA fuses on two sets of individual phases (3) branching left and right to junction boxes 

• A rectified supply to provide 20 VDC to a programmable logic controller (PLC) for firing 

pulse modulation 

• 24 VDC operating supply for PLC 

• Inputs to PLC from remote IR speed sensors 

• 39 lengths of straight harness to Interiink the 38 junction boxes 

• 200 two-image printed posters 

UNISTRUT 
Type-S Chaiuwl 

UNtBOLT 

Wall |=astenlngs 

The wall attachment will be made using Unisti"ut-type channel, which will be fixed to Uie tunnel walls 

by HiIti concrete anchors. 

The type of anchors to be used, HiunArKhorPini 

penetration depth, load bearing ability, 

and number of anchors per frame 

have all been chosen to provide a 

factor-of-ten safety margin over the 

forces exerted on the frame/poster by 

the moving train. The channel and 

anchors are corrosion resistant. The 

engineering department of HiIti 

International have vetted and TumMtconcnowiiii 

concurted with the SideTrack design calculations and rationale. 
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Wall Frames 

The frame units have been designed to have minimum profile so that they stay well outside the tunnel 

safety gauge. There are no hinged, articulated, or opening parts so it is not possible for any part of 

the display to open into the tunnel safety gauge in the event of human error (failure to latch securely)-^ 

or a hinge or latch failure that could occur in opening-type frames. 

Lamps and Lamp Housings 

The lamps used in the SideTrack system are housed In grounded metal enclosures witii a front 

hardened glass pane. The lamp and its circuit are environmentally protected by the enclosure, which 

is easily removed for bulb replacement and can be quickly cleaned during maintenance /poster-

change sessions. The bulbs have been accelerated life tested in a laboratory setting to ensure 

adequate lifetime between failures and have performed as expected in the tunnels of the PUTRA 

transit system in Kuala Lumpur, Malaysia. 

Wiring and Control Panels/Boxes 

The wiring and control panels are made 

from materials certified by nationally 

approved testing agencies. The jacketing 

material of the harnesses Is a polyimide 

conduit providing environmental protection 

and meeting the fire and smoke 

regulations of major subway systems. 
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Speed Sensors and Circuitry 

The speed sensors consist of a set of Infra Red transmitter/receiver units, which are environmentally 

robust and have been chosen to tolerate a high level of optica! contamination. The information from 

this set-up, sited down-track ahead of the first poster frame is fed back to the central control panel 

using system-approved cabling. All system enclosures are NEMA rated, environmentally robust, and 

capable of withstanding the tunnel environments of PATH. 

Installation Methodology 

Following a thorough site inspection to determine and plan around unforeseen problems/obstructions, 

the following are the typical steps in a SideTrack installation after the main power supply from the 

subway system has been run to tiie installation center point; 

Unlstrut Attachment 

This can best be achieved by the utilization of a work train fitted 

with two vertical beams each carrying two small presentation laser 

pointer devices. These beams must be separated by a horizontal 

spacing equal to the lengtii of the Unistrut channel sections minus 

1 foot The heights/vertical separation of Uie laser pointer beams 

will be set to "paint the tunnel walls" with the desired position ofthe 

channel sections. 

By this means, employing two installers, the channels can be picked up (from an on-ti'ain supply), 

positioned fore and aft according to the laser spots on the wall, and attached thereto by the HIIti 

anchors. 

The appropriate number and spacing of the anchors will be as per the mechanical design. At this 

stage the special captive Unlbolts will also be inserted in the channels for subsequent attachment of 

the frame standoff brackets. This operation can beachieved by working totally from the wori<-train 

and may not require the powering-down of the third rail. 

A well-lit work-train will greatly simplify installation, Improve safety, and permit speedy and thorough 

workplace clean up at the end of each work-session. 

Attachment of the poster frames to the wall channels 

From a worit-train containing supplies of poster frames the frame brackets and the frames themselves 

are attached to the wall channels by screwing into the captive Unibolts. There will be approx. 187 
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double poster frames to be attached along the 800 ft. span. This operation can be achieved by 

working totally from the work-train and may not require the powering-down of the third rail. 

Installation of main control & power panels, Junction boxes, and interconnecting harnesses—^ 

The power and conti"ol panels will be attached to the wall, at the center point of the 187 frames, using 

concrete anchor bolts. The junction boxes, 38 In total, will be attached to the top Unlstrut rail using 

Unibolts at the center point of every ten posters (i.e. every five frames, starting 2.5 frames In). The 

wiring harnesses to connect tiie junction boxes to the lamp enclosures, and to daisy chain connect 

the junction boxes to each otiier are brought to the site pre-fabricated. These are clipped to the frame 

brackets and connected in place using their matched plug/socket connectors. This operation can be 

achieved by working totally fi-om the woric-train and may not require Uie powering-down of the third 

rail. 

Installation of IR beams, and their connection back to the PLC 

At approximately 30 ft before Uie trains will meet Uie first poster frame, two IR transmitter /receiver 

sensors separated horizontally by 10ft will be attached to tiie tunnel walls. The cable supplying power 

to these and returning their elapsed time signals will be routed back to the PLC in the main control 

panel using approved cable. 

Based on typical tunnel conditions (as encountered in MBTA, Boston), installation can normally be 

achieved per tiie schedule below: 

Depending upon the technical approval process. It will take SideTrack 10 weeks to become 

commercially operational. 
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Non-interference with pre-existing equipment 

The design of the SideTrack system was undertaken in anticipation of typical subway wall conditions. 

There is a big difference between the walls ofthe newer systems (PUTRA in Malaysia, MTR in Hong 

Kong) and the older systems (MBTA, London Underground). Whereas the new systems have been—-

outfitted with the latest equipment and wiring - designed-in, neat, compact, and tailored with state of 

the art attachments - the older systems have been extensively refa-ofitted as new technology evolved. 

As a consequence their walls have many and various add-ons, which need to be circumvented by the 

motion picture advertising system. 

The SideTrack frames and wiring system have been 

designed to span most of these pre-existing system 

components and can be fitted without moving or 

disturbing them. For maintenance the underiytng 

systems can be very simply accessed /worked on by 

the simple expediency of sliding out the poster 

boards. If any relocation is required Uiis will be 

detennined locally and arranged with the Authority. 

The Sidetrack installation, as shown here in PUTRA, 

is mainly above head level (to ensure central positioning in carriage windows) and is less Intnjsive 

than the red, water pipe underneatii. It does not obstnjct the safety walkway, simply spans the safety 

niches like the existing system water pipes and cable trays, and in no way compromises their 

effectiveness for personnel refuge. 

Power Requirements 

The Sidetrack System power requirement Is a three phase and neutral armored power cable with a 

current rating of at least 60 Amps (#8 conductor). This will be run from the best available Subway 

System tap-in point to the center point of the SideTrack installation. An optional star-delta isolation 

transfomier may be inserted in-line before the cable is attached into the main power control box, but 

this will be totally dependant on the noise/spikes In the line. The main consumer of power in the 

Sideti'ack System are the lamps which operate for 20 seconds during the passage of each train but 

are quiescent at all other times. 

The lamps have been configured to spread their demand as equally as possible over all three phases 

to balance the phase loading on the PATH system; in other words 130 lamps will be powered from 

phases 1-2, 130 from 2-3. and 130 from 1-3. 

AC Power Source 
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SideTrack bases all proposals on Uie premise Uiat power in some fomi is available on the property. 

The Company allows for the costs associated in the provision of a power supply (22QVAC, 3-ph and 

ground) to the main control panel at the mid point of the installation from this source. If it transpires 

that a suitable power source Is unavailable from within the System, Uien the cost of laying-in 

exti-aneous supplies could be fomiidable and is a risk Uiat SideTrack's business model will not 

support. 

For this proposal, SideTrack has assumed the same access / proximity to a 220VAC, 3-phase and 

ground supply as has been encountered In Uie tunnels of Boston, Monterrey, and Rio and accordingly 

have included the same capital allowance made for those cable procurement and installation projects. 

Safety Philosophv 

The SideTrack system has been designed and engineered with maximum safety in mind, both from 

an installation/maintenance and from an operation viewpoint Apart from the standard electrical 

safety features expected from all electrical equipment, a great deal of consideration has also been 

given to the maximum protection of passengers, ti-ain drivers, and railway staff. Ail this has been 

done with the sbingent safety requirements of woridwide railway operators in mind. From various 

meetings/briefings further very specific concerns were known to exist within the SideTrack user-

community and SideTrack has set out to address and dispel these, as outlined below. 

A full and rigid Risk and Safety Analysis has been perfonned by Parker and Associates, Kingston, 

Ontario an esteemed intemational railway and locomotive systems consulting house. The analysis 

was performed using the guidelines/methodology of MIL-STD 882C and included the derivation of a 

corhprehensive Failure Mechanism, Effects, and Criticality Analysis (FMECA) table and a safety plan 

and amelioration measures indicated by this. 

To ensure that Uie SideTrack system will cause no interference wiUi in-situ subway electrical systems 

a SideTrack system was tested for Electromagnetic Compatibilitv/Electromaqnetic Interference 

(EMC/EMI) by a nationally registered testing laboratory. The system was demonstrated to be 

compliant witii the requirements of 47 CFR, Part 2, Part 15 and CISPR PUB. 

SideTrack paid particular attention to the body of printed expert opinion on the subject of photon-

induced epilepsy when designing the illumination system for SideTrack. The physiological effect of 

looking at an operating SideTrack system is identical to watching TV or viewing a movie in a cinema. 

An image is exposed to the eye at a repetition rate of approximately 24 frames per second and at tills 

rate the persistence of vision phenomenon makes the images appear perfectly animated. In this 

respect, concems over the effect of the Image Repetition Rate on persons who may be susceptible to 

photo epilepsy are addressed in that SideTrack poses no more of a hazard to viewers Uian a 

projected movie or the omnipresent TV monitors. 
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One of the foremost experts/researchers on the subject is Professor Graham Harding, former Director 

of Uie Neurosciences Research Institute at Aston University, UK and worid expert on photosensitive 

epilepsy. Professor Harding and his published guidelines were heavily relied upon when designing 

the SideTrack system. Some of the measures taken by SideTrack included: 

• Chosen repetition frequency places imagery outside the maximum susceptibility range of 10-

20cps. 

• The system has been programmed to remain dari< if called upon to operate at display rates 

below 23 cycles per second. 

• Avoidance of vertical aperture bars/shutters which have "maximum susceptibility" and are 

Inherent In competing systems. 

• Using front-lit reflecting panels so that the viewed, reflected light from the graphic posters Is 

partially polarized* in the plane of the poster 

*R'sferBr)ces on the subject allude to the fact that wearing polarizing sunglasses can be efficacious. Reflective 

illumination imparts a degree of polarization to the perceived light. 

• Total concealment of the illuminating lamps so Uiat only reflected light from tiie poster is 

viewed/visible. The fact the posters are viewed from within a normally illuminated train with its 

physically imposed separation distance is also a positive mitigating factor. 

• All animated displays featured on SideTrack will have been vetted by Uie TV Industry under 

the Independent Television Commission (ITC) guidelines originally drawn up with major 

inputs from Professor Harding. In every respect the SideTrack display is analogous and 

equivalent to viewing a domestic TV monitor from within the trains. 

Fail-Safe Systems 

Once a SideTrack system has been Installed, the design of Uie system itself, and the operational 

software, will ensure that it will only operate under conditions of absolute safety. At no time will 

passengers, train drivers or any other railway workers be put at risk by inappropriate operation of tiie 

SideTrack system which features: 

• Low profile design Uiat keeps all hardware well out of the system safety gauge. 

• No opening or articulated parts that could swing into the safety gauge If wrongly fastened or 

due to latch failure. 

• No interface with locomotive or tunnel systems. 

• System does not activate when ti'alns operate outside normal operating speed profiles. 

• Drivers do not get exposed to any direct light source 
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• System Timer - the system is operated by a timer and after switch-on will run for 20 seconds 

and switch-off; if a train were to activate the system yet fall to transit past it, the installation 

will shut off after 20 seconds and the train will not be subject to continuous light exposure. 

General 

Each 10-lamp unit is fused and all wiring components have circuit breakers or fuses of an appropriate 

current rating. In the event of general component failures, which would cause an over current or 

leakage condition, the fuses and/or circuit breakers act automatically to isolate the faulty components 

or group of light boxes. The electronics and software have been designed to ensure the complete 

safety of both passengers and train drivers. It will be impossible for any train driver to see a direct 

lamp from tiie driver's cab, and passengers are protected fi-om viewing any display, which is outside 

the recommended limits for normal television or cinema viewing. 

Some face-to-face interviews were conducted with passengers who had ti-ansited tiie first Sidetrack 

installation and most of Uie respondents thought they had been seeing a long bank of large TV 

monitors rather than a series of illuminated, animated posters. 

All electrical components have been designed to give ultimate protection to both maintenance and 

operative staff. System materials have been chosen to meet tiie sUictest regulations for fire and 

smoke emissions in underground railways. 

5. Opportunity for M/WBE Subcontractors 

To complete the entire scope of the project, SideTrack must partner with local printing, electrical, 

sheet metal and installation companies. SideTrack Intends to develop partnerships with as many 

approved M/WBE Subcontractors as possible. 

Typical types of companies that we will seek to contract for service Include: 

• Printing Contractors 

• Sign Installation and Maintenance Contractors 

• Electrical Contractors 

• Market Research Firms 

• Publicity Finns 
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G. Proposal 
1. Revenue to the Port Authority 

A. Costs and Fees 

All revenues proposed in tiiis document are unencumbered with any costs to, or investment from the' 

Port Authority. 

Installation Costs 

SideTrack will invest approximately $350,000 (based upon our MBTA experience) for each tunnel 

advertising Installation provided In tills project and approximately $10,000 for each pedestiian motion 

panel. 

WiUi a proposed minimum of 4 tunnel advertising locations and 10 pedestrian motion panels; 

SideTrack shall invest a minimum $1.5 million for this project 

The Company will target a recapture of its capital costs in the first 5 years of tiie contract 

contemplated by this proposal. 

Maintenance Costs 

Maintenance Is a simple procedure consisting of a periodic visual audit and replacement of light 

bulbs. The process is simple enough that change-outs and inspections will happen when SideTrack 

crews are replacing advertiser copy materials. Experience to date suggests that this happens on 

average about 8 times per year per installation. 

PATH Costs 

SideTrack shall bear all expenses and costs associated with access fees, permits and clearances, 

PATH manpower for SideTrack specific projects, etc. 

B. Profit / Revenue Share Model ''®^«""« S»̂ =™ Years 1 ^ 

SideTrack pursues a goal that ensures an 

equitable split of profits is achieved by the main 

participants In the program. The participants are 

the PATH who bring ttie tunnels and real estate 

and audience to the table; and SideTrack who 

bring the technology, equipment and sales plan 

Uiat enables revenue to be generated. 

The breakdown of where each advertising dollar 

goes is represented by the pie charts shown here. 

As time into the contract progresses and SideTrack has recovered its capita! or reduces operating 

costs, Uie Company may begin to realize a stronger retum on its investment The ultimate goal is an 

equitable sharing of the profit 

Maintenance 
4% 

Capital 
15% 

SideTrack 
15% 

PANYNJ 
Revenue Share 

33% 

PANYNJ 
License Fee 

18% 
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C. Proposed Revenue to PATH > 

This proposal represents between $4 million and $7 million of new revenue for PANYNJ. 

The minimum guaranteed revenue stream for the Authority amounts to $4,100,000 over a 5 year 

period. 

Payments to PANYNJ are based upon the greater total revenues of: 

i. Base License Fee plus Minimum Annual Guarantees for each approved display; or 

ii. a percentage share of net revenues 

If Uie upper range of our projected rate cards is sustained, an additional $2 million over tiie 

guaranteed amount may be generated for PANYNJ through tiiis percentage share. 

I. Base License Fee ($600,000) 

Upon contract signing, Sidetrack shall pay to PATH, an amount equal to $500,000 as a license fee for 

the granting of a license to SideTrack to exclusively provide all animated static poster displays in or 

on Port Authority properties. 

Specifically, this license includes: 

• trackside animated motion displays at PATH and AirTrain locations 

• animated, pedestrian motion displays at JFK, LaGuardia and Newark airports; bus terminal and 

PATH stations 

Additionally, SideTrack will pay an extra $100,000 for this base license if an award to SideTrack is 

announced prior to Julv 15. 2005. The case for this additional amount comes from a conditional sale 

that can be realized upon If an award is made by this date. 

pius: Minimum Annual Guarantees ($175.000 per Installation, per vear) 

Upon approval to proceed, SideTrack shall place a deposit (Cash or appropriate Letter of Credit) with 

the Port Autiiority. Commencing on the first day of tiie monUi following Uie agreed-upon Initial date of 

operation, the Port Authority shall begin to draw from this instrument in the amount of the Minimum 

Annual Guarantee as described below: 

• SideTrack shall pay to PANYNJ, as a Minimum Annual Guarantee, the amount stated for each 

contract year In which the contract Is In force for the quantity of displays installed under the contract 

• Unless othenwise agreed to in writing, the Annual Guarantee payment shall be made from 

wiUidrawals by PANYNJ fi'om the initial deposit paid, on the first business day of each month. In 

advance, without billing by the Autiiority. 

The Minimum Annual Guarantee for each tunnel advertising Installation shall be $175,000; 

drawn monthly at $14,583. 
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Should it be greater, SideTrack further agrees to pay to the Authority an amount equal to 35% 

percent of annual net billings, resulting from tiie sale of Tunnel or Pedesti-ian Motion Advertising less 

Uie Minimum Annual Guarantees already paid. -— 
I 

Annually, in arrears, the Autiiority and SideTrack shall calculate and SideTrack shall pay any 

difference between the guarantee payments made or the percentage payment due, such that the 

greater amount has been paid. 

Any amount due as a result of Uie percentage basis shall accompany the Reconciliation Report for 

tiie 12"̂  month of each year the contract is in force. 

The %age of Net Billings to be used for each advertising Installation shall be 35%. 

Summary Table - Revenue to PANYNJ 

Year 

Contract Award 

Priorto July 15th 

Year1 

Year 2 

Year 3 

Year 4 

Years 

Total 

Option Year 1 

Option Year 2 

Option Year 3 

Option Year 4 

Option Year 5 

Total 

Minimum Annual 
Guarantee 

$500,000 

$100,000 

$175,000 per site (X 4) 

$175,000 per site (x 4) 

$175,000 per site (X 4) 

$175,000 per site (X 4) 

$175,000 per site (X 4) 

4,100,000 

$175,000 per site (x 4) 

$175,000 per site (X 4) 

$175,000 per site (X 4) 

$175,000 per site (x 4) 

$175,000 per site (X 4) 

3,500,000 

Percentage of 
Billings 

N/A 

N/A 

35% 

35% 

35% 

35% 

35% 

35% 

35% 

35% 

35% 

35% 

35% 

35% 
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Number of Installations 

SideTrack plan to Install a minimum of four tunnel advertising Installations in its initial contract year 

and has based this proposal upon at least four Installations. (This is based upon whatever minor data' 

was available during the RFP process and some of our eariier research as part of an unsolicited 

proposal In 2004.) 

SideTrack expects Uiat a 

minimum of ten pedestrian 

motion panel advertising 

installations will be 

possible in its initial 

contract year and shall 

base the proposed deposit 

upon ten installations. 

33rd St 

23rd St 

ilJiTRACK 
Technologies Inc. 

i/J£TRACK 
Technologies Inc. 

Based upon the 

perfomnance ofthe sites installed in the first year ofthe contract; SideTrack will make 

recommendations to the Authority to add to existing inventory of tunnel and pedestrian panel 

advertising locations based upon the objective of maximizing revenues for PANYNJ and profitability 

for SideTrack. 

Term of Agreement 

SideTrack is proposing a 5 year term witii an option to renew a further 5 years. 

Financial Capability 

Sidetrack has in place a $7,500,000 credit facility with Wellington West Capital Inc. 

(www.welllnQtonwest.coml for the installation and contracting costs of additional Sidetrack sites 

throughout North America. To date the Company has cun-entiy committed only $1,850,000 of the 

$7,500,000 of available funds leaving $5,650,000 available for new contracts and installations such 

as PANYNJ. 

In addition to Uie Wellington West facility the company has a standby credit facility in place for 

$2,600,000 for Installation costs and financial guarantees. This facility Is also provided through 

Wellington West Capital Inc. and its client Plett Brothers. Plett Brothers have unencumbered financial 

assets in excess of $75 million on account at Wellington West Capital. 

With the 4 proposed tunnel advertising locations and 10 pedestrian motion panels; SideTrack's 

capital budget required to install this equipment is approximately $1.5 million. 
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The financial guarantees to PANYNJ at Uie start of Uie conti"act will be $1.3 million. 

2. Marketing Strategy and Approach 

SideTrack's inti-oduction of ttjnnel advertising to NorUi America is being executed by a team of Senior-

Management and Advisors. The team is cultivating existing relationships with large media buying 

agencies such as MediaEdge, Starcom, Outdoor Vision, Poster Publicity and MindShare and has 

identified several advertisers for this program. The SideTrack team consists of senior advertising 

executives with decades of relevant Industry experience including a former CEO of Viacom Outdoor 

(Canada), and former representatives from the Gannet, Time Warner and US News organizations 

A fundamental principle of the marinating plan centers upon mari<eting the exclusivity of the medium and 

having an inventory of properties of Interest to the advertisers. 

Revenue "realism" is very much a Uieme Uiroughout SideTrack's business planning process. Rather 

Uian over stating potential revenue; Uie Company has very systematically researched the pricing 

needed In the marketplace to make tunnel advertising a viable medium wiUi an enduring life. SideTrack 

revenue estimates are based upon sustaining commercial viability ofthe medium over the long terni. 

National Platform 

The New York mari<et is a key campaign anchor and a key component of the Company's North 

American roll-out plan. Advertisers are insisting upon having the ability to perfomi a "National Buy" of 

tunnel advertising. With multi-year contracts already in place for 2 of the top 10 target cities In the USA 

(Boston and San Francisco). SideTrack can bring Uiis national network one step closer by installing its 

technology in the New Yoric maricet The Company plans to offer at least four locations on the PATH 

system as part of tiiis networic and has embarked upon efforts to conditionally pre-sell space. 

National Sales Force 

To be effective in offering a national platfonn, Uie media MUST be supported by a national sales force. 

SideTrack is the ONLY tunnel advertising company wiUi a coast to coast team of media reps. Our North 

American team consists of eight people In the USA, one in Canada. Collectively, the SideTrack media 

reps have over 150 years of direct experience in advertising. Our sales offices are strategically located 

in New York, Chicago, Los Angeles, Deti-oit, Boston, AHanta and Toronto. 

Competitive, Realistic Rates 

Local focus is upon researching individual market advertising standards, behaviors and pricing on a 

market by market basis. SideTrack has dedicated significant resources towards determining the most 

sustainable rate which the Company would have credibility and confidence in offering and realizing 

upon over the duration of a long term commercial conU'act 
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Proposed Advertising Rates 

SideTrack has dedicated significant resources towards determining Uie most sustainable rate which 

both parties would have credibility and confidence in delivering over the duration of the commercials-^ 

tenn. 

In an attempt to come up with a revenue model that is realistic and sustainable in the long term, a 

study of the reported prices paid for advertising space in subway systems was used as a basis for 

further discussion with some of the major agency media buyers in the USA. The consensus from 

industry experts is that Tunnel Advertising would undoubtedly attract a "novelty premium" in the short 

term and an exclusivity premium but would eventually mature into its own particular niche alongside 

the other forms of subway advertising. Bearing Uiis in mind, SideTrack has, in Uie derivation of this 

rate proposal, paid very particular attention to the feedback of senior executives in the media industry. 

We believe that New Yori< should be able to command space rates in the $75,000(US) monthly range 

on a sustainable, long term basis. 

Targeted CPM Rate 

Much of the research Into the rate determination is based upon targeting a CPM (Cost per Thousand 

Exposures) value for the ad space. While focused upon revenue maximization, SideTrack set the 

following objectives in rate determination: 

• stay wlUiin the established context of tiie maricet that advertisers currentiy pay for ti-ansit 

based advertising while achieving a premium that motion can bring to medium pricing 

• avoid huge, unsustainable prices for launch customers that will inevitably result in 

emban-asslng future discounting and elevated vacancy rates. 

• reward long term and repeat clients to attain and sustain 100% occupancy. 

CPM rates targeted at tiie $17.50 point for New Yoric have received little resistance in initial North 

American mariceting stages and will be the level at which SideTrack sti-lves to keep prices. 

Rate Card 

The proposed rate card for mariceting SideTrack media space in PANYNJ properties is based upon: 

• achieving a target CPM; 

• establishing a 4 week posting period; 

• granting discounts up to 25% for long term space commitinent; and 

• granting further discounting (usually 5%) for booking more than one installation (nationwide). 

The proposed PANYNJ rate card for PATH tunnels: 

4 Week 12 Week 24 Week 52 Week 
$95,000 $242,250 $456,000 $926,250 (time discounts applied) 

The 4 Week price can range from a fljil list price of $95,000 to a fijily discounted price of $71,250. 
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Lower Production Costs ' 

Lower costs of producing finished material for use on the SideTrack advertising sites (nearly 50% of 

Uie closest competitor costs) ensures that the greatest possible portion of each advertising dollar '̂ 

spent is focused to the purchase of media space. This is an important consideration for PATH as tiie 

revenue shares are based upon media space costs, not production costs. 

A Superior Performing Product for Advertisers' Impact 

The technology offered by SideTrack has demonstrated its ability to present a superior image to all 

competing systems - an incredibly important advantage from an advertiser's point of view in making 

any long term commitments to using such a medium. 

Unlike competing systems, the SideTrack images appear brighter because the pictures are front lit 

This allows the image brightness to overcome the "mirror effect" of the train's window that would 

otherwise fade the picture and diminish its impact 

SideTrack uses a "panoramic" presentation style and does not use vertical slits to create Its motion. 

This creates a clear and unobstructed, undistorted view from ALL sight angles and from ALL 

directions. The audience does not have to find a "sweet spot" to see the SideTrack images cleariy. 

(See Exhibit A, Video Footage). Image quality, brightness and ease of production have been 

identified as key advantages of the SideTrack system by many large national advertisers. 

Extending Existing Advertising Content to a new Audience 

SideTrack Is able to use existing videotape content to create a tunnel ad. This is a crucial advantage 

SideTrack has in introducing a new medium because it reduces the costs to the advertiser to commit 

to a new concept by eliminating 'creative costs' of designing content exclusively for Tunnel 

advertising. An advertiser is able to "try" the new tijnnel advertising offered by SideTrack without 

having to invest additional creative dollars. SideTrack's has demonstrated its ability to use 

advertisers' existing production material - no production expense to create ad material needs to be 

incurred by the advertiser to use this technology, thereby freeing up additional funds for space 

commitment 

As well, SideTrack has complete, in-house animation and design studios to support its advertising 

clients with "free-of-charge" services. This is a major advantage over other tunnel advertising 

companies who do not have Uiis capability and must Uierefore subcontract and charge for the service. 
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3. Experience/Financial Capability 
A. History of Firm 
SideTrack Technologies was founded in July 1999 and incorporated on April 4, 2000. The Company 

has financed all of its operating and capital costs through equity investment in the Company with both^ 

private investors and venture capital. 

Prior to founding SideTrack, the Company's founding shareholders and executive management had 

neariy 35 years combined experience in the advertising and public relations industry on both the "buy" 

and "sell" sides. Clients have Included companies such as MGM, Pepsi, Rolls-Royce, Ford, Canon 

Target Royal Caribbean Cruise Lines and Coca-Cola. 

B. Experience with Similar or Related Work 
SideTrack have a successful history in the development and installation of Tunnel Motion Picture 

Advertising Systems stretching back several years. The Company has operated a tunnel advertising 

display unit as a prototype and conducted various elements of testing since March 2001 when the 

first SideTrack prototype was installed and brought into operation in the PUTRA system in Kuala 

Lumpur, Malaysia. The system has also been used commercially since October 2002. 

After a period of system refinement and competitive bidding processes in North America, SideTrack 

was selected as the successful bidder by the MBTA (Boston) for tiie provision of in-tunnel 

advertising services. The contract was signed in December 2003 and engineering documentation was 

completed. Construction began in July 2004 and the system was put into service on August 18, 2004. 

This was tiie first commercialized, tunnel advertising opportunity in North America. To date, 3 of a 

potential 12 sites have been put Into revenue service in Boston. All sites have sustained 100% 

occupancy since beginning operation. Michael Mulhern, General Manager, MBTA reported"... the 

feedback fi'om our ridership and personnel has been ovenwhelmingly positive toward this new 

advertising medium". Royal Caribbean, an eariy, repeat customer of SideTrack, has stated "... even 

better than expected..." 

On March 3, 2005 the BART Board of Directors (San Francisco) approved a plan for the tunnel ads 

In which SideTrack shall be the subcontracted supplier of services to Viacom Outdoor who, after 

having carefully examined all of the competing tunnel advertising systems, chose to work co

operatively with SideTrack Technologies. The system is expected to launch in the fall of 2005. 

Together, Viacom and SideTrack have also been selected to supply tunnel advertising services in 

accordance with a seven-year contract with Uie Toronto Transit Commission (TTC). Site surveys 

have been completed; engineering reviews are underway; project funding is in place; and two 

systems are expected to be installed and operating in the final quarter of 2005. Launch advertisers 

have already been identified and letters of intent have been signed. 
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SideTrack was recently contacted by MARTA (Atlanta) with an eye to install the SideTrack tunnel 

advertising equipment in its system as an alternate or in addition to the one existing site. SideTrack 

currentiy waits for MARTA Board for approval. 

Two systems have been Installed in the subway system of Monterrey, Mexico (Metrorrey) and __^ 

began commercial operation in December 2004 and have featured advertisers such as Unilever and 

Femsa. 

Under contract with the metro system in Rio de Janeiro, Brazil (MetroRio), SideTrack's first 

installation has been completed and tested and will begin commercial operation on July 1, 2005. 

SideTrack is awaiting final engineering approvals (expected July 2005) to proceed with two 

installations in Uie London Heathrow Express tunnels in London, England. 

C. Engineering Experience and Capability 
The engineering section of SideTrack is headed by Edgar McCullins (see resume in Key personnel 

section below). McCullins Is an experienced and highly qualified Engineer and has worked In the 

fields of Missile Systems; Special Cables (including LOSOH formulations and Leaky Feeder Coaxial 

development for in-tijnnel communications); Composites; Automobiles; Fiber Optics; Plastics; and 

Defense & Aerospace. Ed has coordinated a team of engineers within various sub

contractors/consultancies to develop, evaluate, refine and final-specify each aspect and component 

of tiie SideTrack system. This has included: 

lamp, lamp circuitiy, and lamp enclosure design, test & evaluation, and final specification. 

wiring harness/connector design, prototyping, evaluation and final specification. 

' wall fastenings for attaching U-channel to various strength wall materials. 

poster frame design, evaluation, and final specification. 

control and junction box design and final specifications. 

U-ain speed-to-lamp frequency converter technology (PLC) 

total system safety analysis to MIL-STD 882C; 

EMC/EMI testing and certification; 

LOSOH compliancy of all materials; 

System Compliancy comparison with published body of knowledge on photon induced 

epilepsy. 

By harnessing the embedded years of engineering experience and expertise of each and every 

system component supplier, SideTrack has been able to mobilize and take advantage of the best 

support possible in each stage/component of its development There is not a single aspect of the 

system componentry/software where SideTrack is not able to call upon decades of 

experience/expertise at a moments notice. A full list of the major Sub-Conti-actors is detailed further 

herein. 
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D. Project Personnel and Key Individuals 
SideTrack intends to dedicate its entire staff to PATH project The launch of New York as a SideTrack 

maricet following the launch of Boston and concun-ent witii the launch of San Francisco is a sU"ategiĉ , 

element of the Company's business plan. 

Proiect Manaqer 

Sidetrack' VP, Engineering will act as the Project Manager during the installation phase of the 

contract The Company's VP, Finance & Administration will then become the Project Manager for 

commercial implementation. 

The Project Manager will be responsible for both the Sales & Marketing and Operational components 

of tills conti"act 

Sidetrack shall ensure that all engineering and safety requirements are performed in accordance with 

the Company engineering manual and specifications and manage and carry out all facets of the 

construction of advertising installations. During the build-out phase, at least one, senior SideTrack 

engineer or installation supervisor shall be present at all times that work Is undenÂ ay. 

Maintenance shall be scheduled as required but is likely to be upon a quarteriy basis, with a basic 

visual inspection upon ad material changes (expected on 6 week basis) 

While response times to system difficulties will depend upon gaining entry to the installation requiring 

attention In the tunnel fi'om PATH; SideTrack shall be able to respond within 24 hours to non-urgent 

matters. 

Personnel 

Robert Walker, BComm (Hons.) (Presldent/CEO) 

A founding shareholder ofthe Company, Rob provides the creative vision in developing and 

managing SideTrack Technologies Inc. Rob has served as the President and CEO of SideTrack since 

Inception In 2000. Prior to founding Uie Company, he has several years experience in senior 

mariceting and business development roles with companies such as Rolls-Royce and Dunlop 

Standard Aerospace and has a strong background in advertising, public relations and business 

development Rob Is responsible for the overall performance of the Company and providing strategic 

direction of the business development issues such as "global partnering" with strategic operators, 

suppliers and buyers. Rob holds a Bachelor of Commerce, Honors Degree from the Asper School of 

Business at the University of Manitoba. 

Brian McLean (Director, Vice Chairman) 

Brian McLean is the Past President and CEO of Viacom Outdoor Canada and has over 30 years 

experience in the outdoor advertising industry In both business operations and sales. Brian has 
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demonsti'able national sales and major account experience and is a recognized spokesperson for the 

out-of-home advertising industry. He has cultivated strong personal relationships with senior 

client/agency infiuencers. Brian has personally overseen mergers and acquisitions in the outdoor 

industiY on transaction values of several hundred million dollars and has achieved annual advertising 

revenues in excess of $150,000,000. 

Edgar McCullins, M.Sc MIEE M. InstP C.Eng. C.Phy. (VP, Engineering) 

Edgar is responsible for the R&D, hardware design and manufacture, quality and configuration 

management The master schedule and installation plans for new project builds is managed by 

Edgar. 

Edgar holds an M.Sc. degree ft"om the Queens University of Belfast and is a Chartered Engineer and 

Chartered Physicist Edgar McCullins has worked In a senior executive role in both engineering and 

business development functions in global indusbies such as aerospace, telecommunications and 

automobiles. Some of his specific previous experience includes: 

- Representation on British Standards Committees (BSS) for electrical cables and on a BSS 

working group for cables specifically designed for safe operation in flammable or explosive 

atmospheres 

- Design and manufacture of revolutionary LOSH cables for London Underground Railway 

System and "Leaky Feeder" co-axial cables for tunnel communications for British Rail 

- Manager of the body factory for the DeLorean sports car plant In N Ireland 

- Performed research and published a written tiiesis on lasers and holography while In the 

Optoelecti'onics department of Queens University of Belfast, Northern Ireland. 

Bradley Caruk (VP, Production and Creative Services) 

Brad is responsible for tiie overall animation theories, creative concepts and production. He oversees 

the in house animation and design team along with all the studio woric. Additionally, Brad Caruk is 

responsible for the proprietary design and development of system software and production 

technologies for the Company and oversees the effective execution of the delivered advertising 

visuals, interfacing with the production requirements of both Uie client and global print network. 

Brad is a graduate of Design from Red River College, Dean's List and a recipient of the Governor 

Generals Award. He has been involved in the science and production of animation for over fifteen 

years. 

Paulo Mylla (Director, Business Development) 

Paulo joined Sidetrack in 2003. He was formeriy tiie head of business development (Americas) for 

Motion Posters, Inc. a now defijnct direct competitor of SideTrack in tunnel advertising. Paulo's brings 

strong Industry experience In both rail system business operations and has been highly effective at 

securing SideTrack's current contracts in Mexico and Brazil and Greece. 
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Jeff Stobbe (Sr. Installations Manager) 

Prior to SideTrack, Jeff was employed at Red River College where he was responsible for ordering, 

configuration, and maintenance of Creative Arts technology; In addition to being an Educational 

Assistant for Uie Graphic Design program. Jeff has worked as an Art Director at Palmer Jarvls, a DDB 

owned company, where he specialized In the design and production of print based advertising. Jeffs 

mechanical experience comes from Infasco - a worid wide fastener manufacturer/distiibutor and 

Burroughs Business Machines through roles in Assembly, Refurbishment and Quality Conti'ol. 

Michael Swistun, CFA, BComm (Hons.) (VP, Finance) 

Michael is a Chartered Financial Analyst and was Corporate Finance Associate for Wellington West 

Capital for 8 years prior to joining SideTrack. Previously, he was the President of Grand Pines 

Development Corporation, a Manitoba based golf course and recreational development company 

which he founded in 1994. Mr. Swistun cun-ently serves as a Director of Premium Glacier Inc., and 

Director and executive committee member of Grand Pines Development Corporation. 

Tony JanowskI (Director- National Sales) 

Tony has over 20 years of advertising experience beginning his career with the well known J. Walter 

Thompson agency in Detroit on the Ford Tnjck and Motorsports business. After more than five years 

on Uie agency side, Tony ti-anslated his experience to publishing with Uie national magazines 

Reader's Digest and US News & Worid Report before becoming part of the launch team for Fast 

Company -one of the most successful magazine launches of the 1990's. Tony Is a part of and 

oversees SideTrack's 8 person advertising sales team and is based out of our Chicago office. 

Bob Garrett (Media Rep - New York) 

Bob is the East Coast Ad Director for SideTrack based in our New York office. Bob has several years 

of experience in the sale of outdoor and internet advertising. 

Don Jones (Media Rep - Boston) 

Don is a 27 year veteran in the mariceting and sales indusUv, the majority of which was spent at Time 

Magazine. He has experience working directiy upon brands such as Ford and the US Marines. 

Mark Hermanson (Media Rep - Los Angeles) 

For over 25 years, Mark has represented major magazines like U.S. News & Worid Report, Fast 

Company, Rolling Stone and Motor Trend. While at U.S. News he helped with the launch of Family 

Fun and Fast Company magazines. 

Jay Gagen (Media Rep - Detroit) 
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Jay has spent over fourteen years in Television, radio outdoor, internet and magazine sales with such 

titles as Country Home, Men's Fitness, Shape and Salt Water Fisherman. 

Tim DICarlo (Media Rep - Atlanta) 

Tim has over 20 years of experience in.media sales, with prestigious properties such as Week, 

WIRED, and Food and Wine magazines. 

Jim Moorhead (Media Rep - Midwest) 

Jim has over 12 years of experience as a publisher and sales executive for eight national trade and 

association magazines, six sport magazines, one travel magazine and a computer publication. For 

ten plus years, Jim was the Advertising Director for the Western Open Golf Tournament, the second 

oldest tournament on the PGA Tour. As a publisher, Jim has created and successfully launched 

three golf association publications. 

Jeff Maler (Media Rep - Chicago) 

Jeff has over 20 years of advertising experience in magazine, outdoor and online mediums. After 

building a magazine company during his college years, Jeff went out to sell for Inc. Magazine along 

with Business Week for five plus years each. Jeff has spent the last six years dedicated to the 

outdoor and online advertising. 

E. Subcontractors 

Dlversitronlcs Inc. (lighting engineers/manufactijring) 
www.diversitronics.com 
Based in the Chicago suburb, Elmhurst. Illinois, Diversitronics is a privately held company 

manufacturing special-effects lighting including DMX and Analog lights, ultra high power fixtures and 

continuous emission Hyperflash systems. 

In business since 1967, Diversiti"onlcs is known for its excellent service, product support, design 

flexibility and application consulting. Diversiti-onics has been supplying SideTrack with lighting 

solutions ft^m ttie very beginning of the prototype effort to today. 

Precision Metalcraft Inc. (custom sheet metal fabricators) 
www.precisionmetalcraft.com 
Precision Metalcraft Inc. (PMI) is a worid-class precision sheet metal fabrication facility. PMI prides it 

self on short lead times and consistent on-time delivery. Registered to ISO9002-1994 standards, the 

Company continually stilves to improve on systenis Uirough Total Quality Management (TQM). 

Precision serves a wide range of OEM customers representing industries such as 

telecommunications, medical, electronics, b^nsportation, and agricultural and Is a one-stop shop for 
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sheet metal products. Products range from 19" electi"onic/relay cabinets, chassis, kiosks, enclosures, 

panels, and brackets to custom engineered, proprietary products. 

From tiie design board to the packaged part, processes include engineering and design, CNC 

Punching and forming, welding, zinc plating, 900' of ftjlly automated powder coating line complete 

with 5 stage paint preti'eatment, silk screening, assembly and packaging. 

J. H. Parker & Associates Inc. (Rail System Engineering Consultants) 
www.Darker-inc.com 

SideTrack's installation plans and system safety audit/review was canied out and critiqued by J. H. 

Paricer & Associates Inc. (PAI), a ground transportation consulting firm with an international clientele. 

The specific focus of PAI Is on meeting the technological challenges of the rail ti-ansIt Industry by 

applying tiieir extensive experience in virtually every mode of rail transportation. The PAI Team has a 

fijll range of experience members in a variety of technologies, including new subsystem and main 

system technologies. 

PAI focuses on applying creative solutions to transportation challenges, ensuring Uie evaluation and 

choice of an appropriate technology to meet the characteristics of each particular transportation 

situation. PAI brings "hands-on" experience to the design, manufacture, development testing and 

Installation of complete transit systems. 

PAI has provided Systems Engineering services to rail transit agencies all over the worid. Their 

skilled Systems Engineering experts bring an operating transit system perspective to fulfilling a 

variety of roles. 

Digital Pictureworks Inc. (Creative/Animation/Digitization Studio) 

www.diaiplcsworks.com 
For over fifteen years. Digital Pictureworks have been delivering high-end computer design and 

animation. Projects include the ti'aditional corporate identity packages, brochures, posters, 

advertisements, commercials, and videos but the Company buly stands alone in its ability to provide 

multimedia authoring and leading edge animation, cinematics and special eftects. 

A preferred supplier of CGI to Canada's advertising agencies, Digital Pictureworks is trusted with key 

brands. Disney, Pepsi, and Canon are just a few examples of their client roster. Maximizing post-

production capabilities on site and using the Internet for constant assessment of work in progress, 

Pictureworks has proved a reliable and cost effective partner in many ad campaigns. 

The HIIti Corporation (Wall Mounting/Fastening System) 
www.us.hilti.com 
Founded in 1942 in Europe, The HiIti Group is a worid leader in developing, manufacturing and 

marketing top-quality products for the construction Industry and building maintenance. HIIti Nortii 

America, an ISO 9001 certified company, is headquartered In Tulsa, Oklahoma, and employs over 
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2,000 people from coast-to-coast The manufacturing plant in Tutsa has received ISO 14001 

certification for its environmental program. 

• HiIti provides a wide variety of products and systems designed for applications in mechanical and 

electrical industries, telecommunications, civil engineering, building construction, steel and interior 

finishing. Products offered by HiIti include advanced powder actuated tools, drills, power chisels, 

electric screw fastening systems, anchoring products, concrete coring and cutting products, 

fasteners, drill bits & accessories, and laser positioning & installation systems. 

Vansco Electronics Ltd. (wire harness and electi'onics system) 
www.vansco.ca 

In business since 1978, Vansco employs neariy 800 people In Manitoba, Canada and North Dakota, 

USA. The Company specializes in custom design and manufacturing of electronic, electro

mechanical, and electro-hydraulic conti"ols and insU^mentation for the bus, ti-uck, constmction and -

agricultural equipment Industries. 

Vansco's wire harness manufacturing c^apability; fine pitch surface mount and through-hole circuit 

board assembly and complete environmental test lab wiUi equipment required to test product to both 

North American and. European electronic standards has been ISO 9002-94 certified since 1995 and 

ISO9001-2002 since Jan 2003. 

Wardrop Engineering Inc. (engineering consultants) 
www.wardrop.com 
Wardrop Engineering was founded in 1955 and currently employs over 450 people. At its core, 

Wardrop is an integrated group of experts operating in disciplines that encompass transportation, 

power, infrastructure, health care, manufacturing and supply chain solutions, mining & mineral 

processing, nuclear, pulp & paper/forest products, oil & gas, and water & waste. 

Wardrop's North American operations have riiet the requirements of ISO 9001:2000 and have 

received certification for the company's Quality Management System. 

Mass Electric Company (MEC) (Installations Subconti^ctor) 
www.masselec.com 

MEC was founded in 1928 in Boston, Massachusetts. With over 75 years of continuous service, MEC 

has grown to be a national electrical conti^ctor with offices and projects throughout the United States. 

The MEC Rail division specializes in signaling and communications installation and maintenance and 

has the crews and equipment in place to ensure safe, fast and cost-eftective installation of all types of 

S&C systems. For decades. Mass Electric Construction Company has helped build many ofthe 

nation's rail systems, installing signaling, switching, control and communications equipment as well 

as catenary and third-rail traction power systems. 

Wellington West Capital Inc. (financial advisory services) 
Www.wellinqtonwest.com 
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Founded in 1993, Wellington West is one ofthe largest Independent investment dealers in Canada 

with over 20,000 accounts, $2 Billion under management and annual securities trading in excess of 

$2.9 Billion. The Company provides full service capabilities to its clients including corporate finance, 

venture capital, merchant banking and financial advisory services 

Wellington West and its executives has been the recipient of a number of business awards. It has 

been one of Canada's 50 Best Managed Private Companies for five years mnning. The company is a 

member of the Canadian Investor Protection Fund and the Canadian Venture Exchange. Wellington 

acts as lead agent in capital financing efforts for SideTrack. 
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F. List of Clients 

Rail System Operators 

SideTrack has been installed, to date, in rail syslems in: 

MBTA (Boston, USA) 

Massachusetts Bay Transportation Authority 
c/o Transit Realty Associates 
20 Winthrop Square, 2nd Floor 
Boston, Massachusetts 02110 
Loma Moritz ph 1-617-482-2525 

Metrorrey (Monten-ey, Mexico) 

SIstema de Transporte Colectivo Metron-ey 
Ave. Pino Suarez 1123 Nte 
Monterrey, Nuevo Leon 64000 
Ravmundo Floras Elizondo ph 52-81-8374-0199 

MetroRio (Rio de Janeiro, Brazil) 

Opportrans ConcessSo Metrovldria S.A. 
Av. Presidente Vargas 2000 Centi'o Rio de Janeiro 
CEP 20210-031 Brasil 
Jose Auousto Tourinho Dantas Jr. ph.: 21-3211-6300 

Advertisers 

Two previous advertisers that would make credible reference sources are 

Royal Caribbean Cruise Lines 
(launch advertiser in Boston and a repeat buyer) 
c/o MPG/Arnold 
Steve Dow 
Phone: 617.587.8711 
101 Huntington Avenue 
Boston, MA 02199 
Steve.Dowfa)mpa.com 

Target Stores 
(a repeat advertiser that has tried both of tiie competing tunnel advertising technologies) 

c/o Haworth Media 
Scott Slater 
Phone:612-677-8900 
10*̂  Floor TCF Tower 
121 South 8*̂  Sti-eet 
Minneapolis, MN 55402 
SSIaterfS) Haworth Med ia.com 
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Video Footage 
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;iJiTRACK 
i c h n o l o g i e s I n c . 
ISO Main Street 
Innipeg, MB Canada 
!V2B& 

1 (204) 663 4989 
1(204)334 4023 

vw.5ldetriick.ca 
;877) 258 3988 

Financial Information 

Canadian Business Number: 

DUN and Bradstreet Number: 202018516 

Wellington West Capital Inc. 
400-200 Waterfront Dr 
Winnipeg, MB, Canada 
R3B3P1 
Ph: 204-925-2250 
Fax:204-942-6194 
Representative: Kevin Hooke 
Director and Vice President of Corporate Finance 
Direct Line: 204-925-2268 

RBC Royal Bank 
220 Portage Ave, 2""̂  Floor 
Winnipeg, MB, Canada 
R3C0A5 
1-800-769-2520 
Representative: D. F. Ledwos 
Direct Line: 204-988-6059 
Fax: 204-988-4487 

d ' ' 

http://vw.5ldetriick.ca


iiJiTRACK 
T e c h n o l o g i e s I n c . 
1980 Main Street 
Winnipeg, MB Canada 
R2V 286^ 
R 1 (204) 663 4989 
F: 1(204)334 4023 

www.sldetrack.ca 
1 (877) 258 3988 

June 6,2005 

To Whom It May Concern:: 

Re: Statement on the Current Financial condition of Sidetrack 
Technologies Inc. 

The financial condition of Sidetrack Technologies Inc. as of June 6^, 2005 is 
presently as good, if not superior to, the financial condition as presented in the 
enclosed Audited Statements dated March 31,2005. 

Michael Swistun, CFA 
Vice President, Finance 

/.:>. 

http://www.sldetrack.ca
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/ H H \ Massachusetts Bay Transportation Authority w MitlRomney Kerry Heaiey Daniel A: Grabauskas Michael H. Mulhern 
GoyeiTwr LL Governor Secrelary raid MBTA Chairman General Manager 

October 15,2004 

To Whom It May Conccni: 

Sidetrack Technologies, hic, of Winnipeg, Canada, has recently completed the conslniction 
and launch ofthe fir^t commercial installatftm of their Motion Picture Advertising system in North 
America in lhc Red Line tunnel cff the MBTA, 

We are hopeful that this will .be the first of a nuinber of sites that will eventually be 
constructed oil the Red Line, pibviduig an exciting and growing new source of non-fere revenue to 
ttie MBTA. 

I am pleased to say this advertising has been well received by our passengers. To date, tbe 
feedback from our ridership and personnel has .been overwhelmingly positive toward this new 
advertising medium-

Throughout the construction process. Sidetrack's engineering and construction staff has 
worked with our personnel to ensure that our day-to-day operations were not disrupted and that 
system safety was never compromised. Sitice the Sidetrack site was first launched, it has operated 
seamlessly without any interference to our subway operations. 

The. MBTA is pleased be the first operator in North America to implement a commercial 
tunnel advertising agreement with Sidetrack, We recommend. Sidetrack's technology, and die 
company, to any other interested transit authorities.. 

Sincerely, 

Michael H. Mulhem 
General Manager 

Massachitseits Bay Transporlaiion Authority. Tfep ParkPlaza, Boston, MA 02!l_6-3974 
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c. Attachment C - Proposer Reference Form 

d. Attachment F - Contractor's Officers and Staff 
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ALL OTHER TERMS AND CONDITIONS SHALL REMAIN THE SAME. 

THIS COMMUNICATION SHOULD BE INITIALED BY YOU AND ANNEXED TO 
YOUR PROPOSAL UPON SUBMISSION. 

IN CASE ANY PROPOSER FAILS TO CONFORM TO THESE INSTRUCTIONS, ITS 
PROPOSAL WILL NEVERTHELESS BE CONSTRUED AS THOUGH THIS 
COMMUNICATION HAD BEEN SO PHYSICALLY ANNEXED AND INITL\LED. 

PORT AUTHORITY OF NY & NJ 

LARRY WAXMAN, MANAGER 
PRIORITY PROCUREMENTS 
DIVISION 

PROPOSER'S F 

INITL^LED: 

E: ^;c\iL\:mc\A T^.d\ro\OQ^\e^ 

DATE: " S o X N l L ^ . ^ ^ Q Q ^ 

QUESTIONS CONCERNING THIS ADDENDUM MAY BE ADDRESSED TO 
MR. T. J. STORCH, WHO CAN BE REACHED AT (212) 435-3936. 

Addendum 1, RFP 0000007920 
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IN CASE ANY PROPOSER FAILS TO CONFORM TO THESE INSTRUCTIONS, ITS 
PROPOSAL WILL NEVERTHELESS BE CONSTRUED AS THOUGH THIS 
COMMUNICATION HAD BEEN SO PHYSICALLY ANNEXED AND INITIALED. 

PORT AUTHORITY OF NY & NJ 

LARRY WAXMAN, MANAGER 
PRIORITY PROCUREMENTS 
DIVISION 

PROPOSER'S 

INITIALED: 

:t>;d^lroLC>\ T€£^nolog^^ 

DATE; ^OrNlL^ (o , ^ 0 x 0 0 3 

QUESTIONS CONCERNING THIS ADDENDUM MAY BE ADDRESSED TO 
MR. T. J. STORCH, WHO CAN BE REACHED AT (212) 435-3936. 

Addendum 2, RFP 0000007920 



All Proposers are once again advised that their Proposal shall be based solely upon the 
written Proposal Booklet and any formal Addenda issued by the Port Authority. Therefore, 
no other form of communications such as, but not limited to, verbal comments, whether or 
not electronically recorded, shall be considered a part ofthe Request for Proposal Documents 
or relied upon by prospective Proposers. 

ALL OTHER TERMS AND CONDITIONS SHALL REMAIN THE SAME. ^ 

THIS COMMUNICATION SHOULD BE INITIALED BY YOU AND ANNEXED TO 
YOUR PROPOSAL UPON SUBMISSION. 

IN CASE ANY PROPOSER FAILS TO CONFORM TO THESE INSTRUCTIONS, ITS 
PROPOSAL WILL NEVERTHELESS BE CONSTRUED AS THOUGH THIS 
COMMUNICATION HAD BEEN SO PHYSICALLY ANNEXED AND INTriALED. 

PORT AUTHORITY OF NY & NJ 

LARRY WAXMAN, MANAGER 
PRIORITY PROCUREMENTS 
DIVISION 

PROPOSER'S FIRM 1/QE: " O , ( ^ I ^ J L O ^ T e ; : ) f ^ ^ d C C ) U S 

INITIALED: 

DATE: ^ ^ 0 - < ^ ^ ^ , ' ^ O Q ^ 

QUESTIONS CONCERNING THIS ADDENDUM MAY BE ADDRESSED TO MR. T. 
J. STORCH, WHO CAN BE REACHED AT (212) 435-3936. 

Addendum 3, RFP 0000007920 



above referenced RFP is on a different Scope of Work and past performance may not be a 
good indicator of fiiture or expected performance. 

All Proposers are once again advised that their Proposal shall be based solely upon the 
written Proposal Booklet and any formal Addenda issued by the Port Authority. Therefore, -
no other form of communications such as, but not limited to, verbal comments, whether or 
not electronically recorded, shall be considered a part ofthe Request for Proposal Documents 
or relied Upon by prospective Proposers. 

ALL OTHER TERMS AND CONDmONS SHALL REMAIN THE SAME. 

THIS COMMUNICATION SHOULD BE INITIALED BY YOU AND ANNEXED TO 
YOUR PROPOSAL UPON SUBMISSION. 

IN CASE ANY PROPOSER FAILS TO CONFORM TO THESE INSTRUCTIONS, ITS 
PROPOSAL WILL NEVERTHELESS BE CONSTRUED AS THOUGH THIS 
COMMUNICATION HAD BEEN SO PHYSICALLY ANNEXED AND INTTIALED. 

PORT AUTHORTTY OF NY & NJ 

LARRY WAXMAN, MANAGER 
PRIORITY PROCUREMENTS 
DIVISION 

PROPOSER'S FIRM ̂ . f O j A J>XraOS"Uch W \ 0 ^ ' ^ 

INITIALED: 

DATE: "^0<M)^ [p j r ^ 0 0 5 

QUESTIONS CONCERNING THIS ADDENDUM MAY BE ADDRESSED TO MR. T. 
J. STORCH, WHO CAN BE REACHED AT (212) 435-3936. 

Addendum 4, RFP 0000007920 
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SIDETRACK TECHNOLOGIES INC. 

CERTIFICATE 

The undersigned being the Secretary of Sidetrack Technologies Inc. (the "Corporation") hereby 
certifies, on behalf of the Corporation and not in his personal capacity, as follows: 

(a) attached is a tnje and correct copy of the certificate and articles of incorporation and 
amendment of the Corporation (collectively, the "Documents") 

(b) there have been no changes made to any of the Documents from their respective effective 
dates to the date of this certificate other than as noted herein; and 

(c) each of the Documents is in full force and effect, unamended otherwise than as noted 
therein, as at the date of this certificate. 

/ ^ -r 
DATED as of the _ 6 _ day of J U i / ^ , 2005. 

David Filmon, Secretary 
Sidetrack Technologies Inc. 



Manitoba 

Certificate of Status/ 
Certificat de Status 

This is to certify that / Nom certifions par Ies presentes que 

SIDETRACK TECHNOLOGIES INC. 

Manitoba Corporation No. / Corporation manitobaine no 

4156331 

incorporated/amolgomatod / constitute /fusionnSe 

04APRIL/AyRIL 2000 

current jurisdiction / autorite ligislative courante 

MANITOBA 

is registered under The Corporations Act. est enregistree sous le regime de la Loi sur Ies 
According to the information contained on our corporations. D 'apr^s Ies renseignements que 
records, as of this date, the body corporate is 
stiU in existence. 

nous avons, cette personne morale existe 
toujours aujourd'hui. 

Dated: / Fait le 

08 th 

This / Ce " day I jour 

Qf/^ _SEinr./SEPT. 20 00 

Director / Le directeur 
The Corporations Act / 
Loi sur Ies corporations 

MG-3838 j r > . 



SCHEDULE "A' 

^-nhoba 

The Corporations Act/ 
Loi sur ies corporations 
ARTICLES OF INCORPORATION (share capftaJI / 
STATUTS CONSTITUTIFS (corporations avec capital-actions) 

i j f t a r f l w Corpowtons Act / 
j ^ ^ Loi sur Jes corporattons 

CERTIFICATE / CERTIRCAT 
ARrrttXCS INFECTIVE/ 

LES STATUTS PRENNENT EFFET LE 

4 APR / AVR. 2000 

Corporation No. H t S C > 2 5 / 
N^ de la corporation ' 

OmCCTOfl̂ COftPORXI! 

1 - Name of Corporation / Oinominatlon sociate 

SIDETRACK TECHNOLOGIES INC. 
2 - 1^8 address In full of the registered office (include postal code) / 

Adresse complete du bureau enregistrS (inclure le code postal) 

30th Floor, 360 Main Street, Wiimipeg, Manitoba R3C 4G1 

3— Number (or minimum and masdmum number) of directors / 
Nombre (ou nombre minimal et maximal) d'administrateurs 

Such number as may be designated from time to time by resolution ofthe directors provided that the 
minimuni number of dzrectors shall be one, and the maximum number of directors shall be ten. 

4 - Rrst directors / Preirters admlnistrateurs 

Name in fuft / Mon complet Address in futt finctude postal code) / Adresse complSte fJncfure te code postaO 

TraceyD- Deley 30th Floor, 360 Main Street, Winnipeg, Manitoba R3C 4G1 

5 - The classes and any maximum number of shares ihat the corporation is authorize to issue / 
Categories et tout nombre maximal d'actjons que la corporation est autorite d ^mettre 

an unlimited number of Class A common shares 
an unlimited number of Class B common shares 
an unlimited number of Class C common shares 
an unlimited number of Class D common shares 

an unlimited nximber of Class 
an unlimited number of Class 
an unlimited number of Class 
an unlimited number of Class 
an unlimited number of Class 
an unlimited number of Class 

A preference shares 
B preference shares 
C preference shares 
D preference shares 
E preference shares 
F preference shares 

MQ 1 e40{Rov. 02/80) FORM 2 / FORMULE 2 [AMT C1-51 

/ • • 



^ i ^^TDflOlf Submission Date-June 8, 2005 
9 1 ^ ^ I i l M V " RFP No. 0000007920 
Te Chnoiogies Inc. Advertising Opportunities for PANYNJ & PATH Facilities 

ATTACHMENT C - PROPOSER REFERENCE FORM 

Name ofProbosCT: SideTrack Technologies hic. 

Please provide a list of referencea on the finn's performance of similar work within the 
last five years, mcluding all current contracts. Use addittonal sheets as necessary. 

Include the foUowing infonnati(m for each reference: 

Customer Name: Massachusetts Bay Transportation Authority c/o Transit Realty Associates 
Address: 20 Winthrop Square. 2nd Floor. Boston, Massachusetts 02110 
Contact Name and Title: Loma Moritz • ' 
Phone and Fax Numbers ofContact: l-fi17-4S^-2525 
Contract datefs): Angngt '^nod - August 2 P H (̂ '̂̂  month initial term) 
Contract cost: yi isi oi^TTgn ; 
Description of woik: 

Installation of Three Tunnel Advertising systems on MBTA's Red Line in 
Boston, MA. 

Custcnner Name: Sistema de Transporte Colectivo Metrorrey ^___ 
Address: Ave. Pino Suarez 1123 Nte Monterrey, Nuevo Leon 64000 
Contact Name and Title: Raymundo Floras Elizondo 
Phone and Fax Numbers of Contact: 52-81 -8374-0199 
Contract date(s): December 2004 - December 2007 (five vear renewal option) 
Contract cost: ] $360.000 USD fno MAG) ., ; 
DescT^tion of Woz^: 
Installation of TWO Tunnel advertising systems 

Customer Name: M t̂TPRiP •— 
Address:, Av. Presidente Vargas 20QQ Centro Rio de Janeiro CEP 20210-031 Brazil 
Contact Name and Title: ^ , Jpsg.AugustoTovrinho Dantas Junior 
Phone and Fax Numbers ofContact: 21-3211-6300 
Contract date (sl: March 2005 - March 2010 
Contract cost: $734.000 USD 
Description.of woric: Five year exclusive term with a five year renewal option 

73 
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6 - The rights, privileges, restrictions and concfitions attachir>g t o the shares. If any / 
Droi ts, privi leges, restrictions et conditions dont Ies actions sont assorties, s'O y a lieu 

: The annexed Schedule I is incorporated ui this form 

7 - iRestrictions, if any, on share transfers / Restrictions au transfert des actions, s'ii y a lieu 

No share or shares ofthe Corporation shall be transferred without &e unanimous consent ofthe directors 
ofthe Corporation expressed either by resolution or by an tnstrwnent or mstruments in writing. 

8 - Restrictions, if any, on business the corporation may carry on / 
Umites imposdes quant d I'entreprise que la corporation peut exercer, s'il y a lieu 

None 

9— Other provisions, i f any / Autres dispostticms, s' i l y a lieu 

The annexed Schedule IE is incorporated in this form 

1 0 - I have satisfied myself that, the proposed narhe of the corporation is not the same as or similar to tho name of any known 
body carporwtB, association, partnership, oidividual or business so as to be likely to confuse or mislead. 
Je me suis assure qua la denomination sodale projetde n'est ni identique ni semblable h la d^omination d'une personne 
morale, d'une association d'une sodStd ou d'une entreprise connue ou au nom d'un particijter connu et qu'elle ne sauraft 
prdter h confusion ni induire en erreur. 

11— incorporators / Fondateurs 

Name in full / 
Nom complet 

Address in full finclude postal code) / 
Adresse complfete (indure de code postal) 

Signature / 
/ Signature 

TraceyD. Deley 30th Floor, 360 Main Street 
\Wnnipeg, Manitoba R3C 4G1 

NotaUf any Rrst Director named in paragrai^ 4 ts tiot an Incorporator, a Form 3 'Consent to Act as a First Director" must ba attached. State 
the lid] dvjc address In po^^aphs Z, 4 and 11 » a P.O. box number alone is not acceptaUe. / 

larqumSi i'un des premiers admtnistratsurs nommds h la rubrlque 4 n'est pas un fondateur, jolndre la formule 3 EntitulSa "Consamement d 
en quality da premier adminisaateur'. Jndiquer fsdresse compldte dans tes njbriques 2, 4 et 11; un num^ro da case postale seu( n'est pas 

"-^-tfuffisant. 

/ ' 

file:///Wnnipeg


J S i I S ^ E T R A f ^ K Submission Date - June S, 2005 

T e c h n o l o g i e s Inc . 
RFP No. 0000007920 

Advertising Opportunities for PANYNJ & PATH Facilities 

Customer Name: Toronto Transit'Commission 
Address: 1900 Yonge Street, Toronto, ON. Canada M4S 1Z2 
Contact.Name and Title: M. Piemontesie. 
Phone and Fax Numbers of Contact: 416-393-4000 _ ^ 
Contract date (s): January 2005- January 2012 
Contract cost: $487,848 Canadian. 
De&criptioii of woric: Installation of TWO Tunnel advertising systems 

Customer Name;, 
Address: 
Contact Name and Title: 
Phone and Fax Numbers ofContact:. 
Contract date (s): 
Contract cost: 
Description of work:_ 

74 
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^ i ^ Z f T D A O I f Submission Date - June 8,2005 
9 M ( f ^ I I l L M y R RFP No. 0000007920 
I e C n n OI o g i e s i n c . Advertising Opportunities for PANYNJ & PATH Facilities 

ATTACHMENT F - Contractor's ofGcers and staff 

. , Rob Walker 
Name: 

Title: 

Name: 

Title: 

Name: 

Title: 

Name: 

Title: 

Name: 

Title; 

Name: 

Title: 

President and CEO 

Bradley Caruk 

Executive Vice President 

Michael Swistun 

Vice President 

Paulo Mylla 

Director of Business Development 

Ed McCullins 

VP Engineering 

Brian McLean 

Director 
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"SideTrack is bringing a new Outdoor 
Medium to iife. Sidetrack's innovation is 

launching the placement of Billboards with 
Full Motion upon the dark tunnel walls of 

the world's rapid mass transit system." 
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NETWORKS 
1197 PeaChtree Street, Suite 575 

Atlanta, GA 30361 
(404) 870-8900 

Response to The Port Authority of NY & NJ 
RFP: Advertising #7920/025 
Advertising Opportunities for 

Port Authority of NY & NJ and PATH Facilities, 
Including Outdoor and Out-Of-Home Locations 

June 8, 2005 

Original 

/• 





Sign Post 
^ ^ N E T W O R K S 

Bid on RFP #7920 - Advertising Opportunities for Port Authority of NY & NJ and 
PATH Facilities, Including Outdoor and Out-Of-Home Locations 

Table of Contents 

A. Letter of Transmittal 

B. Executive Sununary 

C. Attachment A - Agreement on Terms of Discussion 

D. Contractor's Integrity Provisions - Exceptions 

E. Not Used 

F. Organization Chart; Attachment F - Contractor's Officers and Staff; 
Resumes of Key Personne! 

G. Business Plan 

H. Proposal 

I. Acknowledgement of Addenda 

J. Contract Provisions - Exceptions 

K. Financial Information 

L. Statement of Work; Attachment C - Proposer Reference Form 

M. Banking Information 

N. Sample Structural Drawings 

O. Timeline for Installation 

P. Photographs of MARTA instaUations 

Q. Proposed Port Authority Content Loop, Sign Region Identification Diagram, 
Computer-Generated Screen Grabs 
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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 qualifi^tion, ideas, models, drawings, or other 
material communicated or exhibited by u?|'|r on oiir 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 obHgation or compensation and without liability of any kind whatsoever. 
Any statement which is inconsistent with this agreement, whether made as part of or in 
connection with this Agreement, shall be void and of no effect. This Agreement is not 
intended, however, to grant to the Port Authority rights to any matter which is the subject 
of valid existing or potential letters patent. The foregoing applies to any information, 
whether or not given at the invitation ofthe 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 ofthe 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 ofthe 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 ofaproposaL 

^(dnfeHOrf.A)nrl^W jC^ 
^^(ComDany) 

£Sl 
(Title) 

^ a t e ) 

23 /• 
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D. Contractor's Integrity Provisions - Exception 

Item 1-d ofthe Contractor's Integrity Provisions states that "the Bidder and each parent 
and/or affiliate of the Bidder has not... ever used a name, trade name or abbreviated 
name, or an Employer Identification Number different from those inserted in the bid." 

When SignPost Networks was begun in February 2003, the name of the company was 
The Transit Grapevine, LLC. The company name was changed to SignPost Networks, 
LLC on January 9, 2004, and the amendment to the LLC was certified by the Delaware 
Secretary of State on January 21, 2004. Acopy of the Secretary of State's certification 
follows. 

The company has always had the FEIN 

Please note that given the date ofthe change in name, both our Cleveland RTA contract 
and our Atlanta MARTA contract are in the name of The Transit Grapevine, LLC. 

Signed: 

J^ l^od ie 
Chief Financial Officer 

> • ' 





.PR-13-e4. 92:24 PM ROBERT A PORTNOV 4048150304 P . 0 1 

Delaware PAGS 1 

Tfie Jirst State 

I , HARRIST SMITH WINDSOR, SECRETARY OF STATE OF THE STATE OF 

DELAWARE, DO HEREBY CERTIFY THE ATTACHED IS A TRUE AND CORRECT 

COPV OF THE CERTIFICATE OF AMENDMENT OF "THE TRANSIT GRAPEVINE, 

LLC", CHANGING ITS NAME PROM "THE TRANSIT. GRAPEVINE, LLC" TO 

"SIGNPOST NETWORKS, LLC", FILED IN THIS OFFICE ON THE 

TWENTY-FIRST DAY OF JANUARY, A.D. 2004, AT 11:25 O'CLOCK A.M. 

3615742. 8100 

040042414 

Harriet Smith Windsor. Secreury of Sate 

AUTHENTICATION: 2B32128 

/' DATE: 01-21-04 
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F. Contractor's Officers and Staff 

Wendell Reilly 
Chief Executive Officer 

Frank Steele 
Chief Information Officer 

Jill Brodie 
Chief Financial Officer 

Tracy Frank 
Chief Marketing Officer 

Mark McClain 
Senior Developer 

Mart McClain 
Project Manager 

Scott Melchionda 
Creative Director 

Linda Merriweather 
Traffic Coordinator 

Bryon Elliott 
Software Developer (Independent Contractor) 

/ ' 



G. Business Plan 

SignPost Networks was established in 2003 to meet the growing communication needs of 
public transportation authorities and their patrons. We offer a network of advertising 
supported LED displays delivering operational messages from transportation authorities 
as well as news headlines from leading content providers. Our signs are located where 
people have time to view them, such as rail station platforms and airport baggage claim 
areas. We deploy the latest LED display technology, which means that our client's 
messages are visible fi-om a long distance and their presentation is engaging. Our LED 
signs are addressable through the internet, displaying text messages, graphics, animation 
and video. 

The displays themselves take a middle ground between the one- or two-line LED signs 
typically deployed in subways and airports and the LED "spectaculars" utilized in Times 
Square or Las Vegas. Our displays have the ability to do hill-motion video in addition to 
superior text-handling capabilities. Our standard display is 37" high by 65" wide, and 
draws about the same power as a hair dryer when every diode on the display is lit. 

The proposed displays are the very latest LED technology, with a very high-resolution 
matrix (6 mm center-to-center) and full RGB (red-green-blue) color capabilities. These 
displays are a better match to large public spaces than LCD or plasma screens. LED 
displays offer higher brightness and contrast, longer viewing distances, and longer 
lifespan than LCD and plasmas, and are not subject to screen bum-in on extended use, as 
are LCDs and especially plasma displays. The primary disadvantage of LED displays 
compared to LCDs and plasmas is their relatively high manufacturing cost. 

Our manufacturing partner, Daktronics, is the leader in LED displays, providing 
everything from one-line LED signs to scoreboards and wraparound displays for sports 
arenas and stadiums. 

Commuters look to SignPost Networks for train information and alerts from the 
transportation authority. Arriving passengers at airport baggage claim, particularly first 
time visitors, look to our displays as "digital welcome mats" that can provide helpful 
information about transportation altematives into the city. SignPost Networks integrates 
existing messaging systems with a network of addressable LED displays, making 
commuters and travelers better aware of important transportation developments as they 
occur. Our software allows transportation authorities to address messages to all displays 
throughout the system or any combination of signs down to a single display. 

Our displays also serve as an element of ADA solutions by providing visual messaging 
that works in tandem with audio public address systems. SignPost Networks supports 
repeating messages and emergency interruptions from the transportation authority. 

Arriving passengers sometimes feel "out of touch" while standing at the airport baggage 
claim. We improve the travel experience by displaying content that is relevant, timely 
and accurate. SignPost Networks displays the latest headlines and leads fi'om around the 
nation and the world - updated every twenty minutes - along with local news, sports and 
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weather. Our signs are connected to the internet, so the news appears as stories break. In 
Cleveland, our content partners are Cleveland.com ^xî  Associated Press. In Atlanta, we 
display news fi-om ajc.com and Reuters, and we are in negotiations with The Weather 
Channel and ESPN. SignPost Networks also monitors and displays alerts from the 
Amber Alert program and the Homeland Security Advisory System. 

SignPost Networks reaches people while they're waiting on rail platforms or at baggage 
claim, so advertisers have rime to get their message across. We can also target patrons by 
location or by day part. With SignPost Networks, production costs are low and setup 
time is short. Advertisers can update their 15 second promotional spot on a weekly basis 
and receive real-time performance reports at their desk. 

How will SPN develop and Implement advertising sales ideas? 

Signpost Networks was established, first and foremost, to meet the visual paging needs of 
public transportation authorities. We specialize in displays that simultaneously inform, 
entertain, and advertise to travelers awaiting their train or baggage. We provide very tight 
integration with our partner agencies' operational systems to share "must-have" trip 
information with our viewers. We believe that if people fmd the displays helpfiil and 
they actually have time to read them, then advertisers, both local and national, will 
support the medium. 

SignPost Networks focuses on those large public spaces, interior and exterior, where at 
least ten thousand people a day assemble for an average wait time of at least five minutes. 
We customize the SPN content to the particular audience within a particular space during 
a particular timefi-ame; and we set the length ofthe content loop in relation to the average 
viewing fime. SPN displays a variety of text messages, graphics, animations and video, 
all without any ofthe disturbing audio feeds that many airport patrons find annoying. 

SignPost offers content sponsorships as well as 15 second "spots" to advertisers. In 
addition to maintaining a local sales office with a dedicated sales staff, SPN has an 
established marketing agreement with Lamar Advertising Company for national sales 
referrals. Lamar, which is one ofthe largest outdoor advertising companies in the U.S. 
(based on number of displays) currently owns and operates over 150,000 billboard 
advertising displays in 43 states and provides transit advertising on bus shelters, benches 
and buses in 34 tt-ansit markets. 

Because SignPost displays are wired directly to the internet, advertising content is easily 
changed. Consequently, SPN is very effective for time-sensitive promotions. SignPost 
displays are also individually addressable, so local advertisers are able to buy smaller, 
more affordable unit spots segmented by location or by day part. We also offer category 
exclusivity to content sponsors and long term advertisers, which, we believe, provides 
additional value to our largest clients. SignPost has engaged Arbitron Outdoor for 
audience assessment and measurement. ' 
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How will SPN develop new and creative advertising opportunities using 
new and non-traditional technologies? 

SignPost Networks has chosen high-quality, high-resolution, full-color (red-green-blue) 
LED displays as the best technology to visually reach large numbers of people who fmd 
themselves waiting in places like airport baggage claim or transit rail platforms. 
Additionally, we fully integrate our LED display technology with the existing 
communication and paging systems ofthe public transportation authority to help improve 
communications to patrons. 

SignPost is a network of full-color, high-resolution LED displays, selectively and 
appropriately placed, showing helpfiil information, both operational and promotional, 
from the transportation authority as well as timely news from branded content providers, 
such as Reuters.com, Weather.com and ESPN.com. Because our signs are wired to the 
internet, our content (which typically comes fi-om RSS feeds) is fresh and compelling to 
viewers. In Section Q, we have provided a proposed Port Authority content loop, which 
shows how content is organized on our displays, and also shows the available 
opportunities for local content providers, paid content sponsors and paid advertisers. In 
Section Q are also computer-generated pictures of how the signs look with different 
content on them. 

Our LED displays do not rely on an audio feed. Instead, our displays present information 
clearly and concisely in the form of simple scrolling text messages, static images and 
graphics, "Flash" animations as well as full motion video. State-of-the-art LED 
technologies from Daktronics make our medium (and your message) highly visible and 
easy to read from a distance, particularly in large atrium-type spaces with high ambient 
light. For this reason, SPN prefers high quality LED over smaller LCD or plasma 
screens. 

Designs for installations that achieve aesthetic excellence, and that are 
compatible within the physical and operational context 

SignPost Networks designs its displays and display placements to fit in to the 
environments in which they're installed. We often hear that particular displays "look like 
the station was designed for them," which is our goal. SPN utilizes a number of standard 
mounting brackets, but we don't hesitate to fabricate custom pieces to ensure the most 
attractive, finished, and professional installation possible. In addition, we utilize the 
expertise of structural engineers to ensure that our displays are installed in the safest 
manner possible. 

If awarded a contract with the Port Authority, we would begin a design phase targeting 
attractive and visible install locations throughout the Port Authority's three airports. 
Typically, we visit each site multiple times to evaluate traffic patterns and sightlines. 
From these site visits, we develop a short list of locations with the partner authority. The 
result of these site visits is a location submission, like the Decatur platform submission in 
Section N, showing a virtual sign photographically dropped in to the proposed locations. 
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If approved, these locations are then the subjects of in-depth technical walkthroughs to 
evaluate the best methods of mounting signs in those specific locations, and how to most 
cleanly deliver power and communications to each location. Deliverables resulting from 
these walkthroughs include complete electrical and structural drawings, as included in 
Section N. 

Install and provide materials for any infrastructure at no cost to the Port 
Authority 

The estimated capital budget for acquiring, designing and installing 18 to 24 Daktronics 
LED displays (full-color red-green-blue, 6mm dot pitch, 128 x 256 matrix) in the 
baggage claim areas of Newark, LaGuardia and JFK ranges from $2 million to $2.5 
million. That amount includes a budget for reimbursement to the Port Authority for any 
direct out-of-pocket expenses associated with the SignPost build out. SignPost has an 
existing financial commitment from the private equity firm, Grapevine Partners, to frind 
up to $5 million in Capital Expenditures and other related cost of this RFP. The latest 
(2003) signed tax returns of Wendell Reilly, owner of Grapevine Partners are included in 
Section K. 

M/WBE Plan 

Job Companv MAVBE % 

o Sign Integration contractor 
o Sign Manufacturer 
o Structural and electrical engineers 
o Mounting system and bracket fabricator 
o Sign Installation Subcontractor 
o Other Capitalized Costs 

100% 

In accordance with the "MAVBE Subconttacting Provisions" ofthe RFP, SignPost 
Networks will make all efforts to utilize MAVBE firms to perform jobs reiated to the Port 
Authority installation to provide for 12% participation by MBEs and 5% participation by 
WBEs. As we did for our MARTA installation, we will get the Port Authority's list of 
certified firms and request bids for particular sections ofthe work to be performed. 

SignPost pays all vendors on 30-day terms, unless the vendor negotiates better terms for 
itself; the same consideration will be given to any MAVBE with whom we do business. 
For example, our MBE sign installation contractor in Atlanta is paid on 15 day terms, 
with a holdback amount that is paid out when certain milestones are met. 

INF AX 
Dakttonics 
TBD 
Dutton & Hall 
TBD 
SPN 

NO 
NO 
YES 
NO 
YES 
NO 

5% 
45% 
5% 
10% 
15% 
20% 
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H. Proposal 

Upon award of a 10-year contract with the Port Authority, SignPost Networks will install 
LED signs on specially designed mounting brackets, and will also install all necessary 
communications equipment and cabling, and electronic conduit and cabling at no cost to 
the Port Authority. This includes the services of electrical and structural engineers to 
design and draw the installations, and electrical and/or building subcontractors to wire to 
the sign locations and install the signs. SignPost Networks will also bear any ongoing 
costs of communications to the signs. 

During the course ofthe installation, pursuant to Port Authority rules and regulations, it 
may be necessary to have Port Authority personnel on site. Additionally, it will be 
necessary for Port Authority employees to approve structural and electrical plans for the 
installation. SignPost Networks will reimburse the Port Authority for such activities 
related to our installation in an amount mutually agreed with the Port Authority. 

1. Revenue to the Port Authority 

SignPost Networks will guarantee minimum payments to the Port Authority of $30,000 
per month ($10,000 per airport). Given our 12-month timeline from award ofthe 
contract to completed mstallation, we believe that the minimum payments should begin 
to take effect in month 13 ofthe contract. 

Once advertising sales commence, SignPost Networks will pay the Port Authority the 
greater ofthe minimum payment or a percentage of Gross Advertising Revenues based 
upon the following formula: 

Gross advertising revenues < $5 million 15% 
Incremental revenues > $5 million but < $10 million 20% 
Incremental revenues > $ 10 million 25% 

Per our analysis, once the LED signs are fiilly installed in the airport baggage claims, our 
audience will average 100,000 passengers, daily (see next section for calculation). At a 
CPM of $10.00, the Monthly Rate for advertisers is estimated to be $30,000. 

Port Authority Revenue Share Calculation 
Average Spot Rate: $30,000 
Average Number of Advertisers 12 
Average Monthly Gross Revenue $360,000 

Average Annual Gross Revenue $4,320,000 
Port Authority Annual Revenue Share $648,000 
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2. Marketing Strategy and Approach: 

As stated in the "Business Plan" section of this proposal, SignPost provides value to the 
Port Authority and advertisers by strategically instalUng full-color LED displays in areas 
where people congregate and wait. The displays show relevant, timely and accurate 
information that draw people's attention to Port Authority messages and advertiser spots. 
We believe that the market potential going through the airport baggage claim areas is 
approximately 100,000 passengers per day, calculated as follows: 

Last 12 Months Revenue Passengeis 
Percent Local 
Number Local Passengers 
Percent Arriving 
Number Arriving Passengers 
Average Monthly Arriving Passengers 
Average Daily Arriving Passengers 
Assumed Daily Passengers Going Through Baggage Qaim 

JFK 
38,658,250 

81% 
31,313,183 

50% 
15,656,591 
1,304,716 

43,491 

Newark 
32,125,504 

78% 
25,057,893 

50% 
12,528,947 
1,044,079 

34,803 

LaGuardia 
25,041,063 

96% 
24,039,420 

50% 
12,019,710 
1,001,643 
• 33,388 

Total 
95,824,817 

80,410,496 

40,205,248 
3,350,437 

111,681 
100,000 

Sources: March 2005 traffic reports of all three airports and 2003 (most recent) Passenger Traffic by Terminal information 

If necessary, SignPost will commission a report from Arbitron Outdoor to verify these 
numbers and support our pricing model in the Port Authority district. 

SignPost Networks will be able to provide advertisers with a frill installation of 18-24 
LED signs approximately 12 months after the Conttact is signed. Given our past 
experience with the RTA and with MARTA, we believe it will take 4-6 months for 
design, drafting and approval of all sign locations, and another 4-6 months for the 
installation to take place. (See timeline. Section O.) 

Our targeted audience includes the local commuter as well as the business traveler, 
conventioneer and tourist visiting the New York-New Jersey area. Our targeted 
advertisers fall into three categories: 

Content Sponsors: We look for companies with strong national or intemational brands 
that align naturally with SignPost content. (Examples are Coca-Cola with ESPN; The 
Home Depot with The Weather Channel.) SignPost works particularly well for 
companies looking for an exclusive platform to differentiate a new product launch or a 
new promotion. 

National and Regional Advertisers: Other national and regional companies that may be 
seasonal or episodic in their advertising and marketing initiatives value our uniquely 
addressable medium as well as the exclusivity we offer. The state lottery, movie studios 
and Apple Computer represent good examples of this type of advertiser. 

Local businesses: SignPost displays are individually addressable, so local advertisers 
can buy smaller, more affordable units as compared to TV or radio. Local restaurants, 
boutiques and entertainment venues are good examples of these advertisers. SignPost 
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also offers an excellent promotional option for special events and trade shows taking 
place in the greater metropolitan area. 

3. Experience & Financial Capability: 

Pursuant to its contract with the Greater Cleveland RTA, in late 2003 - early 2004, 
SignPost Networks installed 21 LED signs in eight RTA stations, with an additional sign 
in RTA headquarters. These signs are integrated with the RTA's internal systems to run 
the RTA's dynamic timetable, and also run news, sports and entertainment pursuant to a 
content agreement with Cleveland.com, which also gives SPN access to Associated Press 
news. 

In November 2003, SPN signed a 10-year agreement with the Metropolitan Atianta Rapid 
Transit Authority to install up to 150 LED signs on the rail platforms at MARTA's 38 
stations, as well as selected station bus bays and concourse areas. The rail platform 
installation is scheduled for completion at the end of June 2005. 

As the MARTA installation is being completed, SPN is in negotiations with content 
providers such as ESPN.com and Weather.com, as well as national advertisers Coca-Cola 
and The Home Depot to sponsor content "programs" on the signs. Throughout the six 
weeks from July through mid-August, SPN will engage Arbitron Outdoor to perform 
rider recall surveys. These surveys will supplement the studies SPN commissioned from 
Arbitron to verify our viewership assumptions and support our pricing. 

In Atianta, SPN runs a 10-minute content loop, since studies and internal MARTA 
information show that the trains run an average of 10 minutes apart. Content "programs" 
run in addition to rider information and include local, national and business news, sports, 
weather, entertainment and current events, all from respected content partners. SPN is 
seeking "anchor" advertisers (such as Coca-Cola and The Home Depot) to sponsor these 
programs. We feel that with big national advertisers, local advertisers will also be drawn 
to the l5-second spot ads available throughout the content loop. 

As the photos in Section P show, SPN's LED installations fit seamlessly into the high-
volume facilities at MARTA almost as if they were part ofthe original station design. 
SPN chooses sign locations based on visibility for our advertisers, utility to the riders, 
aesthetics, and ease of installation. We pride ourselves on improving the image ofthe 
Authority with the integration of our installations as well as the usefiil information we 
provide. Our signs constantly communicate with our technical staff, so we are 
immediately apprised of any malfiinction and can address it immediately. In Cleveland, 
we also have a quality control contractor who rides the trains and reports any 
irregularities. Once the installation is complete in MARTA, we will have QC staff in 
Atlanta, and we will provide the same service to the Port Authority throughout the life of 
the contract. 

Our management team has the long-term experience and expertise to achieve installations 
that serve the needs of all constituents: the Port Authority, advertisers and passengers. 
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Our CEO, Wendell Reilly, has experience in both outdoor advertising and television, and 
our CIO, Frank Steele, has been working with LED signs in transportation authorities 
since 2000. (Resumes of key personnel are included in Section F.) In addition, our 
subcontractor for advertising sales, Lamar Outdoor Advertising, has been selling outdoor 
and out-of-home advertising for more than one hundred years. 
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THE PORT AUTHORITY OF NY& NJ 

THE PORT AUTHORITY OF NEW YORK & NEW JERSEY 
PURCHASING SERVICES DIVISION 

ONE MADISON AVENUE 7^" FL. 
NEWYORK, NY 10010 

Date 05/25/05 

ADDENDUM #1 

To prospective proposers on RFP # 7919 for Sponsorship Marketing Services Program at 
Port Authority of NY and NJ Facilities. 

Due back on June 6, 2005, no later than 2:00 PM. 

For informational purposes only, the slide show presentation will be made available to 
your firm on-line by visiting www.panynj.gov/advertisingrfps/ 

The following changes are hereby made in the documents: 

A. Page 64 and 65 of Part III Contractor's Integrity Provisions, Section 2. Non-
Collusive Bidding, and Code of Ethics Certification, Certification of No 
Solicitation Based On Commission, Percentage, Brokerage, Contingent or 
Other Fees, delete this section in its entirety and replace it with the following: 

Non-Collusive Bidding, and Code of Ethics Certification,Certification of No 
Solicitation Based On Commission, Percentage, Brokerage, Contingent or Other 
Fees 
By bidding on this Contract, each Bidder and each person signing on behalf of any Bidder 
certifies, and in the case of a joint bid, each party thereto certifies as to its own organization, 
that 

a. the prices in its bid have been arrived at independently without collusion, 
consultation, communication or agreement for the purpose of restricting 
competition, as to any matter relating to such prices with any other bidder or with 
any competitor; 

b. the prices quoted in its bid have not been and will not be knowingly disclosed 
directly or indirectly by the Bidder prior to the official opening of such bid to any 
other bidder or to any competitor; 

c. no attempt has been made and none will be made by the Bidder to induce any 
other person, partnership or corporation to submit or not to submit a bid for the 
purpose of restricting competition; 
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d. this organization has not made any offers or agreements or taken any other action 
with respect to any Authority or PATH employee or former employee or 
immediate family member of either which would constitute a breach of ethical 
standards under the Code of Ethics dated April 11, 1996 (a copy of which is 
available upon request to the individual named in the clause hereof entitled 
"Bidder's Questions"'), nor does this organization have any knowledge of any act 
on the part of an Authority or PATH employee or former Authority or PATH 
employee relating either directiy or indirectly to this organization which 
constitutes a breach ofthe ethical standards set forth in said Code; 

e. no person or selling agency other than a bona fide employee or bona fide 
established commercial or selling agency maintained by the Bidder for the purpose 
of securing business, has been employed or retained by the Bidder to solicit or 
secure this Contract on the understanding that a commission, percentage, 
brokerage, contingent, or other fee would be paid to such person or selling agency; 
and 

f the bidder has not offered, promised or given, demanded or accepted, any undue 
advantage, directly or indirectly, to or from a public official or employee, political 
candidate, party or party official, or any private sector employee (including a 
person who directs or works for a private sector enterprise in any capacity), in 
order to obtain, retain, or direct business or to secure any other improper 
advantage in connection with this Contract. 

The foregoing certifications shall be deemed to be made by the Bidder as follows: 

* if the Bidder is a corporation, such certification shall be deemed to have been 
made not only with respect to the Bidder itself, but also with respect to each 
parent, affiliate, director, and officer ofthe Bidder, as well as, to the best ofthe 
certifier's knowledge and belief, each stockholder ofthe Bidder with an 
ownership interest in excess of 10%; 

* if the Bidder is a partnership, such certification shall be deemed to have been 
made not only with respect to the Bidder itself, but also with respect to each 
partner. 

Moreover, the foregoing certifications, if made by a corporate Bidder, shall be deemed to have 
been authorized by the Board of Directors ofthe Bidder, and such authorization shall be 
deemed to include the signing and submission ofthe bid and the inclusion therein of such 
certification as the act and deed ofthe corporation. 

In any case where the Bidder cannot make the foregoing certifications, the Bidder shall so state 
and shall furnish with the signed bid a signed statement which sets forth in detail the reasons 
therefor. If the Bidder is uncertain as to whether it can make the foregoing certifications, it 
shall so indicate in a signed statement furnished with its bid, setting forth in such statement the 
reasons for its uncertainty. 

Notwithstanding that the Bidder may be able to make the foregoing certifications at the time the 
bid is submitted, the Bidder shall immediately notify PATH in writing during the period of 
irrevocability of bids on this Contract of any change of circumstances which might under this 
clause make it unable to make the foregoing certifications or require disclosure. The foregoing 
certifications or signed statement shall be deemed to have been made by the Bidder with full 
knowledge that they would become a part ofthe records of PATH and that PATH will rely on 
their truth and accuracy in awarding this Contract. In the event that PATH should determine at 
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any time prior or subsequent to the award of this Contract that the Bidder has falsely certified 
as to any material item in the foregoing certifications or has willfully or fraudulently furnished 
a signed statement which is false in any material respect, or has not fully and accurately 
represented any circumstance with respect to any item in the foregoing certifications required to 
be disclosed, PATH may determine that the Bidder is not a responsible Bidder with respect to 
its bid on the Contract or with respect to future bids on PATH contracts and may exercise such 
other remedies as are provided to it by the Contract with respect to these matters. In addition, 
Bidders are advised that knowingly providing a false certification or statement pursuant hereto 
may be the basis for prosecution for offering a false instrument for filing (see e.g. New York 
Penal Law, Section 175.30 et seq.). Bidders are also advised that the inability to make such 
certification will not in and of itself disqualify a Bidder, and that in each instance PATH will 
evaluate the reasons therefor provided by the Bidder. Under certain circumstances the Bidder 
may be required as a condition of Contract award to enter into a Monitoring Agreement under 
which it will be required to take certain specified actions, including compensating an 
independent Monitor to be selected by PATH, said Monitor to be charged with, among other 
things, auditing the actions ofthe Bidder to determine whether its business practices and 
relationships indicate a level of integrity sufficient to permit it to continue business with PATH. 

QUESTIONS & ANSWERS 
The following information is made available in response to questions by Proposers to the 
Port Authority. It addresses only those questions, which the Port Authority of NY & NJ 
has deemed to require additional information and /or clarification. The fact that 
information has not been supplied with respect to any questions asked by a Proposer does 
not mean or imply, nor should it be deemed to have any meaning, construction or 
implication with respect to the terms and provisions ofthe RFP which will be construed 
without reference to such questions. 

Question 1: Are there any examples of existing partnerships that speaks to 
environment that you wish us to create? 

Answer: We are not aware of any partnerships. 

Question 2: Barmers become apart of tins...what is length of time for those 
permissions to be put into place? 

Answer: Length of time should be addressed in your proposal to the Port 
Authority. Refer to Page 7, Scope of Work. 

Question 3: What I have seen happen is that you have a proposal... there is a group of 
people that can create problems and it could be months .. .Is there an 
outside group that could be involved and cause delay? 

Answer: No. The Port Authority will evaluate the proposals. We do not anticipate 
any interference with this contract. 

Question 4: Is there a process to address issues between sponsorship and advertising 
work? 

Answer: Each executed contract will stand on its own. The final scopes of work 
define each program. 
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Question 5: 

Answer: 

Question 6: 
Answer: 

What if you pick the proposal and down the road there is an overlap 
between the Sponsorship Marketing and Advertising Opportunities 
awards? 
The Port Authority will evaluate the two proposals and most likely opt for 
the proposals that would give the greater yield to the Port Authority. 

Can you give an example (guideline) of over the top? 
No, this is an open architectural proposal. Note: Suggested programs that 
were deemed not acceptable in the past may be acceptable in this RFP. 
What programs you propose is a business decision that your firm must 
make. 

Question 7: Is there restriction to combining sponsorship and advertising RFP? 
Answer: These are two separate proposals. You may propose on both. 

Question 8: If there is a way to link the two proposal, can that be done? 
Answer: No. You may propose on both. 

Question 9: Some ofthe properties controlled by PA are construed as landmarks. 
Some of our clients .... Corporate sponsors are lending their names to 
what were once landmarks. There has been questions as to who has 
control in getting corporate sponsors. I cannot see the George Washington 
Bridge renamed XYZ Co. or something like that. How do we get around 
that? 

Answer: The Port Authority is not asking you to rename our facilities. We are 
asking for sponsorships. Refer to page 7, Scope of Work. 

Question 10: But what if $$ dollars are right on changing facility names? 
Answer: The Port Authority will not respond to hypothetical situations. 

Question 11: Is there a system in place to review and determine acceptance of a 
sponsorship platform? Are we pennitted to sole source? 

Answer; There will be a Port Authority staff committee that will evaluate your 
proposal. 
Yes you are permitted to sole-source. How you select your clients and 
business partners is your business decision. Once we enter into an 
agreement with the selected firm, that firm is not required to competitively 
bid. We want you to think out ofthe box and bring proposals to us. 

Question 12: Any target date for oral presentation? 
Answer: Estimate date is in mid-June. 

Question 13: Define different subcontractors. 
Answer: Our intention is to select one firm, however you may propose as a joint 

venture. Subcontractors are allowable to the prime contractor. 
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Question 14: Your sign-in list does not have e-mail addresses, can we contact other 
firms 

Answer: Yes. The sign-in list is attached to this addendum. 

Question 15; Re; Determination. How will that be accomplished? 
Answer: A committee of Port Authority staff will evaluate proposals based on the 

Evaluation Criteria identified on page 11, Section A. The evaluation 
process is confidential and no information will be released during that 
phase. 

This communication should be initialed by you and annexed to your proposal upon 
submission. 

In case any proposer fails to conform to these instructions, its proposal will nevertheless 
be construed as though this commurucation had been so physically annexed and initialed. 

THE PORT AUTHORITY OF NY & NJ 

JANE CETERKO, MANAGER 
PURCHASING SERVICES DIVISION 

PROPOSER'S FIRM NAME: ^ ' g r \ \ w K J l i r J ^ f i ^ ^ r L L C ^ 

INITIALED: 

DATE: 

QUESTIONS CONCERNING THIS ADDENDUM MAY BE ADDRESSED TO 
KATHY LESLIE WHELAN, WHO CAN BE REACHED AT (212) 435-3929. 
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PRE-PROPOSAL MEETING SPONSORSHIP MARKETING SERVICES 
PROGRAM AT PORT AUTHORITY OF IVY & NJ AND PATH 

FACILITIES -RFP 
MAY 24, 2005 

NAME 
7^ =2 

COMPANY TELEPHONE # 
d A ^ t h r p i j ^ 'Thi^ Jh r^ae r ' ^ro<yp 

,/l/<2/C. SVv4s All. 
ai5--s9x-y?-¥i 

CTTLJ LJJ-t^Lll^ 
^d-\JL(^/AM\^SS C^uniq^il(Z./4it^UKkL 

m j j l ) ^^f(,b 
^P- id- ' -^ i^-^-^o^j^ 

5r€s/£^ /4-. / t /py/v l^U/^Acc.^ "^nsid 9s-3^ 
GAr l̂̂ Y M£ue>^6>i^ u*g<eLotofo£: /t/̂ eJfcaĝ Ĵ6 /leftft aia-as-c-to^v^ 
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PRE-PROPOSAL MEETING SPONSORSHIP MARKETING SERVICES 
PROGRAM AT PORT AUTHORITY OF NY & NJ AND PATH 

FACILITIES -RFP 
MAY 24, 2005 
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THE PORT AUTHORrTYOF Ny& NJ 

THE PORT AUTHORITY OF NEW YORK & NEW JERSEY 
PURCHASING SERVICES DIVISION 

ONE MADISON AVENUE 7^" FL. 
NEW YORK, NY 10010 

Date: June 2,2005 

ADDENDUM #2 

To prospective Proposers on RFP # 0000007920 for ADVERTISING 
OPPORTUNITIES FOR PORT AUTHORITY OF NY & NJ AND PATH 
FACILITIES, INCLUDING OUTDOOR AND OUT-OF-HOME LOCATIONS 

DUE BACK ON JUNE 8, 2005 NO LATER THAN 2:00 PM 

The followiDg changes are hereby made in tbe documents: 

PROPOSER QUESTIONS AND ANSWERS 

The following information is made available in response to questions submitted by Proposers to 
the Port Authority of NY and NJ. It addresses only those questions, which the Port Authority of 
NY and NJ have deemed to require additional information and/or clarification. The fact that 
infonnation has not been supplied with respect to any questions asked by a Proposer does not 
mean or imply, nor should it be deemed to have any meaning, constmction or implication with 
respect to the terms and provisions ofthe Proposal, which will be construed without reference to 
such questions. 

1. Question: How many rail cars are in the PATH fleet? 
Answer: There are 327 cars active for passenger use. From 2008 to 2011 the 
Port Authority is scheduled to receive 340 new passenger rail cars and will 
subsequentiy gradually retire the current fleet. 

2. Question: How many rail cars are there in the AirTrain Newark and AirTrain JFK 
fleets respectively? 

Addendum 2, RFP 0000007920 
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Answer: At the AirTrain JFK, there are 32 rail cars. At the Monorail System at 
Newark Liberty Intemational Airport, there are 108 rail cars. 

3. Question: Do the PATH railcars operate as singles or married pairs? 
Answer: PATH railcars operate as singles. 

4. Question: In Section 4, Page 11, what is your definition of "certified financial 
' statements"? 

Answer: Certified Financial Statements are defined as company financial 
infomiation including but not limited to the Proposer's company assets, liabihties, 
net worth, revenue, expenses, profit or loss and cash flow including applicable 
notes for the most recent calendar year reviewed and compiled by an independent 
accounting firm. 

5. Question: The RFP references "subcontractors" in several places. How should 
we respond if, at this time, we have not selected our subcontractors? 
Answer: At the time of submission ofthe Proposal, companies do not have to 
specifically identify subcontractors. If the selection has not been made but the 
area of subcontractor services is determined, please include. 

6. Question: Please list the agreements, and respective subject matter of such 
agreements, referred to in the second bullet point under '*Notes Regarding The 
Above Facilities" on page 76. 
Answer: There are two agreements and the subject matter of both agreements is 
for various advertising services. Agreement one is with Black Experience, Inc. 
for PATHvision for PATH advisory notices, news information and advertising at 
over 200 television screens located throughout the system at PATH stations. 
Agreement two is with Submedia, LLC for one illuminated advertising sign at 
two locations in the PATH train tunnels. 

7. Question: Are we allowed to propose an advertising idea for only one structure? 
If so, is it recommended that we include visuals? 
Answer: Yes, you may propose an advertising idea for only one stmcture. 
Proposers may include visuals. 

All Proposers are once again advised that their Proposal shall be based solely upon the 
written Proposal Booklet and any formal Addenda issued by tiie Port Authority. 
Therefore, no other form of communications such as, but not limited to, verbal 
comments, whether or not electronically recorded, shall be considered a part ofthe 
Request for Proposal Documents or relied upon by prospective Proposers. 

ALL OTHER TERMS AND CONDITIONS SHALL REMAIN THE SAME. 

THIS COMMUNICATION SHOULD BE INITIALED BY YOU AND ANNEXED TO 
YOUR PROPOSAL UPON SUBMISSION. 
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IN CASE ANY PROPOSER FAILS TO CONFORM TO THESE INSTRUCTIONS, ITS 
PROPOSAL WILL NEVERTHELESS BE CONSTRUED AS THOUGH THIS 
COMMUNICATION HAD BEEN SO PHYSICALLY ANNEXED AND INITIALED. 

PORT AUTHORITY OF NY & NJ 

LARRY WAXMAN, MANAGER 
PRIORITY PROCUREMENTS 
DIVISION 

PROPOSER'S FIRIV̂  NAME: ^^nVosA- K^-VtOrte. U J L 

INITIALED: 

DATE: 4I4QS 
QUESTIONS CONCERNING THIS ADDENDUM MAY BE ADDRESSED TO 
MR. T. J. STORCH, WHO CAN BE REACHED AT (212) 435-3936. 
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THE PORTAIJTHORrTYOF NY& NJ 

THE PORT AUTHORITY OF NEW YORK & NEW JERSEY 
PURCHASING SERVICES DIVISION 

ONE MADISON AVENUE 7™ FL. 
NEW YORK, NY 10010 

Date: June 3,2005 

ADDENDUM #3 

To prospective Proposers on RFP # 0000007920 for ADVERTISING 
OPPORTUNITIES FOR PORT AUTHORITY OF NY & NJ AND PATH 
FACILITIES, INCLUDING OUTDOOR AND OUT-OF-HOME LOCATIONS 

DUE BACK ON JUNE 8, 2005 NO LATER THAN 2:00 PM 

The foUowing changes are hereby made in tbe documents: 

PROPOSER QUESTIONS AND ANSWERS 

The following information is made available in response to questions submitted by Proposers 
to the Port Authority of NY and NJ. It addresses only those questions, which the Port 
Authority of NY and NJ have deemed to require additional information and/or clarification. 
The fact that information has not been supplied with respect to any questions asked by a 
Proposer does not mean or imply, nor should it be deemed to have any meaning, construction 
or implication with respect to the terms and provisions ofthe Proposal, which will be 
construed without reference to such questions. 

Question: Does the Port Authority have any historical advertising sales figures? 
Answer: Yes, the Port Authority has attached a Ten Year Profile of Advertising Sales at the 
Authority's Airports. Proposers are cautioned that these figures are estimated only and may 
not represent each and every sale generated through its advertising agreements. This Profile 
is for information purposes only. Proposers are reminded that the above referenced RFP is 
on a different Scope of Work and past perfonnance may not be a good indicator of future or 
expected performance. 
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AU Proposers are once again advised that their Proposal shall be based solely upon the 
written Proposal Booklet and any formal Addenda issued by the Port Authority. Therefore, 
no other form of communications such as, but not limited to, verbal comments, whether or 
not electronically recorded, shall be considered a part ofthe Request for Proposal Documents 
or relied upon by prospective Proposers. 

ALL OTHER TERMS AND CONDITIONS SHALL REMAIN THE SAME. 

THIS COMMUNICATION SHOULD BE INKLALED BY YOU AND ANNEXED TO 
YOUR PROPOSAL UPON SUBMISSION. 

IN CASE ANY PROPOSER FAILS TO CONFORM TO THESE INSTRUCTIONS, ITS 
PROPOSAL WILL NEVERTHELESS BE CONSTRUED AS THOUGH THIS 
COMMUNICATION HAD BEEN SO PHYSICALLY ANNEXED AND INITIALED. 

PORT AUTHORHY OF NY & NJ 

LARRY WAXMAN. MANAGER 
PRIORITY PROCUREMENTS 
DIVISION 

PROPOSER'S FIRM N A M ^ i ^ n H l 4 AOP JvOOPiCS. L L C -

INITIALED: 

DATE: ' U G UZ) 

QUESTIONS CONCERNING THIS ADDENDUM MAY BE ADDRESSED TO MR. T. 
J. STORCH, WHO CAN BE REACHED AT (212) 435-3936. 
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ADVERTISING PERMIT 
TEN YEAR PROFILE - ADVERTISING SALES 
NEWARK, KENNEDY, & LAGUARDIA AIRPORT 

EWR 

YEAR 
ADVERTISING 

SALES 

EWR 1995 
EWR 1996 
EWR 1997 
EWR 1998 
EWR 1999 
EWR 2000 
EWR 2001 
EWR 2002 
EWR 2003 
EWR 2004 

$2,576,471 
$2,851,140 
$3,813,334 
$5,169,236 
$7,521,687 

$11,125,693 
$7,699,533 
$6,848,751 
$8,765,370 
$8,592,766 

JFK 
YEAR 

ADVERTISING 
SALES 

JFK-1996 
JFK-1997 
JFK-1998 
JFK-1999 
JFK - 2000 
JFK - 2001 
JFK - 2002 
JFK - 2003 
JFK -2004 

$6,162,518.00 
$7,927,062.00 
$11,819,001.71 
$14,411,834.67-
$19,937,032.98 
$14,195,537.18 
$10,638,425.80 
$15,308,172.96 
$16,042,602.40 

LGA 
YEAR 

LGA-1996 
LGA-1997 
LGA-1998 
LGA-1999 
LGA - 2000 

ADVERTISING 
SALES 

$2,904,725.00 
$4,451,590.00 
$5,989,036.93 
$8,245,371.82 
$11,478,581.04 

Addendum 3, RFP 0000007920 



LGA-2001 $9,336,427.13 
LGA-2002 $6,191,737.04 
LGA - 2003 $6,789,247.47 
LGA-2004 $7,006,291.82 
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THE PORTAimiORITYOF NY& NJ 

THE PORT AUTHORITY OF NEW YORK & NEW JERSEY 
PURCHASING SERVICES DIVISION 

ONE MADISON AVENUE 7™ FL. 
NEW YORK, NY 10010 

Date: June 7,2005 

ADDENDUM #5 

To prospective Proposers on RFP # 0000007920 for ADVERTISING 
OPPORTUNITIES FOR PORT AXTTHORITY OF NV & NJ AND PATH 
FACILITIES, INCLUDING OUTDOOR AND OUT-OF-HOME LOCATIONS 

DUE BACK ON JUNE 8, 2005 NO LATER THAN 2:00 PM 

The following changes are hereby made in the documents: 

THE PROPOSAL DUE DATE HAS BEEN CHANGED TO MONDAY. 
JUNE 13, 2005 NO LATER THAT 4:00 PM. 

All Proposers are once agam advised that then Proposal shall be based solely upon the 
written Proposal Booklet and any formal Addenda issued by the Port Authority. Therefore, 
no other form of communications such as, but not limited to, verbal comments, whether or 
not electronically recorded, shall be considered a part ofthe Request for Proposal Documents 
or relied upon by prospective Proposers. 

ALL OTHER TERMS AND CONDITIONS SHALL REMAIN THE SAME. 

THIS COMMUNICATION SHOULD BE INITIALED BY YOU AND ANNEXED TO 
YOUR PROPOSAL UPON SUBMISSION. 
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IN CASE ANY PROPOSER FAILS TO CONFORM TO THESE INSTRUCTIONS, ITS 
PROPOSAL WILL NEVERTHELESS BE CONSTRUED AS THOUGH THIS 
COMMUNICATION HAD BEEN SO PHYSICALLY ANNEXED AND INTIL^LED. 

PORT AUTHORITY OF NY & NJ 

LARRY WAXMAN, MANAGER 
PRIORITY PROCUREMENTS 
DIVISION 

PROPOSER'S FIRMNAME:^l(j |r\ f^r^kJ?^oJf^r]C '=^. L i t ^ 

INITIALED: 

DATE: c^\ih'b ^ ' ^ ^ . 
QUESTIONS CONCERNING THIS ADDENDUM MAY BE ADDRESSED TO MR. T. 
J. STORCH. WHO CAN BE REACHED AT (212) 435-3936. 
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THEP0RrAinH0RITYOFNY& NJ 

THE PORT AUTHORITY OF NEW YORK & NEW JERSEY 
PURCHASING SERVICES DIVISION 

ONE MADISON AVENUE 7™ FL. 

NEW YORK, NY 10010 

Date: June 6,2005 

ADDENDUM #4 

To prospective Proposers on RFP # 0000007920 for ADVERTISING 
OPPORTUNITIES FOR PORT AUTHORITY OF NY & NJ AND PATH 
FACILITIES, INCLUDING OUTDOOR AND OUT-OF-HOME LOCATIONS 

DUE BACK ON JUNE 8, 2005 NO LATER THAN 2:00 PM 

The following changes are hereby made in the documents: 

PROPOSER QUESTIONS AND ANSWERS 

The following information is made available in response to questions submitted by Proposers 
to the Port Authority of NY and NJ. It addresses only those questions, which the Port 
Authority of NY and NJ have deemed to require additional information and/or clarification. 
The fact that information has not been supplied with respect to any questions asked by a 
Proposer does not mean or imply, nor should it be deemed to have any meaning, constmction 
or impHcation with respect to the terms and provisions ofthe Proposal, which will be 
construed without reference to such questions. 

Question: Does the Port Authority have any historical gross advertising sales figures for the 
Bus Terminal, George Washington Bridge Bus Station, PATH and/or Journal Square? 
Answer: Yes, the Port Authority has attached Advertisement Sales at those facilities. 
Proposers are cautioned that these figures are estimated only and may not represent each and 
every sale generated through its advertising agreements. This Profile is for information 
purposes only. Vendors should also note that advertising locations within facilities may 
change fi'om time to time dependent upon facility needs. Proposers are reminded that the 
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above referenced RFP is on a different Scope of Work and past performance may not be a 
good indicator of fiiture or expected performance. 

All Proposers are once again advised that their Proposal shall be based solely upon the 
written Proposal Booklet and any fonnal Addenda issued by the Port Authority. Therefore, 
no other form of communications such as. but not limited to, verbal comments, whether or 
not electronically recorded, shall be considered a part ofthe Request for Proposal Documents 
or relied upon by prospective Proposers. 

ALL OTHER TERMS AND CONDITIONS SHALL REMAIN THE SAME. 

THIS COMMUNICATION SHOULD BE DsJITIALED BY YOU AND ANNEXED TO 
YOUR PROPOSAL UPON SUBMISSION. 

IN CASE ANY PROPOSER FAILS TO CONFORM TO THESE INSTRUCTIONS, ITS 
PROPOSAL WILL NEVERTHELESS BE CONSTRUED AS THOUGH THIS 
COMMUNICATION HAD BEEN SO PHYSICALLY ANNEXED AND INITIALED. 

PORT AUTHORITY OF NY & NJ 

LARRY WAXMAN, MANAGER 
PRIORITY PROCUREMENTS 
DIVISION 

PROPOSER*S FIRM NAME: S i^ l / ^ yk-t^ hMwrK^H^ L I ^^ 

INITI\LED: 

DATE: lD\if\D^ 
QUESTIONS CONCERNING THIS ADDENDUM MAY BE ADDRESSED TO MR. T. 
J. STORCH, WHO CAN BE REACHED AT (212) 435-3936. 
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Facility 

PABT (T06) 

GWBBS a07) 

PATH (R02) 

JSTC (R21) 

1999 - 2004 
Gross Advertisement Sales 
at Port Authority 
PATH, JSTC 

YEAR 

1999 
2000 
2001 
2002 
2003 
2004 

1999 
2000 
2001 
2002 
2003 
2004 

1999 
2000 
2001 
2002 
2003 
2004 

1999 
2000 
2001 
2002 
2003 
2004 

Bus Terminal, GWB Bus Station, 

Advertisement 

$ 

$ 

$ 

Sales 

$719,195 
$2,454,750 
$1,116,250 

$629,763 
$1,090,053 
$1,095,316 

74.628 
114.586 
73,448 
80.458 
81,924 
39,293 

4.537.000 
6.019,497 
3.684,917 
2.512.668 
2.530,342 
2,054,518 

-
8,000 

161.843 
103,345 
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J. Contract Specific Terms and Conditions - Specific Exceptions 

Section 1 paragraph 1: "Subject to the terms.. .Contractor.. .agrees to furnish.. .all aspects 
ofthe broadest possible range of.. .Advertising..." 

We are proposing Just one component ofthe Port Authority's overall outdoor/out-of-
home advertising package, which we beUeve is compatible with other advertising media 
that are outside of our expertise. 

Section 4 paragraph 2: "No advertising material.. .shall be displayed.. .unless the Port 
Authority has given prior written approval as to the.. .content thereof" 

We would like a clause added that the Port Authority would he responsible to turn 
around written approval within 48 hours of submission by the Contractor for such 
approval. Unlike a poster, our electronic signs are capable of changing a message as 
soon as we are ready to upload new information. Our advertisers will expect quick 
turnaround on new material, as this flexibility is one of our major selling points to 
advertisers. 

We would like clarification on Section 5-C: "Under no cu-cumstances shall the 
Contractor...communicate...with any...other organization or any person whether 
governmental or private in connection with the services to be performed hereunder except 
upon prior written approval and instructions of the Port Authority...." 

What does this mean? We will need to discuss with many private organizations our 
services under the contract so that we may secure advertisers and content partners for 
our signs. May a signed contract with the Port Authority be deemed written approval to 
hold such discussions? 

Section 7 paragraph 2: "Upon such revocation, all installations.. .but excluding.. .the 
electrical and operational equipment installed...and signage installed...shall be 
removed..." 

It is not clear what must be removed, and what must stay, upon such revocation. 

Section 15 paragraph 1: ".. .letter of credit issued by a banking institution.. .having its 
main office within the Port of New York District..." 

Is it necessary that the bank's main ojfice be within the District? Can the Contractor use 
its own bank, provided that the bank has an office or a branch located within the Port of 
New York District? 

• / • • - . 



J. standard Contract Terms and Conditions - Specific Exceptions 

Section 10: Change "...of this Contract and to cause all subcontractors to pay all such 
claims lawfially made against them." to read: 

".. .of this Contract and to make reasonable efforts to cause all subcontractors to pay all 
such claims lawftilly made against them." 

Section 26 - Property of the Contractor states that "All property of the Contractor.. .shall 
be removed on or before the expiration...of this Contract." This is at odds with the RFP 
Scope of Services, paragraph 5, which states that "at the end ofthe Contract Term, 
ownership of all the Advertising Display Devices will pass to the Authority." 

Signpost Networks is going to make a signijicant capital outlay to install 18 to 24 LED 
signs in the Port Authority airports. At the end of a ten-year contract, the LED displays 
will still be usable, and therefore, SPN believes it should retain ownership ofthe 
displays. If SPN is unable to fulfill the Contract or materially breaches the Contract, we 
will concede ownership ofthe LED displays to the Port Authority. 

• / • • • • . 



/ • • • • -





r-





L. Statement of Work 

Greater Cleveland RTA, Cleveland, Ohio 
SignPost Networks has 100% completed installation in the Greater Cleveland RTA. 
Later this summer, SPN plans to roll out a second generation of displays in 10 stations. 
The expected cost ofthe upgrades is approximately $150,000. The expected completion 
date is September 30, 2005. 

We expect annual gross revenues from the RTA contract to be around $500,000. 

The people most familiar with our work in Cleveland are: 
Joe Calabrese, CEO & General Manager, RTA, (216) 566-5218, 
Steve Bitto, Director of Marketing, RTA, (216) 566-5255, and 
Henry Kwee, Engineer, RTA, (216) 771-4194 

Metropolitan Atlanta Rapid Transit Authority, Atlanta, Georgia 
SignPost Networks is about two-thirds complete with its installation in MARTA. The 
platform signs are installed in 28 ofthe 38 stations, and are expected to be completed by 
June 30, 2005. Bus bay signs will be installed in phase 2 and should be completed by 
September 15, 2005. Phase 3 in MARTA includes red-green-blue signs for concourse 
areas, which are currently on order and expected to arrive in mid-September. The 
installation of these signs should be complete by October 31, 2005. The total cost of all 
three phases ofthe MARTA installation is expected to be around $5 million. 

We expect annual gross revenues from the MARTA contract to be around $3.6 million. 

The people most familiar with our work at MARTA are: 
Carlos James, Assistant General Manager, (404) 848-5978, 
Tony Griffin, Marketing Manager, (404) 848-5620 and 
A.J. Joshi, Acting Project Engineer, (404) 848-4528 

Virginia Railway Express, Alexandria, Virginia 
SignPost Networks has completed delivery of a rider notification system to the VRE. 
This service takes operational messages generated by the VRE and e-mails them to some 
or all passengers, depending on affected stations, lines, and times of day. The VRE took 
the system live on June 6, 2005 and will send its final installment ofthe $50,000 initial 
contract price to SignPost this week. The contract may be extended four times in one-
year increments at a price of $15,000 per year. 

The person most familiar with our work at the VRE is Wendy Lemieux, Manager of 
Customer Service, (703) 684-1001 x5415 
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ATTACHMENT C - PROPOSER REFERENCE FORM 

Name ofProposer: 1^\^Y\^h^ lOr^-tOOPk^. I L ( L -

Please provide a list of references on the firm's performance of similar work within the 
last five years, including all current contracts. Use additional sheets as necessary. 

Include the following information for each reference; 

Customer Name: Qr^A 'k r V\^jJ?\<Mni^. Qfg'iQJv^J TrOrv^) ^ Ak-HAjdrtJtx^ 
Address: C^qO iQc^ ^ ' ^ ^ \ . C X ^ u e i n ^ . ntfr/J ^ ^ A i \ ^ - \ ^ \ 
Contact Name and Title: _S^vg t^i'rtn, b \ ( r i ^ r n^ nAfltrĴ rf̂ W^ 
Phone and Fax Numbers ofContact: Oic. - t ^ ^ - ' Q t ^ pUin^ • . ^ i t . -73? ;W^ ^ ^ 
Contract date(s): Qgyi^nt^ ^ ^ l " ^ > r^i^^:f < ^ ^ ^ [ n ^ \ 3 ^ 1 io>. j f f t ^ ^ 
Contract cost: or^^fvU iry^trt-lU-frm J ^ ( ^ h ^ f ) , a ^ \ .^pjfT.rip^.. <a^p^.ib/c0.flRn ^)io/^i2^ 
Description of woric: 
In&ttUi, rilr^ njfvg, f<w:*A'fTUA filrfWTan.L -̂gTi r^ispkujc ;A g r A <'mJs?ns. 

^Vyi L̂ HiA/^j;^ <>î ri jivjy t)T^ 10% r&>i^u^ 6kcu-e. ^ 

Customer Name: fVV^VTQnCrffln A-Hn »yrtTL P^pJd rr?U6f'^ f ^ m / i h j 
Address: ^^^^U Pir/ltAV;f ^rf. A)ĵ  A^^^^fa, <S4 '^^^Atj^^^/ 
Contact Name and Title: Ta^u^ '^•ffi^- ^Wk/K^^ ^Arty\<̂ Ag>̂  
Phone and Fax Numbers of Contact: Ma| >i(^^~<\nPn > LJnO "(^^^'^(M^ |Sc^ 
Contractdate(s): l i / < f n S - n [ u / l O I ^ 
Contract cost: a^yrg)i A ^ rnjM'.Q/) 
Description of Work: 

<>eAl .iH^r^^:.,^<>,^,i. yvt »AAPT̂ > fPA>̂ >A f>VflLR frA gVikjAA, M4\f*. Prfviap r M ^ T 

Customer Name: \ l \ r ^ t f s ^ VigdX^ij &Q0f66 ^ 
Address: l ^ o l^r^ 5 V . " S o I ^ :>oQ> A l ^ V w / r / a - , ^riL-?D^fW 
Contact Name and title: iO^>ftdî  Ufir^; p.a>. • ^^VlAAĵ er- lAiAkyvxpr "̂ t-ittfu r̂ 
Phone and Fax Numbers ofContact: 7fA>^ga'- (CDf >. g>4fg fiu/^o -j ~7(Ĵ -&>ŷ  •l3>i5ffk)i 
Contract date (s): t/^^/pg ' o^g, ^gflT ,x3lrK> f i o T f\(\t^ufj^rJti^J^'»nnc. 
Contract cost: igb.tOO ^ e a r \ -̂ ^ •̂  l̂ r̂Cfl tj^^fe - ^ 4 . 
Description ofwork:i)Av'Mr r \ ^ ^ r r^^r< r-rt-to^ 6^-fcW^ . 

73 /' 
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M. Banking Information 

SignPost Networks, Grapevine Partners and Wendell Reilly all bank with SunTrust Bank, 
Atlanta, GA. 

The chief banking representative for all accoimts is Mr. Michael Woocher, Group VP, 
Wealtii Management Services, (404)-588-7430. 

SignPost Networks' EIN is 
Grapevine Partners' EIN is 

SignPost Networks does not have a Dun & Bradstreet number, and has not furnished 
information to any other credit service. 

Upon award of a contract with the Port Authority, SignPost Networks will be able to 
submit a letter of credit in favor of the Port Authority within a few days. 

/ • ; • • . 
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Proposed Port Author i ty Content loop 

:00 
:15 
:30 
:45 

1:00 
1:15 
1:30 
1:45 
2:00 
2:15 
2:30 
2:45 
3:00 
3:15 
3:30 
3:45 
4:00 
4:15 
4:30 
4:45 
5:00 
5:15 
5:30 
5:45 
6:00 
6:15 
6:30 
6:45 
7:00 
7:15 
7:30 
7:45 
8:00 
8:15 
8:30 
8:45 
9:00 
9:15 
9:30 
9:45 

Text area Content identif ier Bottom line 
Local sponsor Intro 

Local News 
Local News 
Local News 

Local News Provider 
Local News Provider 
Local News Provider 

Local sponsor out 
Local ad 1 
Local ad 2 

National weather sponsor intro 
Weather.com content 
Weather.com content 
Weather.com content 

Weather.com 
Weather.com 
Weather.com 

National weather sponsor out 
Fullscreen ad 1 
Fullscreen ad 2 

Stocks sponsor Intro 
Reuters stock market update 
Reuters stock market update 
Reuters stock market update 

Reuters 
Reuters 
Reuters 

Stocks sponsor out 
Traffic report Traffic provider 

Port Authority promo/operational 
Sports sponsor Intro 

ESPN.com sports 
ESPN.com sports 
ESPN.com sports 

ESPN.com 
ESPN.com 
ESPN.com 

Sports sponsor out 
Fullscreen ad 3 
Fullscreen ad 4 

Local news sponsor Intro 
Local news 
Local news 

Local News Provider 
Local News Provider 

Local news sponsor out 
Local ad 5 
Local ad 6 

Events sponsor Intro 
Local events 
Local events 

Events provider 
Events provider 

Events sponsor out 
Full screen ad 5 
Full screen ad 6 

• See marked-up sign diagram, attached, for region identification. 
• 10-minute loop is expandable to 20 minutes without repetition. 

/ " • • 

http://Weather.com
http://Weather.com
http://Weather.com
http://Weather.com
http://Weather.com
http://Weather.com
http://ESPN.com
http://ESPN.com
http://ESPN.com
http://ESPN.com
http://ESPN.com
http://ESPN.com
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Please visit 
u^ww.signpostnetworks.com/showcase/panynj 

to see examples of content animations. 
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B. Executive Summary 

Benefits of SignPost Networlcs' proposal to the Port Autiiority... 

• Guaranteed payments to the Port Authority of $3,240,000 over initial ten-year term 

• Sliding scale revenue share from 15% to 25% of gross advertising revenues 
• Expense reimbursement to the Port Authority for out-of-pocket costs 
• $5 million capital commitment from Grapevine Partners, LLC 
• Improving the Port Authority's image by 

o Providing helpful information to arriving passengers and visitors to New 
York and New Jersey (a "Digital Welcome Mat", if you will) 

o Improving service to airport patrons 
o Promoting the use of AirTrain and PATH by arriving air passengers 

The major features of our proposal... 

• Signpost Networks will install and operate an advertiser-supported and addressable 
network of full-color LED displays in the Port Authority's airport baggage claims. 

• Signpost Networks (along with our sub-contractor, Lamar Advertising) will market 
advertising space on the signs to local and national advertisers. 

• Signpost Networks will provide the Port Authority with the means to communicate to 
passengers using fully tested sign technology with state-of-the-art communications 
interface. 

• Sign Distribution: 
o 6 to 8 full-color LED RGB signs in the baggage claim at Newark 
o 6 to 8 full-color LED RGB signs in the baggage claim at JFK 
o 6 to 8 full-color LED RGB signs in the baggage claim at LaGuardia 
o 6 to 8 LED RGA (red-green-amber) signs in the AirTrain Stations 

SignPost Networks' special competencies and expertise to meet the RFP 
requirements... 

• State-of-the-art LED signs, utilizing the latest technologies from Daktronics, Inc. 
• Strong Content Management and technical management team 
• Out-Of-Home & Electronic Media Sales Experience 
• Experience in design, planning and implementation of sign installations 
• Strong financial partner in Grapevine Partners, LLC 

/"--
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Our proposed subcontractor is 
Lamar Advertising Company 
5551 Corporate Boulevard 
Baton Rouge, LA 70808, 

with an office in New York at 
Lamar Outdoor Advertising 
380 Lexington Avenue 
New York, NY 10017 

SPN also plans to utilize subcontractors throughout the installation, and will make every 
attempt to utilize certified MAVBEs as engineering and installation subcontractors and 
for materials purchases. 

Our LED sign manufacturer is 
Daktronics, Inc. 
331 32"̂ ^ Avenue 
P.O. Box 5128 
Brookings, SD 57006-5128 :^^:mr' '^tB^ 

Our sign integrator is H'-t^' " 
Infax, Inc. 
3400 Corporate Way, Suite D '-A^̂ 'r 
Duluth, GA 30096 

Our bracket/mounting structure fabricator is 
Dutton & Hall, Inc. 
954 Howell Mill Road 
Atlanta, GA 30318 

SPN does have some objections to some ofthe General Contract Provisions, which are 
detailed in Section J of this bid. 

Also noted separately is one item that SPN cannot certify under the "Contractor's 
Integrity Provisions." (Section D) This exception is immaterial and will not be an issue 
for the Port Authority. 

Thank you in advance for your consideration of our bid. 

Sincerely, 

Wendell Reilly 
Chief Executive Officer 

/ ' • 

- 2 . '• - . • ' 



SiqnPost 
^ - ' N E T W O R K S 

' - -' • . - • V , - • ' " • ; ' [ • 

\ . ' ~ - ' • • ' • ' • • • , ' ' • • " • ' ' ' • • • • • ^ ' 

i . 

June 8, 2005 ''iA-:^^-h''J^-i? ^^• 

Mr. T.L Storch ^• ' . ; - •':':'• vv'v̂  - i ' ; • 

B u y e r '^'^-'\- •• . ' "/-

The Port Authority of NY (fe NJ 
Purchasing Services Division 
One Madison Avenue, 7* Floor 
New York, NY 10010 

RE: RFP #7920, Advertising Opportunities for Port Authority of NY & NJ and PATH 
Facilities, Including Outdoor and Out-Of-Home Locations 

Dear Mr. Storch: 

We are pleased to present this bid in response to RFP #7920. SignPost Networks, LLC 
("SPN") was established two years ago to address the communication needs of 
transportation authorities and their patrons, and is currently the only company in the U.S. 
that specializes in advertising-supported addressable networks of LED signs in public 
transportation spaces. Our proposal to the Port Authority is to install and operate 18 to 
24 full-color (red-green-blue, or "RGB") LED signs in the baggage claim areas of 
Newark, JFK and LaGuardia Airports, including three AirTrain stations. We respectfully 
request that when the Port Authority signs a contract for an overall advertising package, 
there be a specific exception written into that contract for the installation and operation of 
advertiser-supported LED signs in the airport baggage claim areas. 

Last year, SPN installed a network of 20 LED red-green-amber ("RGA") displays in the 
rail stations ofthe Greater Cleveland RTA. Currently, we are in the final stages ofthe 
installation of 150 LED RGA displays on all rail platforms and select bus bays of 
Atlanta's MARTA system. 

SignPost Networks, LLC is a single-member Delaware LLC which is wholly owned by 
Grapevine Partners, LLC, also a single-member Delaware LLC. Grapevine Partners is 
wholly owned by Wendell S. Reilly, Managing Member, who resides in Atlanta, GA. 
Mr. Reilly is the only individual authorized to execute the Contract. Authorized to 
negotiate this contract and sign other certifications, etc. are Jill Brodie, CFO of Grapevine 
Partners and SignPost Networks, and Frank Steele, CIO of SignPost Networks. 
Questions about the bid may be addressed to Mr. Steele at fsteele@signpostnetworks.com 
or by telephone at 404-870-8910. 

SignPost Networks proposes to maintain a local office in the Port Authority district for 
sales to local advertisers and for maintenance ofthe displays; and we propose to engage a 
subcontractor for national advertising sales. 

•V. I 

^^ , ^^ :6 ;> ; : , : ' • • ; : . 

/ " • -

mailto:fsteele@signpostnetworks.com


/ • • 



Response 

To the 

Port Authority of NY & NJ 

Request for Proposal 

Number 0000007920 

Advertising Opportunities for Port Authority 

of NY & NJ and PATH Facilities, Including 

Outdoor and Out-of-Home Locations 

June,2005 
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VIACOM 
Larry H. Levine 

President 
Displays Division 

June 1, 2005 

Mr. T.J. Storch 
Manager, Purchasing Division 
Port Authority of NY & NJ 
One Madison Avenue, 7^ Floor 
NewYork, NY 10010 

Re: Request for Proposal Nunnber: 0000007920 
Advertising Opportunities for Port Authority of NY & NJ and PATH 
Facilities, including Outdoor and Out-of-Home Locations 

Dear Mr. Storch: 

Viacom Outdoor Group Inc., a Delav\/are Corporation, is pleased to submit 
its response to the captioned Request for Proposal. We hereby acknowledge 
receipt of Addenda Nos. 1, 2, 3, 4 & 5 that have been initialed and are included 
In our submission. We have also Included copies of our Certificates of 
Incorporation and the required declaration by the Secretary ofthe Corporation. 
We also acknowledge the certifications contained in the "Contractor's Integrity 
Provisions" which are included in the RFP. 

Viacom Outdoor has been providing out-of-home advertising services to 
the Port Authority for many years through our Agreements for PATH, the Port 
Authority Bus Terminal and the George Washington Bridge Bus Station. We are 
very proud of our record of having met or exceeded all of our contractual 
obligations to the Port Authority. 

Viacom Outdoor also provides out-of-home advertising services to many 
of the world's largest transportation organizations. As the leader in outdoor 
advertising in North America, Viacom Outdoor is uniquely qualified to assist the 
Port Authority of NY &. NJ in maximizing advertising revenues. 

Viacom Outdoor is a subsidiary of Viacom Inc., one ofthe world's largest 
media companies. We have the financial capacity necessary to implement the 
aggressive out-of-home advertising plans outlined in our proposal. 

405 Lexington Avenue, New Yoric NY 10174 (212)297-6520 Fax; (212)297-6555 
E-mail: Larry,Levine@ViacomOutdoor.com 

mailto:Levine@ViacomOutdoor.com


Attached please find a summary page of our comments on the General 
Contract Provisions that were included in the RFP. 

If you have any questions or require any additional information, please 
call me at (212) 297-6520. Thank you. 

Sincerely/--"' 

Larry Levine 



Comments on RFP and Draft Contract 

o Ownership of the structures should pass to the Port Authority at the end of 

both the base term and the option terms 

o Gross Revenue should be defined as Gross Sales less any advertising 

agency commission and taxes 

o Intellectual Property cannot be turned over to the Port Authority due to 

Patent Protection 

o Changes to the "Termination for Convenience" should be agreed to by the 

Port Authority and its contractor 

o Under what circumstances would the Port Authority require an increase or a 

change in terms to the Letter of Credit? 

o Contractor has limited recourse against the Port Authority since no default 

by the Port Authority is considered a material breach of the Agreement 

o The indemnification requirements seem overly broad for a contract of this 

type 

VIACOM 
OUTDOOR 



VIACOM OUTDOOR GROUP INC. 

SECRETARY'S CERTIFICATE 

1. The undersigned, Amy G. Berlin, hereby certifies that: 

a. I am the duly appointed Assistant Secretary of Viacom Outdoor Group 
Inc. 

b. Attached hereto is a complete and correct copy ofthe Certificate of 
Incorporation of Viacom Outdoor Group Inc. and associated Amendments, 
together with all other documents and instruments. 

IN WITNES^ WHEREOF, the undersigned has executed this certificate on 
this ' ^ n / ^ day of June, 2005. 

Am^^TBerlin 
Title: Assistant Secretary 



State of Delaware 
PAGE 1 Office ofthe Secretary of State 

I, HARRIET SMITH WINDSOR, SECRETARY OF STATE OF THE STATE OF 

DELAWARE, DO HEREBY CERTIFY THE ATTACHED IS A TRUE AND CORRECT 

COPY OF THE CERTIFICATE OF AMENDMEN*^ OF. .''TRANSPORTATION DISPLAYS 

INCORPORATED", CHANGING J T S N ^ "TRANSPORTATION DISPLAYS 

INCORPORATED" TO "VIACOM OtJTDOOR GROUP INC. "/FILED IN THIS 

OFFICE ON THE SEVENTH DAY OF SEPTEMBER, A.D. 2001, AT 9 O'CLOCK 

A.M. 

A FILED COPY OF THIS CERTIFICATE HAS.BEEN FORWARDED TO THE 

NEW CASTLE COUNTY RECORDER OF DEEElS. 

Harriet Smith Windsor, Secretary of State 

0681120 8100 •**««==«:=̂  AUTHENTICATION: 1335850 

010447642 DATE: 09-10-01 



STATE OF DBLAHARE 
SECRETARY OF STATS 

DIVISION OF CORPORATIONS 
FILED 09:00 AM 09/07/2001 

010447642 - 0681120 

CERTIRCATE OF AMENDMENT 
OF 

CERTIFICATE OF INCORPORATION 
OF 

Transportation Displays Incorporated 

It is hereby certified tnat: 

1. The name of the corporation (hereinafter called the "corporation*) is 
Transportation Displays Incorporated. 

2. The certificate of jrKxsrporation.of thejrojpprjitipn^is^^^ 
our Article thereof numbered ^ l . " And by substituting ir» lieu of said Article I., the following new 
Article 1.: 

" I . The name of the corporation is: VIACOM OUTDOOR GROUP 
I N C 

3. The amendment of tne certificate of incorporation herein certified has been duly 
adopted in accordance with the provisions of Section 242 of the General Corporation Law of the 
State of Delaware. 

Dated: August>t200i ^ ^ 

; ^ 
IS S. Haul 

Executive Vice President 

•tl42y0(3) 08/27/3001 



. 'L -. ,, 

State 
of 

DELAWARE 
Office of SECRETARY OF STATE 

I, Michael Harkins, Secretary of State of the State of Delaware, 

do hereby certify that the attached is a true and correct copy of 

Certificate of Incorporation 

filed in this office on June 26, 1968 

BY: 

UH DEC 1 11990 d i 

* u _. 
I^LJS:. 

DATE: 

;i Harkins, Secretary of Stale 

^k^o^SVV. 

December 4, ^ 9 0 

Form 130 



STATE OF DELAWARE 

OFFICE OF SECRETARY OF STATE 

I, MiaiAEL HARKINS. Secretary of State or the State of Delaware, do h 
certify that the Certificate of Incorporation of the "WINSTON NETODRK INC. 
was received and filed in this office the twenty-sixth day of June, A.D. 1 
at 9 o'clock A.N. 

And I do hereby fia^her certify that the said "WINSTON NE1W3RK INC. "*, 
filed a Certificate of Change of Agent and Location of Registered Office. < 
the seventeenth day of November, A.D. 1970, at 10 o'clock A.M. 

And I do hereby further certify that the said "WINSTON NETWORK INC.", 
filed a Certificate of Change of Agent and Location of Registered Office, 
the tenth day of May, A.D. 1972, at 9 o'clock A.M. 

And I do hereby further certify that the said "WINSTON NETWORK INC.", 
filed a Certificate of Change of Agent and Location of Registered Office, 
the t'wenty-ninth day of July, A.D. 1985, at 9 o'clock A.M. 

And I do hereby further certify that the said "WINSTON NETWORK IPC-", 
filed a Certificate of Merger, on the sixteenth day of August, A.D. 1985, , 
10130 o* clock A.M. 

And I do hereby further certify that a Certificate of Change of Locat 
of Registered Office of the conpanies represented by the "UNITED STATES 
CORPORATION COMPANY", as it applies to "WINSTON NETWORK INC.", was receivei 
and filed in this office on the fourteenth day of February, A.D. 1986, at 
4:30 o'clock P.M. 

And I do hereby further certify that the said "WINSTON NEHWORK INC.-, 
filed a Certificate of Ownership, on the fourteenth day of April, A.D, 198-
at 9 o'clock A.M. 

And I do hereby further certify that the said "WINSTON NETWORK INC. 
filed a Certificate of Amendment, changing its corporate title to "AMERICA 
OUT OF HOME MEDIA NEnWORK, IPC", on the twentieth day of January. A.D. 19 
at 9 o'clock A.M. 

And I do hereby further certify that the said "AMERICAN OUT OF HOME 

NET̂ vORK, INC.", filed a Certificate of Amendmenr, changing its corporate 
to "^MNI AMERICA, INC.", on the twentieth day of May, A.D. 1988, at 
9 o'clock A.M. 

And I do hereby further certify that the said "AMNI AMERICA, INC.", 
a Certificate of Ownership, on the sixth day of March, A.D. 1989, at 
9 o'clock A.M.. 

And I do hereby further certify that a Certificate of Change of Locai 
of Registered Office of the companies represented by "United States Corpo^ 
Company", as it applies to "AMNI AMERICA, INC.", was received and filed 
this office on the twenty-seventh dav of October. A.D. 1989, at 4:30 Q*CX\ 
P.M. 

;jid I do hereoy further certify that t̂ .e said ".\MNI AMERIC\. INC.", 
filed a Certificate of Amendment, cnanging its corporate titie co "TRANSi 
DISPLAYS INCORPORATED", on Che twelfth day of April. A.D. 1990. ac 10 o'' 
P.M. 

Arxi I do hereby further certify that the aforesaid Certificates are 
only Certificates on record of the aforesaid Corporation. 



-•̂ d I do hereoy further certify t.̂ t̂ the aforesaid Corporation is duly 
incorporated under the laws of the ftate cf Delaware and is in good standing 
and has a legal corporate existence not naving been cancelled or dissolved so 
far as the records or this office show and is duly authorized to transact 
business. 

date. 

date. 

And I do hereby further certify that the Annual Reports have been filed to 

And I do hereby further certify that the Franchise Taxes have been paid to 

IN TESTIMCNY î WEREOF, I have hereunto set my 

hand and official seal at Dover this 

ttiird day of December in the year of our 

Lord one thousand nine hundred and 

ninety. 

I MiefMti Har^ifu. iccrttarv 0/ State 

« » 



CERTI?1CJVTS OP IITOORPORATICH 

CP 

viNSToH f̂fiTvoaK rwc. 

Th« und«rfllgn«d, a n a t u m l p«r«on. for th* purpose 
of Qr^n-'.£lnc a corporation for conduotlee th* toUBliwet and 
pro4aotln4 th« purpoa«a h«r«lnar t«r statAd, undar th« provlatona 
and aubjact to th« raqulraoMntt of th« laws of tha S t a t a of 
C«lAw&r« ( p a r t i c u l a r l y Chaptar 1, T l t l * 8 of th« I)ala«&r« Coda 
and ttia ac ta aaandatory tharaof and tupploaantal th«rato« and 
known, Idan t t r i ad and r % t n v ^ to as tha *0«ffi*r«X Corporation 
Law of tha s t a u of Daiawara"). horaby c a r t i f t a a t h a t i 

FIASTt Tha naao of tha corporat ion (haral t iaf t«r 
ca l lad tha ' corpora t ion") la 

iriKSTGN HETWOPK IHC. 

SBCCMCi Th* addraajf inoludinc atr*>at, nu«b*r, o l t / , 
and county, or tha raKlat«rad off lca of th* corporat ion Vn t̂ ** 
S ta to of DalAwara la 229 2outh Sta ta S t r a a t , City of Dov«r« 
County of Kant) and th* na«a of th* rac;l i tar*d K|;«nt of th^* 
corporat ion In th* S ta t* of Dolawai^ a t su^h addraia Is Th* 
r r*n t lc*-Hal l Corporation Syat««» 7no. 

THIRD: Tha iKtur* Of th* btialntaa a*]d of tha pur-
posaa to ba conducted and proaiotad ^y tha corpora t ion , wtileh 
sha l l ba In addi t ion to th* au tho r i t y of tha oorpcrv ' ibn to 
conduct any lawful buslnass , t o prui^ctm any Lainn.1 r - rpoaa . and 
to ansae* lo any lawful ae t o r a c t i v i t y for Mhieb eorporat lona 
may ba organlsad und*r th* Oanaral Corporation L«w of tha 3 t a t * 
cf D*l\Haraa Is aa followsi 

To daslgn, nanufactura, dovlsa, prapar* for 
markat, produea, laprov*, I n a t a l l , axchanca, r e 
pa i r , a l t v r , r a rv l c* , • a l n t a l n , ranag*, oparat*, 
buy. ^ a l l , acijulr*, laiport. ax./ort, h l r « , r an t , 
Dcanfls tha U90 of, antor Into and n«ffOtlat« con* 
t r a c t s In respact of, g rant , raeolva , and sequlra 
rrar .chlees. op t ions , and r i g h t s In roflpact of, 
d i s t r i b u t e , and genara l ly daal In and with, a t 
wfiolesAla and rwt&ll , and whathar aa p r lno lpa l , a* 
e«nt, fac tor , brolear, ccanlsalon laarchant, or oth* 
erwisa, any a.K2 a l l kloda of advor t la lng , ama** 
n»nt, and novalty d i sp lay s igns , macbloaa, davlcaa . 



ccntrlVftne«a« equ lpwn t , supp l l a s , whath«r op*r-
at«d a u t o a a t l c a l l y , Eanually, through colrwd*-
vlc«a or oth«rwlfl«, and, In connection th«r««l th 
and in furthantne* th«reof, any and a l l kinds of 
goods, fmmA, i r t l c l « s , and a«rchandla« now or 
her«af t«r capable of uae in oonnectlon with the 
opcra t tont and bualnoss of the corpormtlon. 

To devlfl*, design, develop, c r e a t e , vanufac-
t u r e , fabrlcmte, a s s e sb l e , cone t ruc t , f i n i sh , r e -
f inish* p l a t e , r e - p l a t e , a teap , mold, produce, 
laprove, lasport, axper t , buy, s e l l , exchange, 
l e a s e , h i r e , l e t , cont rac t in r e l a t i o n t o , inves t 
i n . Dortgege, t rade ar̂ d genara l ly deal in and 
v l th t a t Hholesalfl and r e t a i l , as p r lno lpe l , agent , 
f ac to r , broker» cosvilsftion aerchant or o therv iae , 
any and a l l kinds of advert is ing; , entert«lncsent 
and oowelty d i sp laye , s lgna , sachines and products , 
devices , accessor l ee , p a r t s , and appliance* f a b r i 
cated froH laetals , eos^wunds, a l l o y e , ma te r i a l s , 
goods, or a r t i c l e s nade therefTosi tn whole or i n -
por t , or froa g l a s s , wood, p l a s t i c s , s y n t h e t i c s , 
and other n a t u r e l , oOneral, ehea lda l , vegetable , 
and a r t i f i c i a l mat ters and e l e a e n t s , and to do 
(sanufacturlng and aerchandis ing of any and every 
kind and na ture , and to deal in and with gooda, 
wares, aerehandlse and property of every kind, 
e lad5, na tu re , and d e a e r l p t i o n . 

To ob ta in , eon t rae t for, opera te , buy, s e l l , 
l e a se , and gener&lly deal in and with coneeaaions 
for space wi thin or about public and other t h o r 
oughfares, t r a n a p o r t a t i o o t e n s l n a l s , places of 
tauslnasg and indus t ry , r e c r e a t i o n een te ra , f a i r 
grounds, publ ic parka, public t r a e e p e r t a t l o n , 
asuseaant parks , and o t^er publle plaeea, whether 
indoora or outdoore} to s e l l within such space or 
elsewhere, gooda, warea and sterchandise of a l l 
kindsi to procure optlona for c o n t r a c t s , secure 
cont rac ts fo r , l e a s e , asa ign , ae t as agent for , 
and g«n«ral ly t o ca r ry on and t r a n a a c t any b u s i 
ness or t r ansac t ion car r ied on or undertaken by 
agents , p r o a e t e r s . coneess ional rea , con t r ac to r s 
for public and other works, ve rchan t s , and o thers 
ca lcula ted to enhance the value or render p r o f i 
t ab l e any of the c o r p o r a t i o n ' s proper ty or r l ^ t s . 

To purehaso, r e c e i v e , take by grants R i f t , 
dev i se , b e h e s t or o therwise , l e a s e , o r o the r 
wise acqu i re , own, hold, loprove, earploy, use 
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and otherviae deal in and with real or personal 
property, or any interest therein, whererer sit
uated, and to sell, convey, lease, axehance, 
transfer or othenrlse dlspeae of, or Mortgage 
or pledge, all or any of its property and aa« 
seta, or any interest therein, wherever situ
ated. 

To angage generally In the real estate tMsl-
T«e&s aa principal, agent, tsroker, and in any law
ful capacity, anl generally to take, lease, pur
chase, or otherwise acquire, and to own, uae, 
hold, aell, convey, axchance, lease, aortg^ge, 
work, clear» laqprove, develop, divide, and oth
erwise hand.e, aanaga, operate, deal in and dis
pose of real estate, real property, lands, aul-
txpie-dwelling structures, housos, bulldins* and 
other works and any interest or right thereinj 
to take, lease, purchase or otherwise acquire, 
and to own, uae, held, sell, aoovey, exchange, 
hire, lease, pledge, Mortgage, and otherwise 
handle, an£ deal In and dispose of, as princi
pal, agent, broker, and in any lawful capaoity. 
sucn personal property, chattels, chattels real, 
rights, oai^eaeots, privtlegea, choses la aatlon, 
notes, bonds, aortgagea, and securities aa say 
lawfully be acquired, held, or disposed oft and 
to acquire, purchase, sell, asslgp, trannfar, 
dispose of, and generally daal in and with, as 
principal, a<ent, brekar, and in any lawful ca
pacity, aortga^sa and other interests in real, 
personal, and alzed properties) to carry en a 
general construction, contracting, building, 
and realty aanageaent business as prlnolpel, 
agent, representative, contraetor, subeontrsc-
tor, and In ai7 other lawful eapaelty* 

To carry on a general aercantlle. Industri
al, investing, and trading business in all Its 
branches! to devise. Invent, aamfacture, fab-
rlCAta, asseable, install, aervloe, aalotain, 
alter, buy, 9*11, itsport, export, license as 11-
cer.5or or licensee, lease aa lessor or lessee^ 
riir.trttute. Job, enter Into, negotiate, execute, 
acquire, and assign contracts In respect of, ac
quire, receive, grent, and assign lieenslnit ar-
ra;>genent9, options, franchises, and ether rights 
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i n r e s p e c t of, and genera l ly deal i n and wi th , a t 
wholssale and r s t a i l , as p r i n c i p a l , and as s a l e s , 
bus iness , s p e c i a l , or general agent , r ep re sen t a 
t i v e , broker , fac tor , aerchant , d i s t r i b u t e r , j ob 
be r , adv isor , snd In any other lawful capac i ty , 
goods, Tmrms, as rehandise , c o a M d l t l e s , and un-
Inproved, iaproved, f in ished , processed, and 
o t h e r r e a l , personal , sad alzed property of any 
and a l l k lnda, together with the cosq^nanta, r e 
s u l t a n t s , and by-products thereof. 

To Apply for , r e g i s t e r , obta in , purchase, 
l e a s e , take l icenses in respec t of or otherwise 
a c ^ l r e , and to bold, ova, use , opera te , deve l 
op, snjey, tu rn to account, grant l ieensea and 
l a v u n l t l e s in respsiot of, aanufaeture under and 
to in t roduce , s e l l , a ss ign , aortgage, p l s d ^ ^ r 
otherwise dispose of, and, In any nanner daal 
with and eont raa t with referenoe to i 

(a) i avent iona , devleea, fcnaalaa, 
proceases and any iaprovaaents and aod l -
f i e a t i o n s theraof i 

(b) l e t t e r s pa ten t , patent r i g h t s , 
patented prooeases, copyr ights , des igns , 
and s i a i l a r r i g h t s . t r ade -«a rks , t rade 
naaes , t rade syabels sad o ther Ind ica
t i o n s r^ o r lc lB snd owasrshlp granted 
\t]f or reoegbised under the laws of the 
United s t a t e s of Aoerlea, the D i s t r i c t 
of Celioibia, any s t a t e or subdivis ion 
thereof, and any coaoonwaalth, t e r r i 
t o r y , possession, dependency, oolosgr, 
possess loo. acencT or i n s t r u a e n t a l l t y 
of the United S ta tes of Aaerlca and of 
any foreign country, and a l l r i g h t s con
nected therewith or apper ta ia lng t h e r e -
untoj 

(e) f r anch i ses , l i c e n s e s , g r an t s 
and concenaions. 

To fuarar. tee, purohaiw, take , r ece ive , sub-
scrlt^? for , ane otherwise acqu i re , own, hold, use , 
and otherwise employ, s e l l , l e a s e , excl-«cfie, tram%-
fer , and otherwise dlspooe of, aor tgage , lend, 
pledge, and otherwise deal i n and with, s e c u r l -

. i i . 



t i e s (which t e rn , for the purpose of t h i s A r t i c l e 
THIPD, includes , without l l a i t a t i o n of the gen-
e r s l i t y thereof, any shares of stock, bonds, de 
bentures , notes , a o r t ^ c e s , o the r ob l iga t ions , 
and any c a r t i f l c a t e a , r ece lp ta or otlter I n a t n i -
oents represent ing r i g h t s to r e c e i v e , purchase 
o r Aubscrlbe for the ssaa, or r ep res sn t ing sny 
o ther r i gh t s or i n t e r e s t s t h e r e i n or in any prop
e r t y or a s s e t s ) of any persons, dosMstlc and fo r 
e ign f l r a s , a s soc i a t i ons , and eorpors t ions , and 
by any govemacnt or agency or i n a t r u a e n t a l i t y 
thereof I to oake paya^aat there for in any lawful 
nrnneri and, while owner of any such s e c u r i t i e s , 
to exereise any and a l l r i g h t s , powet^s snd p r i v 
i l e g e s in respec t thereof, including the r i g h t 
to vote* 

To wake, en te r i n t o , perfora and car ry out 
con t rac t s of every kind and d e s c r i p t i o n with any 
person, f i n s , a s soc ia t ion , ro rpora t i en or govern--
sen t or agency or i n s t r u a e n t a l l t y thereof . 

T-o acquire by purchase, exehanes or o t h e r -
wi«*, a l l , or any par t of, or any i n t e r e s t in , 
the p rope r t i e s , a s s e t s , business and good w i l l 
of any one or aore peraens, f l i v s , a s soo ia t lons 
or eorpors t ions heretofore or he rea f t e r engaged 
i n any bualnese for which a corporat ion nay now 
or hereaf ter be orgaalKad under the laws of the 
S t a t e of Delawarei to pay for the saaa l a cash, 
property or i t s OMS or o ther a e c u r l t i e s i t e hold, 
opera te , r e c r ^ a i z e , l i q u i d a t e , s e l l or lo any 
oMnnor dispose of tbe whole or any pa r t thereof] 
and in connection therewith, t o sasuae or guar
antee perforaance of any l i a b i l i t i e s , ob l i g s t i ons 
or contrscta of sucb persons, f l r a a , s s soo la t iono 
or corpora t ions , and t e conduct the whole or any 
par t of any business thus acqui red . 

To lend .'soney in furtherance of i t a eorpora te 
purpooas and to inves t and r e i n v e s t I t s funds from 
Mrre to t i s» t o such ex ten t , t o such persons, f l r a s , 
a s soc i a t i ons , corpora t ions , joverrsDents or agenolsa 
or Instrumentall t i e a thereof, and on such t a raa and 
on ^uch aeeu r i ty , i f any, aa the Board of r i r e c t o r s 
oi' the coz-poratlon aay de t e r a lne . 

To maka con t rao t s of guaranty and s u r e t y 
ship of a l l klnda and endorse or guarantee the 
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payment of p r inc ipa l . I n t e r e s t or dividends 
upon, and to guarantee the perforaance of s ink-
Irf̂ , fund or otiier ob l iga t ions of, ai^y s e c u r i -
t l t ' 9 , and t c guarantee ID any way pe."nitted by 
la>/ the perforaance of an.T of t>ie cont rao ts 
or o ther u n d e r t a k i n g in I'hlch the corporat ion 
aay otherwise be or becoaie i n t e r ed t ed , of any 
persons, f i r a , aasoola t ion , corporat ion, gov-
erriaent or agency or ina t ru iventa l l ty t;:iereof, 
o r of any other c o a b l n a t l m , o rgan i sa t ion or 
e n t i t y whatsoever. 

To barrow aoney without U a l t as t o asMunt 
and a t twih r a t e s of i n t e r e s t as i t aay de-
t e r v l n s i f rea t i a e to t l u e to issue and s e l l 
i t s own s e c u r i t i e s , Ineludlng . t s shares of 
s tock , notes , bonds, debentures , and o ther ob-
l iga t lonj i , in sueh aaounts , on inich t e r a s and 
coi>dltions, for sucb purposes at.i for suoh 
p r i c e s , now or bereaf te r peralt t^nl b> the laws 
of the S t a U of Delaware and by t h i s e e r t i f i * 
ca t e of incorporat ion, as the Boa.'*d of Di rec
t o r s of the oorporatlon aay de te ra lne ) and to 
secure angr of I t a ob l iga t ions by a i r t g a ^ , 
pledge or o ther ancuabrance of a l l or any of 
i t s property, f ranchises and Incoee. 

To be a prc«aoter or aanager of other eor 
pors t ions of any type or kind) snd t*> p a r t i c i 
pa t e with othera in any corpora t ion , pa r tne r -
ah ip . H a l t e d pa r tne r sh ip , j o in t v e n t i r e , or 
o the r aasoe ia t i cn of any kind, or i n tiny t r a n s 
a c t i o n , undertaking or arrangettont which the 
corpora t ion would have power t o conduct by i t -
s e l f j whether or not such pa r t io ipa t io t i involTes 
shar ing or de legat ion of ecn t ro l with c r to o th 
e r s . 

To draw, fake, accept , endorae, d l s soun t , 
execute , and i s sue proalasory no tes , d r a f t s , 
b l l i a of •xchange, warrants , bonds, debeiiturei>, 
snd other negot iable or t r ans fe rab le i n s t n i a e n t s 
and evidences of indebtedness whether see^ured by 
..'ortf^age or otherwise , as well as to secui^ the 
same by ittcrtgage or otherwise, so far as say be 
permitted by the laws of the S ta te of r e l a n a r e . 

To purchK<»e, r ece ive , takis, r eaqu l re r r 
othar*flse acqu i re , own and hold, s e l l , lend, ex-



change, r e i s s u e , tr^naTnT or otherwise dispose of, 
pledjftf use , cancel , and otherwise deal In and 
with i t s own s h s r t s and I t a o ther s e c u r i t i e s 
froa t l a e to t l a e to such an extent and In such 
Banner and upon sueh terms as the Board of Direc
t o r s of the corporat ion sha l l detenalne) provided 
t h a t tbe eerpora t ion s h a l l not uae i t s funda or 
property for the purchase of I t s own shares of 
c a p i t a l stock when i t s c a p i t a l i s lapaired or 
/lien such use would cause any lagainsent of i t a 
c a p i t a l , except i,c the extent peradtted by law. 

To organiEe, as an Incorporator , or cause to 
be o r ^ r ' r a d under the laws of the Sta te of Oela-
Kare, or or any e the r S ta te of the United S t a t e s 
of AsMrlea, a** of the D i s t r l o t of Coluabia, or of 
any eoaaonwoalth, t e r r i t o r y , dependency, colony, 
possession, agency, or i n s t r u a e n t a l l t y of tbe 
United Sta&es of AaericSf or of any foreign coun- • 
t r y , a c o r ^ r a t i o n or eorporatlona for tha pur
pose of conlucting and proBsotlng any business or 
purpose for which corporat ions aay be organlxed, 
and to d i s so lve , wind up, l i q u i d a t e , aerips or 
consol idate any auch corporat ion or corporat ions 
or to cause the same to be dlaaolved, wound up, 
l i qu tda t sd , aerged or consol idated. 

To conduct i t s business , proaote i t s ^ i rpo^es , 
and carry on i t s operat ions in any and a l l of i t a 
branches and a a l n t a l n of f lees both within and with
out the S ta te of Delaware, i n argr and a l l S ta t e s 
of the Unite<1 S ta tes of Aaeriea, in the D i s t r i c t 
of Coluabia, and in any or a l l rcninnasal ths^ t e r 
r i t o r i e s , dejiendeaeles, co lonies , possess ions , 
agencies , or I n s t r u a e n t a l l t l e s of the Unltad S t a t e s 
of Aaerlea and of foreign govemasots . 

To proaot* and sxe rc l se a l l or any pso^ of the 
foregoing purposes and powers in any and a l l pa r t s 
of the world, and to conduct i t s business in s l l or 
an/ of I tg branches as p r l n c l p e l , age r t , broker, 
fac tor , con t rac to r , snd in any other Iswful capacl-
Xy al tr .er alone or through or in conjunction with 
Avy corpora t ions , a s soc i a t i ons , par tnersh ipa , 
f'.nas, tn js taoE, syndioatea, i nd iv idua l s , e r n n -
i z a t i o n s , and o the r e n t i t l e a i n any par t of the 
world, and, in eonduotlne I t s business snd p r e -
orotlng any of J t s purposes, to n s l n t a t n o f f i c e s , 
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branches and agencies in any part of the world, 
to aake and perfora sny contracts and to do any 
acts and th.ncsa and to carry on any business, 
and to exercise any powers and privileges suit
able, convenlant, or proper for the contSuet, 
proaotlon, and sttalnasnt of any of the business 
and purposes herein specified or which at any 
tlae aay be incidental thereto or aay appear 
conducive to or expedient for the aocoapllah-
aent of any of such business and purposes and 
which aight be anî iged in or carried on by a 
corporation incorporated o r organised under the 
General Corperatios) Law of the State of Delaware^ 
and to have and exarolse all of tha powers con
ferred by the laws of tha State of DeUware 
upon corporatlena incorporated or organised 
under the General Corporation Law of the State of 
Delai 

The foregoing provisions of this Article THIRD shall be 
construed both as purposes and powers and each aa an independ
ent purpose and power. The foregolna enuaaration of apeeiflo 
purposes and powers shall net ba held to lisdt or restrict in 
any nanner tbe purposes and powers of the corporation, and the 
purposes aiid powers herein speelfied shall, except when others 
wise provided in this Article THUtD, be in DO vise Ignited or 
restricted by reference to, or Inference freai, the taras of 
any provision of this or any other Article of this certificate 
of incorporation! provided, that tbe corporation shall net eon-
duct sn/ huslnesa, proaote sny purpose, or exercise aay power 
or privilege within or without the State of !^elaware which, 
under ths l%m thereof, the ccorporation aay not Lawfully con
duct, proaote, or exercise* 

fiJUffrai The total nuaber ef shares of stock which 
the corporation shall have authority to issiie la Two Million 
(e,COO.(X)0). the par value of each ef such shares is Ten 
Cents Il.lC}, All such sharoa are of one class and are shares 
of Coaaaon Stock. 

PlPTHi The nana and the aallinc sddress of the In-
ocrportitor are aa followat 

NAME MAILING ADDRSS3 

R, G. rickerf^on 229 South Stato Street 
Dover, Delatcire 

-€-
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SIXTHt The cerpors t ion I s t o have perpetual e x i s t 
ence. 

SEVnmit Vhenever a coaprosase or sr rangeaent i s 
proposed between Chls eorporat ion and i t s c r e d i t o r s or sny 
c lass of thea and/or between t h i s eorporat ion and i t s s tock
holders or mix/ e lass of thea, any court of equ i tab le J u r i s 
d ic t ion Within tbe Sta te ef Delaware aay, on the a p p l i c a t i o n 
in a sr.usRary way of t h i s corpors t lon or of any c r e d i t o r or 
atockfiolder thereof or on the app l i ca t ion of any r ece ive r or 
rece ivers appointed for t h i s eorporat ion under the proviaions 
of 8*ction S91 of T i t l e 6 of the Delaware Code or en the ap-
p l l c s t i o n of t r u s t e e s In dissolut ioi^ or of any rece ive r or 
r ece ive r s appointed for t h i s eorporat ion under the provis ions 
of sec t ion 279 of T i t l e 6 of the Delaaare Code order a a a e t -
ing of the c r e d i t o r s or e l ass of c r e d i t o r s , and/or of the 
s tockholders or e l a s s of stockholderr of t h i s corpora t ion , 
aa th* case say be, to be sxsasoned l.i suoh aanner as the said 
court d i r e c t s . I f s a a j o r l t y in nuaber repreaeot ing t h r e e -
fourths In value of the eredl^-Wa or olasa of c r e d i t o r a , 
and/or of the atockholders or/ e l a ss of s toekholder t of t h i s 
corporat ion, aa the ease asy "m, agree to any eceiproalse or 
arrangnaent and to any reorffxnizatlon of t h i s eoi*poratien as 
consequence of such ooaproal-i#. or arrangeneut , the said eoa-
proalse or arrangeaent and VJO said r ee rgan l sa t i on a h a l l , t f 
sanctioned by the court t c atilch the said app l i ca t ion haa been 
nada, be binding on a l l the c r e d i t o r a or c l a s s ef c r e d i t o r s , 
and/or on a l l t}w stockholders or e l ass of stccJdiolders, of 
t h i s corpora t ion , as the case say be , and a l s o on t h i s cor 
porat ion. 

KlQHTHi ?or the aanagesMnt ef the business and for 
the conduct of the a f f a i r s of the corpora t ion , and In fu r the r 
d* r tn l t i on , l l a i t a t i o n and r egu la t ion of the powara of t h e 
corporat ion and of i t s d i r e c t o r s and of I t s atookhoMers or 
any elaaa t^oreof, aa the caae aay be, i t la ru r th«r providedi 

1. The Rttnageaent of the buslneaa and the 
conduct of the a f fa l ra of the eorpora t ion , i n -
CiUtUng the e l ec t i on of the Chalraan of the Eioard 
of r i r e c t o r s , i f any. the r r e s i d e n t , tbe Treasurer , 
t:.« :^ecretary, and other p r inc ipa l o f f i ce r s of the 
i r p o r a t l o n , 5hal l be vested in I t s Board of Ctrwe-

t c r o . T^e nunber of d i r e c t o r s which sha l l c o n s t i 
tu t e the whole Board of Dlreotora s h a l l be fixed 
by, or In the aanner provided i n , ths By-Law»« The 
phra?a "whole Board* and the phrase " t o t a l nuatljor 
of d l r ec to rn" sha l l be d&caod to have the sase 
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upon any such ac t ion sha l l t^ by the wr i t t en 
consent of the stockhwlders holding a t l e a s t 
the a ln l sua percentage of the votes rsquired 
t= b* cas t to author ise any such ae t i cn under 
the provisions of the Qeneral Corporation law 
^r under the provisions ef the c e r t i f i e u t e 
of I n o r p o r a t l c n or tr>e By-Laws s s pe ra l t t ed 
by the provisions of the Qeneral Corporation 
Law) a id , provided, t ha t proa^t no t ice be 
given t o a i l stockholders e n t i t l e d to vote on 
any such act ion of the taking of such act ion 
without a Meeting and by l e s s than unanlsMua 
wr i t t en consent. 

MIlfTBi Mo cont rac t or t ranaaot lon beti/een tha cor 
porat ion ana one or aore ef i t s d i r e « t o r s cr o f f i c e r s , e r be 
tween the eorporat ion and sny o the r eorprra t io t t , p a r t n e r s h i p , 
a s soc i a t ion , or other c rgan l sa t lon In wnlch one or sore of 
i t s d i r e c t o r s or off ieurs a re d i r e c t o r s er o f f l o e r s , or have 
a f inanc ia l i : i t e r e s t , sha l l be void or voidable s o l e l y - f o r 
t h i s reason, <7r so le ly because the d i r e c t o r or o f f i c e r iw 
precsnt a t or pa r t i c ipa t ee in tbe aee t lng of the Board of Di
r e c t o r s or a c o n a t t e e tharaof rh lch au thor i ses the eccitraet 
or tx*ansactioii, or so le ly because h i s or t h e i r votes a r e 
counted for such purpose, 1ft 

Cl) The a a t e r i a l facta as t o h i s i n t e r e s t and 
as to the cont rac t er t r a n s a c t i o n are dlaclosed or 
a re kiiowi to the Board of Di rec tors or the coamlt-
t e e , and the Board or Ccasalt^'ee i n good f a i t h au
thor izes the contract wr t r a n s a c t i o n by a vote s^jf-
f l c l e n i for such purpose without Granting the vote 
of the in t e res t ed d i r e c t o r or d l reo to r s f or 

(2) The a s t c r l a l f ac t s as t o h i s I n t e r e s t sjid 
ns to tho cont rac t er t r a n s a c t l o o a re d isc losed or 
a re known to the s tockholders e n t i t l e d t o vots t h e r e 
on, and the cont rac t or t r anuae t lon la a p e c l f l e a l l y 
approved in good f a i t h by vote Of the stockholdex*Sj or 

(3) The cont rac t or t r a n s a e t i o a i s f a i r %» to 
the corp»rst ion as of tho t l a e i t i s au thor i sed , ap
prove^ or r a t i f i e d , by the I^oard of D i r ec to r s , a COBH' 
n i t tee thereof, or the s tockholders . 

(^} Comon 01' I n t e r e s t ed d i r e e t o r s aay bo counted 
In datoT-nlnlng the proseace of a quorua a t a a e e t l n g of 
the Bocrd cf Di rec tors or of a e o a a i t t e e which au -
thorlzet: the cont rac t or t r a n s a c t i o n . 
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aoaninc, to wi t , the t o t a l nuaber of d i r e c t o r s 
which the corporat ion would have i f there were no 
vacancies . Mo e l e c t i o n of d i r e c t o r s need be by 
wr i t t en b a l l o t . 

2 . The or3#lBal By-Laws of the eorporat ion 
sha l l be adoptee: by the Incorpora tor unless the 
c e r t i f i c a t e of incorporat ion sha l l rmmm tlio i n i 
t i a l Board of Dlreotora t he re in . Thereafter* the 
power CO Bake, a l t e r , or r epea l the By-Laws, and 
to adopt any new By-Law, except a By-Law oVasal-
fylng d i r e c t o r s for s l e e t i o n for staggered t enas , 
s f a l l be vested in tho Board of Dl reo tora . 

3* Whenever the corporat ion st-all be au
thorized t o issue only one e lass of atook, sach 
outstanding share s h a l l e n t i t l e the holder t h e r e 
of to not ice of, and the r i g h t to vote a t , any 
ae*ting of atoekholHers. Whenever the corpora
t i on s h a l l be authorised t o i s sue aore ^han one 
c lass of s tock, no outt'Mt/\\r,^ snare of any c lass ' 
of atocV which Is denied v o t l i ^ power under the 
provisioTM of the c e r t i f i c a t e o r inoc^^«rai ion 
ihai: . e n t i t l e the holder thereof to not ice oC, 
And the I 'ight to voto, a t any seet i r* ; of a toek-
hol<iers exccjpt as the provls ioro of ,>«ragraph 
{d)(2) of sect ion 242 of the 0<>naral Corporation 
Lav and of soct ioae 251, 252| ''-nd 2?j of tbe 
Oeoeral Corporation Law sha l l otherwls* r t ou i r*} 
provided, t h a t no share of any suoh ela^is which 
la o thenr iae denied voting pows r̂ s^iall e n t i t l e 
the holder thoreef to vote upon tha Increase or 
decToaae in the nuaber of authorized chares of 
said c l a s s . 

4 . In l i eu of tak in4 any p e r a t s s i v e or 
r*qt«isite ac t ion by vote a t a eee t ing of s tock
holders , any such vote and aay sueh aee t lng aay 
be disprnsod with i f s l t h e r a l l of the s tock-
holdera e n t i t l e d to vote upon the a e t i o t a t any 
3uc^ meeting sha l l consent in n r l t i n g to tJiy 
s'4c)i coi'>:orAte ac t ion being taken or i f l e s s 
tnan a l l of the stockholders e n t i t l e d to vote 
ir̂ ?4) tne act ion a t any such see t ing sha l l con
sent in wri t ing to any such corporate ac t ion 
baing takenj provided, t h a t any such a c t i o n 
taken upon l e s s thsn the unanlaous w n i t e n 
consent of a l l s tockholders e n t i t l e d t o vote 
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TSWTHi (a) The corporat ion s h a l l have pcwer tp I n -
derenify any person who was or Is a par ty or ifi threatened to 
be made a par ty t o any threatened, pending ox Jompl#*ted a c t i o n , 
s u i t or proceeding, whether c i v i l , crlsO-nal^ #drlniatrat lv<> 
or i n v e s t i g a t i v e (o ther than an ac t ion by or In the r i g h t of 
the corpora t ion) by reason of the fac t tha t tf i s o** was a 
d i r e c t o r , o f f i ce r , eaployee or ag^nt of the rpo ra t l on , or 
le or was serving a t tbe request of the eor..<>i»tion . a a d i 
r e c t o r , o f f i c e r , soployee or agent of anotli*r t a r p ' ' . ' t i * ^ , 
pa r tne r sh ip . Jo in t venture, t r u s t or o ther a n t s r t ' l s e , a g a i n s t 
expenses ( inc luding at torneys* f e e s ) , Jud^oente, f ines snd 
annunts paid in s e t t l e a e n t aet i ia l ly and remonably incurred 
by hio in connection with such ac t i on , ^u l t or prccecKling 
i f he acted in good fa i th and In a aanner ha reasonably be
l ieved to be i n e r not opposed to the bes t i n t e r e s t s of the 
corpora t ion , and, with respect to any cr1ali:.ai a e t ' o n or p ro 
ceeding, had no reasonable cause to b e l l e / e ...*a conduct was 
unlawful* The t e r a lna t i on of any ac t i on , Rait or proceeding 
by JudgBient, order , s e t t l e a e n t , eonvie t lon , or upon s plea 
of nolo eontendere or i t s eqtj lvalent, Rhall not , of i t s e l f , 
c r ea t e a p re rasp t i cn that the person did not ao t in good 
f a i t h and in a aanner which he rwasonably believed to be in 
or not opposed to the best I n t e r e s t s of the corpora t ion , artd, 
with respec t to any c r l a i n a l ac t ion or proceeding, had r e a s 
onable cause to bel ieve tha t h is conduct was unlawful. 

(b) The corporst lon sha l l have p-jwer to Indsanify 
any person wbo "^a or Is a par ty or Is ths^.&atened to be made 
a party to any threatened, pending or coapleted ac t ion or s u i t 
by or in the r i g h t of the corporat ion to procure a Judgsient 
in i t s favor by r«as«^n of the fact t h a t he i s or was a d i 
r e c t o r , o f f i c e r , eaiDloyee or agent of the corpora t ion , or i s 
or WHS serving a t tne request of the corpora t ion as a d i r e c 
t o r , o f f i ce r , aapljyee or ag^at of another eorporat ioi) , p a r t 
nersh ip , lolnt ve.itxire, t r u a t or o the r a n t e r p r l s e ags in f t 
expenses f 'Aclud.ng a t t o m e y a ' feea) a c t u a l l y and reasonably 
Incurred by hlia in connection with the defense or s e t t l e a e n t 
or ffuch ac t ion or s u i t i f he acted in good f^ t th and in a 
nanner he res^orably b«ll«ved to be i n or net opposed to the 
bes t i n t e r e s t s of the corporation and except t h a t no lr«dem-
nl i ' l ca t ion r h a l l be aade in respect of any c l a l a , i s sue or 
-mt^.er as *o which such person s h a l l have been adjudged to be 

:<•'..lo for nagl,l£:snce or alsconduet in the perfomance of h i s 
•Tdty to tne corporat ion unless and only to the ex ten t t h a t the 
Coiurt of Chancery or the court in which such ac t i on or s u i t 
wn? brcjcfht aha l l de te ra lne upon a p p l i c a t i o n t h a t , d e s p i t e the 
adjudicat ion of l l s b i l l t y but l a view of s l l t he e l reuns tancos 
oi* the cace, such peraon i s f a i r l y and reasonably e n t i t l e d t o 
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indeanl ty for such expenses which the Court of Chancery or-
sueh other court sha l l deea propor, 

(c) To the extent tha t a d i r e c t o r , o f f i c e r , smployos 
or agent of the corporation rms been successful on the a e r l t s 
or otherwise in defense of sny aot ion, s u i t or proceeding r e 
ferred to in paragraphs (s) and (b ) , or In defense of any c l a l a , 
i s sue or s e t t e r there in , he she l l be indssmified sga ins t ex
penses (jncludLng a t t o r n e y s ' foo*} a c t u a l l y and reasonably 
Incurred by hla In connection therewi th . 

(d) Any indeani f ics t lon under paragraphs (a) and 
(b) (unleaa ordered by a court) sha l l be nale by the corpora
t i o n only s s authorized la tbe spec i f ic css«i upon s deterv/ .na-
t l o n tha t indeanlf loat lon of the d i r e c t o r , o f f i ee r , aaployae 
or agent i s proper in the elr^uastanoes because he has ae t the 
app l icab le standard of conduct set forth in paragraphs (a) 
and ( b ) . Such de te ra ina t lon shal l be aade (1) by the Beard 
of Directors by a aa jo r l t y vote of a quorua cons i s t ing of 
d i r e c t o r s who were not pa r t i e s to sueh ac t i on , s u i t or pro^ 
ceodtnif, or (2) If such a <|uorua i s not ob ta inable , o r , even 
tf obtainable a quorua of d i s i n t e r e s t e d d i r e c t o r s so d l r e o t e , 
by independent legal eounsel In s wr i t t en opinion, or (3) 
by the s tock t^ lde ra . 

(e) Expenses incurred in defending a o i v l l or c r l a 
ina l ac t ion , s u i t or proceeding eay be paid by the eorpora t ion 
In advance of tl-e f i na l d i spos i t ion of such ac t ion , s u i t or 
proceeding as authorized by the Board of Dlraotos^ In tbe spe 
c i f i c caa* upon r«<^elpt of an undertaking by or on behalf of 
the d i r e c t o r , o f f i c e r , aaployae or agent to r^pay auch asuunt 
unless i t sha l l u l t imate ly be daterained th^ t he i s e n t i t l e d 
to be Indeanlflea by the corporat ion as author ised in t h i s 
Ar t ic le* 

(f) The indsstfiiflcatlon provided by t h i s A r t i c l e 
sha l l not be rieened exclusive of any o ther r i g h t s to which 
those seeking Indessnlflcatlor ^ y be e n t i t l e d undsr any by
law. acrs«»ant , ro t9 of stockholders or d i s i n t e r e s t e d d i r e c 
to r s nr oCharwine, both ss t o sc t lon in h i s o f f i c i a l capaol ty 
ar^ v9 to nctLon In another eapaelty while holding such of-
r*09, arv*. Qhai; contlnuo AS to a person who has oeased to bo 
'. ; ' . r ; c tor , o r f i ce r , einployee or a ^ n t and sha l l Inure to the 
t.eriuflt or the h e i r s , oxecutors and a d a l n i s t r a t o r s of such a 
p*rn oi l , 

(ff) Th^ corjK-ration sha l l have power to purchase acvd 
maintain Insurance on behalf of aA7 porson %d%o I s or was a d l -
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rec to r , officer, offiployae or agont of the corporation, o r Is 
or was serving a t the request of the corporation aa a d l ree tor , 
off ieer , eaployee or agent of another corporation, partnership. 
Joint venture, t rus t or other tnterpr lso against angr l i a b i l i t y 
asserted a ^ l n s t hla and ineorred by hla in any such eapaelty, 
er ar is ing out of his status as suoh, whether or net tha cor* 
poratlofl would have the power to indeanlfy hla sfalnst sueh 
l i a b i l i t y under the provisions of th i s Article* 

SLgrewrai Proa t lae to t lae any of the prorislona of 
th is c e r t i n c a t e of ineorporatloo aay be aaended, al tered or 
repealed, and other provisions autherlzad by tbe laws of the 
s t a t e of Delaware at the t lae in force aay be added er i n se r t 
ed :n the aanner snd at tbe t lae prescribed by said laws, and 
a l l r ights at aay t l ae conferred upon tbe stockboldars of tbe 
corporation by th i s ce r t i f i ca te of laeorporatlMvare granted 
subject to the provisions of th is Artlele CLEVEimi. 

Executed a t Dover, Delaware, on JUoo 26, 19^8* 

fl. b . lickerstm 
Incorporator 

STATE Cy DEUWARE 

ccuwry or SBMT 
SS.t 

B8 IT RSCSCmQOD that, on June 26, 1966, before 
se, a Notary Publle duly authorlaod by law to take acknowledgment 
of deoda, personally casM R* 0* Dlekarson, the ineerporfttor who 
duly exacutod tbe foregoing oartlfleate of ineorperatlon before 
ae and acknowledged the saae to be his act and deed, and that 
the facts therein stated are li^e* 

OIVCM under ay hand oa June 26, 1968* 

' m ^ ' " * . ' , •••• 

.'•• 



VIACOM OUTDOOR INC. 

SECRETARY'S CERTIFICATE 

1. The undersigned, Amy G. Berlin, hereby certifies that: 

a. I am the duly appointed Assistant Secretary of Viacom Outdoor Inc. 

b. Attached hereto is a complete and correct copy ofthe Certificate of 
Incorporation of Viacom Outdoor Inc. and associated Amendments, 
together with all other documents and instalments. 

IN WITNESa,WHEREOF, the undersigned has executed this certificate on 
this ^ ^ y day of June, 2005. 

ArniTp'-r^erlin 
Title: Assistant Secretary 
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Delaware 
The J i r s t State 

PAG£ 1 

I, HAKRIET SMITE WINDSOR, SECRETARY OF STATE OF THE STATE OP 

.DELAWARE, DO HEREBY CERTIFY THE ATTACHED ARE TRUE AND CORRECT 

COPIES OF ALL DOCUMENTS'FILED FROM AND INCLUDING THE RESTATED 

CERTIFICATE OF "VIACOM OUTDOOR INC." AS RECEIVED AND FILED IN 

THIS OFFICE. 

THE FOLLOWING DOCUMENTS HAVE BEEN CERTIFIED: 

RESTATED CERTIFICATE, FILED THE THIRTIETH DAY OF MAY, A.D. 

1997, AT 9:01 O'CLOCK A.M. 

CERTIFICATE OF AMENDMENT, FILED THE TWENTY-SECOND DAY OF 

MAY, A.D. 1998, AT 9 O'CLOCK A.M. 

CERTIFICATE OF OWNERSHIP, FILED THE TWENTY-FOURTH DAY OF 

JUNE, A.D. 1998, AT 9 O'CLOCK A.M. 

AND I DO HEREBY FURTHER CERTIFY THAT THE EFFECTIVE DATE OF 

THE AFORESAID CERTIFICATE OF OWNERSHIP IS THE THIRTIETH DAY OF 

JUNE, A.D. 1998. 

CERTIFICATE OF MERGER, FILED THE SEVENTH DAY OF DECEMBER, 

A.D. 1999, AT 1:45 O'CLOCK P.M. 

CERTIFICATE OF AMENDMENT, CHANGING ITS NAME FROM "OUTDOOR 

SYSTEMS, INC." TO "INFINITY OUTDOOR, INC.", FILED THE 

TWENTY-THIRD DAY OF FEBRUARY, A.D. 2000, AT 9 0'CLOCK A.M. 

Harriet Smith Windsor, Secretary of Sate 

2337422 8100X ^ ^ g W P AUTHENTICATION: 1698561 

020211500 DATE: 04-02-02 
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7'fie f i r s t State 

CERTIFICATE OF AMENDMENT, CHANGING ITS NAME FROM "INFINITY 

OUTDOOR, INC." TO "VIACOM OUTDOOR INC.", FILED THE TWENTY-EIGHTH 

DAY OF AUGUST, A.D. 2001, AT 9 O'CLOCK A.M. 

Harriet Smith Windsor, Secretary of State 

2337422 8100X AUTHENTICATION: 1698561 

020211500 DATE; 04-02-02 
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PAGE 1 

Tfie J'irst State 

I , HARRIJST SMITH WINDSOR, SECRETAS^ OF STATE OF THE STATE OF 

DSLAWARE, DO HEREBY CERTIFY THE ATTACHED I S A TRUE AND CORRECT 

COPY OF THE CERTIFICATE OF AMENDMENT OF "INFINITY OUTDOOR, 

INC. " , CHANGING ITS NAME FROM "INFINITY OUTDOOR, INC. " TO 

"VIACOM OTJTDOOR INC. " , FILED IN THIS OFFICE ON TBE TWENTY-EIGHTH 

DAY OF AUGUST, A.D. 2 0 0 1 , AT 9 O'CLOCK A.M. 

Harriet Smith Windsor, Secretary of State 

2337422 8100 ^ ^ S B ^ S t AUTHENTICATION: 3126977 
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roURTH AMENDED AND RESTATED CEKimCATE OF INCORPORATION OT 
OVTDOOR SYSTEMS, INC. 

a Delawact csrporatioa 

OUTDOOR SYST^lSi INC., a coxpomcfon cngamzcd and exiating under ths laws 
of the State of Ddawaie, hereby certifies aa Mows: 

1. The name of tiie corporatloa (the 'Coxpondon*) is Outdoor SystemSf Inc. 
Ths Coiporatioa was originally incoiporated under tise same name, and the onginal 
Cerdflaue of Incoiporation was filed Mth the Secretary of State of ibc Stats of Delaware oa 
May 24,1993. A Restated Certificate of TncoipoKation was filed with the Secretaty of State 
of Delaware on July 16,1993, aSecoad Restated Cenifieate of Zocoiporatioa was filed with 
the Secrctanr of State of Delaware on August 17,1993. a Third Restated Certificate of 
Incoiparafion was filed with the Seaetary of State of Delaware on Apdl 17,1996, and ai 
Certificate Resardine Retixeiaent of Stock is being filed with the Secneeaiy of State of 
Delaware contempoxaoeously hezcwicb. 

2. The members of the Board of IMrectors of Outdoor Systems, Inc adopted and 
^iproved the ibUowing amendment to Ihe Third Restated Certificate of Iscoipozattoa of the 
Corporations 

3. The stockbf^cters of the Cotpoiation voted in &vcr of the following; 
ameodment at the Annual Meeting of Stockholders held May 29, 1997.. 

4. This Fourdi Amended and Restated Cerdflcatt of locorpoiation restates and 
integrates and further amends the proviaons of the Third Restated Certificate of 
lacozpozatiQc of diis Corporation and incoiporates tbe terms of tbe Certificate Regarding 
Retirement of Stock and has been duly adopted pursuant l6 Secdona 242 and 245 of the 
Oeneial Corporation Law of tbe State of Delaware. 

5. Aitide rv. Section A, Subsection 1 of the Corporation's Third Amended and 
Restated Certificate of Incorporation shall be deleted in its endzety and amended to read as 
follows; 

"Stifrgfigfign. L AtftilQriKd SWX DBaJEnatWM. The total number of shares 
of stock which the Coiporation shall have authority to Issue is 212.000.000 divided 
into two (2) classes as follows: 

(a) 200,000,000 shares shall be Common Stock, $.01 par value each 
(hereinafter referred to as the "Common S t y P ; and 

(b) 12,000.000 shares shaU be Prefened Stockj Sl.OO par value each 
(hereinafier lefened to u 'Preferred Stock'n. 

oafi»i.oeo) 

STArS OF DszAtans 
SBCRBTAltr OF STAtS 

DlVJSIOir OP CORPORATJOtrS -, 
FJIBD 09:01 AM OS/30/1997 
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The deaignaiioas, prefereaoes, timitatioas and s e l ^ e rights of the classes of stock of 
the Cotpoiaxioo are as set forth in this ArfaleTV." 

6. Aitide IV, SectioA A, Subsecdoa l(c),l(d) and 1(e); Article IV, Secdoa A. 
Subsection 2; Article IV, Section A, Subsection 3(c); Article IV, Section C, Subseciioa 2; 
and Article IV, Sections D, E, F and 0 of the "Diiid Amended and Rotated Certificate of 
Ittcoiporatian of dte Cocpoiatiaii aie ddeted in tfadr entirety in connection with the 
retirement of Exchangeable Ptefexxed Stock, Class A Pretoed Stock and Qass B ^ tderad 
Stock pursuant to tfae Certificate Regarding Redxemcnt of Stock and Section 243 of the 
Delaware General Corporation Law. 

7. The text of the Third Amended and Restated Certificate of Incorporation as 
cunentiy in effect is hereby restaied to read in its entirety as attached hereto as Annex A. 

oQsasLmi 
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AHIIES.A .'•• 

FOURTH AMENDED AND RESTATED CERTIFICATE OF INCORPORATION OF 
OXm>OOR SYSTEMS, INC. 

ARTICLEL 

The name of the Coiporation is OUTDOOR SYSTEMS, INC. 

ARTICLE XL 
Registered Qfrtcc aad Aeent 

Tb.t address of the Corporation's registered office In the State, of DeUware is 
i013CailieRQad,intheC3typfWiimingtoa, County of New Castle. The name of its 
registered agent at inch address is Corporation Service Con^any. 

ARTICLE IZL 
P^rpoSM andli^Hfl! RnQinP« 

Tlie purpose for which this Cofporatioo is organized is to conduct or proinote any 
lawful business or purposes u may be permitted by the laws of the State of Ddaware. 

ARTICLE IV. 
Aniho|<«dCaB(tal 

SicHonA, Amhitrizgd Stock, 

Subsecti?!^ 1. Aut} f̂mie4 ^tocV-D«rignflfiflni. The total number of shares of Stock 
which the Corporation shall have authority to issue Is 212.000,000. divided into two (2) 
classes as {oSlows: 

(a) 200.000,(XX} shares shall be Common Stock, S.Ol par value each (hereinafier 
refi^red to as the "(j^mon Stock*): and 

(b) 12.000,000 shares shall be Pre&rrcd Stock, Sl.OO par value each (hereinaAer 
ze&Ered to as the l y e n B d Stocks. 

The designations, preferences, limitations and relative rights of the classes of stock of tbe 
Carpoiatios are as set fortJi in this Article IV. 

Sufisection 2. {IhtentioaaUy omitted] 

003091.0008 - 1 -
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SUbSCrtign 3 . General Term^. 

(a) No Preemptive gigt|ta- The holders ofthe shares of any class of stock shall 
not have any ligbca co conven such shares for shares of any other class or any other series of 
any class of capital stock of the Corporatioa. nor shall any such d a u be entitled as a matter 
of right to subscribe to. purchase, or receive any part of any new or additional shares of any 
clan, whether now or hereafter aatfaadzed, or of bonds, d^enmres or other evidences of 
indebtedness convertible inco or- exchangeable for shares, but all such new or additional 
shares of any class m* bonds, debeomres, or odier evidences of indebtedness convertible into 
or exchangeable for shares may be issued and disposed of by the Soard of Directors on sucii 
terms and for such constdention, so &r as may be permitted by otiier provisions set forth 
heidn or as may be pennitted by law, and to such person or persons as the Board of 
Directors in tiulr absolute dlscretioa may deem ad^^sable. 

(b) Proof of Status: Tlie Corporation may, in connection-witii preparing a list of 
stockholders entitled to vote at any meeting of stodAnlders or of holders of any class of 
stock entitled to dividends or redemption payments or as a condition to the rrgiitratfon of a 
transfer of shares of any giveii class of stock cm the Corporation's booics, require the 
fiirnishing of such affidavits or other proof fiom tfae holders of such class of stock as it 
deems reasonably necessary to establish that no (ranafer tiiat is not pennitted by the terms of 
such class of stock has oecucred with respect to such class. Each holder of stock shaQ 
comply witii such requests. 

(c) [Intentionany Omittedl 

(d) Shares of tiu Pref^red Stock need not be issued for consideration of a value 
equal to their reqiective Face Amounts per share 0^ any); ratiux. to die extent pennitted by 
Delaware law. shares of such stock may be Issued for such consideration tiut is not less than 
tire respective par value tiieceof. and for such corporate putposes as tiie Board of Directors of 
the Corporation may from time to time determined If any such stock is issued in exchange 
for non-monetary consideradon. die determination of tiie Board of Directors of the 
Corporation as to the value of such considention shall be conclusive to the extent pctmittad 
by Delaware law. 

(e) Upon any stock split, stock dividend or redassificatioo, subdividing or 
combining outstanding shares of any class of die Corporation's capital stock, appropriate 
adjustment shall be made tc; any reference to numben of shares or per share numben 
contained herein. 

(i) The terms "hereof,' "herein. * and words of similar impon In any section of 
Article TV shall be deemed to be references to provisions to such section of Article IV and 
not to tiie provisions of any odier section of A£CifilfiJ!̂  MTAOS die context otiierwise requires. 

x»us».wyc . 
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Section B. Common Stock, 

Subserrion 1. Relative Rigt^fs. All shares of Common Stock shall have identical 
rights and privileges in all respects. 

Subsection 2. Voting Righyg. Each Share of Common Stock shall entitle tiie holder 
thereof to one (1) vote on all matters on which ho ld^ of Common Stock are entitled to 
vote Cumulative voting by bolders of shares of Common Stock is her^y denied. 

Subsec;:̂ iQn 3. Dividends. Shares of Common Stock shall be entiiled to dividends in 
caLSh or other property if, when and as declared by tiie Board of I^rectors of tiie Coiporation 
from funds legally available dietefor, subject to tiie provisions relating to tiie preferred stock. 

Subsection 4, TiiQW^̂ JTrn IA the event of any liquidation, diwohitifw or winding 
up of die Corporation, whetiier voluntary or involuntary, die holden-of die shares of 
common stock shaU be entitied, after payment or provision fbtr paymat of Ae 
debts and otiier ^ta^jiiriix of tiie Corporatioa and tiie amount to which tiie holders of any 
class or series of Preferred Stock shall be entitiedi to share ratably in die rcmainiog net 
assets of the Corporation. 

Section C • Trtferrtd Stock* 

The Fte&rred Stock may be created and issued from time to time in one or more 
series witii such distinctive serial designations and: 

(1) may have such voting power, fitil or limited, or may be wdtiiout such voting 
powers; 

(2) may be subject to redemptimi at such tiihe'dr times and at such prices; 

(3) may be entitied to receive dividends (which may be cumulative or 
noncumulative) at such rate or rates, on sueh conditions, and at such timti, and 
payable in prefbence to or io sucb relation to, tiie drvidenda payable on any other 
class or classes or series of stock; 

(4) may have such rights upon the dissolution of, or upon any distribution of the 
assets of. die Corporation; 

(5) may be convertible into, or exchangeable fbr. shares of any otiier class or 
classes of Aock of The Corporation, at sueh price or prices or at such rates of 
exchange, and with such adjustmeflCi; and 

(6) shall have such otiier relative, participating, optional or special tights, and 
preferences, designations, qualifications, limitations or restrictions tiieieof; 

DOUSLOOOI ' ^ * 
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all as shall hereaitar be stated and expressed in s resolution or resolutions providing fof^tte 
issuance of such Preferred Stock fiom time to dine adopted by tiie Board of Directors 
pursuant to tiie autiiocity tiiat is hereby vested in tite Boaid Of IMrecton; provided, however, 
tiiat notwitiistanding anytiung in this paragr^h to tiie contrary, die Board of Directors shall 
not Issue any shares of Preferred Stock which have rights tiiat would conflict witii. or cause 
tiie Corporation to violate, die terms applicable to any of die Corporation's shares of ciqntal 
stock outstanding a ttie time of such issuance of Prefared Stock, 

ARTlCtX V. 
Number of Directors 

A. The number of directors which shall consti&tie tbe whole Board of I>iicetDrs 
shall be not less than tiiree (J) nor more titan ten (10) and shaU be fixed fiom time to time in 
accordance wltii the By-laws of the Corporation, as the same may be amendfri fiom time to 
time. The directors shall be divided intotiute classes, designated Qass I, Class H, and 
Class HI (which at aU times shaU be as nearly equal in number as possible), widi die term of 
office of Class CI directors to expire at die 1999 Annual Meeting of Storkholders, die term 
of office of Class n directors to expire at tiie 1998 Annual Meeting of Stockholders, and die 
term of office of Class I directors to expire at tiie 1997 Annual Meeting of StockholdefS. At 
each annual meeting of stocitiiolders following such initial classification and election, 
directors elected to Succeed those directors whose terms expire shall be elected for a tenn of 
office to expire at tiie third succeeding armual meeting of sUidcholders after their election. 

B. Subject to the rights of die holders of any class or series of tiie Cotporatioa's 
capibl stock tiien outstanding, newly created dizectorsldps resulting fiom any increase in die 
autiiorized number of directors or any vacandes on die Board of Directors resulting from 
death, resignation, retirement, disqualification, removal fiom office or otiier cause may be 
filled by a majority vote of tiie directors tiien in office, tiiough less tiian a quorum, and 
directon so chosen shall bold ofGce for a term e:q)iring at die annual meeting of stockholders 
at which (he term of ofiice of tiie class to which ihey have been elected expires. No 
decrease in tiie number of authorized directors constituting tiie entire Board of Directors shall 
shorten tbe term of any Incumbent direcmr. 

C. Notwithstanding die fijregoing, whenever die holders of any shares of die 
Cotporation's outstanding .shares of prefened stock shall have die right co ebect diiectons at 
an annual or special meeting of stxkholders, tiie election, term of ofGce, fHUng of 
vacancies, and otiier feahu-es of such directorships shall be governed by die terms hereof 
applicable tiiereto, or die resolution or resolutions of tiie Board of Directors relating to die 
issuance of such shares of preferred stock, and such directors so elected Shall not be divided 
into classes pursuant to this Article unless expressly provided by such terms or such other 
resolution ot lesolutions. 

D. Notwitiutaitding any otiier provisions hereof or any provision of law which 
raigbt otherwise permit a lesser vote or no vote, but in addition to any affinnative vote of the 
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holdera of any particiUar class or seria of capiui stock required by law or tiiis ioctnimeat or 
tiie resolution or zesohitions of tiie Bosurd of Directors telating to tiie issuance tfaenof, tiie 
affirmative vote of tiie holders of at least sixty percent of die voting power of all of tbe then-
outstanding shares of Common Stock shall be required to alter, amend, repeal, or adopt any 
provison inconsistent witii this Article V. 

ARTICLE VL 

Hie Coiporation Is to have perpetual existence. 

ARTICLE VS. 
JfaBtottflBOfMabMtt 

gttdTndflPiitftetioa 
A. Directors of die Cotpoiation shall have no personal li^sOity te die Cocpotation 

or its stockholden for monttary damages for breach of fiduciary duty as a Erector, excqpc 
(0 fbr any breach of a director's du^ of loyalty to die Corporation or its stockholders, (ii) 
tot acts or omissions not in good &itii or ŵ Ueh involve intentional misooaduet or knowing 
violations of law. Qii) under Section 174 of tiie (jeoetal Corporatioa Law of Delaware or 
Ov) ibr any tranaction from which a director deaved an improper personal benefit 

B. No amendment to or repeal of tiiese provisions shall apply to or have any 
effect on die UabiUty or alleged liability of any person fbr or with respect to any acts or. . 
omissions of such person occurring prior to such amendments. 

ARTICLE VIIL 

The By-laws may be altered, amended or repealed or new By-laws may be adopted by 
(1) the hotden of at least ^ 2 / 3 9 of die total voting power of all shares of stock of die 
Coipotation entitied to vote in die election of directors, conadesed fbr tiie purposes of tiiis 
Article V ^ as ooe class, or CZ) (he Board of Directors, at any regular meeting of tiie 
stockholden or the Board of Directors or at any special meeting of ihe stockholders or of tiie 
Board of Directors if notice of such alteration, amendment,'r^eal oradc^on of new 
By-laws be contained in tbe notice Of such special meeting. 

33iimi.WSI 
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ARTICLED. -
Mffthlff '̂ "'̂  ̂ ^"^^ «"^ y«ordi 

Meetings of the stockholders may be held witittn or vntiiout die State of Delaware, as 
tiie By-laws may provide. The books Of tiie Corporation may be kept (subject to tiie 
provisions of any bw or regulation) outside die State of Delaware at such place or places as 
may be **^gna'*4 fiom time to time by tiie Board of Directors- or in die By-4aws of tiie 
Coiporatiott. Elections of directon need not be by written baOot unless die By-laws of die 
Corporation sbaH so provide. Tht autiiosi^ contemplated by'Section 228 of tiie DeUware 
General Corporation Law tiist permits stockholden to take action by written consent Is 
expressly denied to stockholden of tius Corpotatioo. Accordingly, die stockholders shall not 
have die ability to take any action nnless such action is taken at an annual or ipedal meeting 
of the stockholders. 

ARTICLE X. 

An^nrtmCTti 

Subject.to any express limitations, set fbrtii In titis Fourtii Amended and Restaied 
Certificate, tiie Corporation reserves die right to amend, alter, change or rqteal any 
provision contained in this Fourth Amended and Restaied Certificate, in die manner now or 
hereafter prescribed by stamte, and aU rights confesied upon stockholders herein are granted 
subject to Otis reservation. 

oosQii.ooai 6 -
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IN WIINESS WHQtEOF, tiiis Fourtii Amended and Restated Certificate of 
Inctfporation of Outdoor Systems, Inc. has been executed by die Chairman of ttie Board of 
Directon tins 29tii day of May. 1997. 

wniiamST-Levine 
Chairman of flie Board 

ATTESTED BY: 

^ 3 ^ 
BiU M. Beverage 
Seoetaiy 

DosasLooai - 7 -



!"'• : i ; :•! I V ii.ii ,. .; .. STATE OF DBLAWAR3J.\(̂ ir.: 
SECRETARY OF STATE 

DIVISION OF CORPORATIONS 
FILED 09 :00 AM 05/22/1998 

981200122 - 2337422 

CERTinCATE OF AMENDMENT 

OFTHE 

FOURTH AMENDED AND RESTATED CERTEHCATE OF INCORPORATION 

OF 

OUTDOOR SYSTEMS, INC. 

OUTDOOR SYSTEMS, INC., a corporation organized and existing under die General 

Corporation Law ofthe State of Delaware (the "Corporation"! does hereby certify as follows: 

FIRST: That the directOTS ofthe Coiporation, by written consent, adopted 

a resolution proposing and declaring advisable an amendment to the Fourth Amended and 

Restated Certificate of Incorporation ofthe Corporation to Increase the number of shares 

of Common Stock which the Corporation is authorized to issue from 200,000,000 to 

600,000,000 shares. 

SECOND: That thereafter, pursuant to resolution of the directon, by majority 

vote of fill outstanding stock entiUed to vote thereon at a meeting of stockholders of die 

Corporation In accordance with Section 222 of the General Corporation Law of the State of 

Delaware, the stockholders voted In favor of this amendment to the Fourth Amended and 

Restated Certificate of Incorporation. 

THIRD: That Article IV, Section A, Subsection 1 of the Corporation's 

Fourth Amended and Restated CerriJicate of Incorporation as amended shall read as 

follows; 

"Subsection 1. Authorized Stock: Designations. The total number of 
shares of stock which the Corporation shall have authority to issue is 612.000,000 
divided into two (2) classes as follows: 

(a) €00,000,000 shares shall be Common Stock, $.01 par value each 



I I . •• . I i ^ lM ' . 

(hereinafter referred to as tho "CpTpfnon Stocy): and 

(b) 12,000,000 shares shall be Preferred Stock, Sl.OO par value each 
(hereinafter referred to as "Preferred Stock"^. 

The designations, preferences, limitations and relative rights ofthe classes of stock 
of the Corporation are aa set forth in this Article IV." 

FOURTH: This amendmenl was duly adopted in accordance with the 

provisions of Section 242 ofthe General Corporation Law ofthe State of Delaware. 

IN WITNESS WHEREOF, the Corporation has caused this Certificate of Amendment 

to be signed and attested by its duty authorized officers* this 21'' day of May, 1998. 

ATTESTED BY: 

Bill M. Beverage 
Secretary 

f 

:.-ODMA\PCDOCSUlTL\310017U 

OUTDOOR SYSTEMS, IN' 

WiUiarilS. Levine 
Chairman ofthe Board 
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STATE o r DELAWARE 
SECRETARY OF STATS 

DIVISION OF CORPORATKXJS 
FILED 0 9 : 0 0 AM 0 6 / 2 4 / 1 9 9 8 

981244183 - 2337422 

CERTIFICATE OF OWNERSHIP AND MERGER 

OF 

OS BASELINE, INC. 
(an Arizona corporation), 

DECADE COMMUNICATIONS GROUP, INC. 
(ft Colorado corporation), and 

BENCH ADVERTISING COMPANY OF COLORADO, INC 
(a Colorado corporatjon) 

into 

OUTDOOR SYSTEMS, INC. 
(ft Delaware corporation) 

Outdoor Systems. Inc. hereby certifies that: 

L 

The name and state of Incorporation of each ofthe constitute entities are: 

(a) OS Baseline, Inc.. an Arizona corporation ("OS Baseline'*); 

(b) Decade Communications Group, Inc., a Colorado corporation (**Decade"); 

(c) Bench Advertising Company of Colorado. Inc.. a Colorado corporation (^ench"); 
and 

(d) Outdoor Systems, Inc.. a Delaware corporation ("OSr*). 

a 

OSI is the owner of all of the outstanding shares of common stock of OS Baseline and 
Decade, with Decade being the owner of all ofthe outstanding shares of common stock of Bench 
(OS Baseline, Decade and Bench collectively referred to herrin as the "Subsidiaries'*). None of 
the Subsidiaries have classes of stock outstanding other than said common stodc 

ra. 

The laws ofthe respective jurisdiction of organization of each ofthe Subsidiaries permit 
the merger of a business corporation of that jurisdiction with a business corporation of another 
jurisdiction. 

;:OOMA\fCOOCS\ATL\3144S«\l 
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IV. 

OSI hereby mer̂ ges each ofthe Subsidiaries into OSL 

V. 

Attached hereto as Exblbit A and incorporated by reference is a copy ofthe resohitions 
adopted on June 12. 1998 by the Board of Directors of OSI to merge the said Subsidiaries into 
OSL 

[BKMAINDER OF PAGE INTENnOKALLY LEFT BLANK] 
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RESOLUTIONS 
OFTHE 

BOARD OF DIRECrORS OF 
OUTDOOR SYSTEMS, I N C 

Juno 12, 1998 

WHEREAS. Outdoor Systems, Inc. (die "Ccmpan/*) owns lOOV* of the outstanding 
stock of OS Baseline. Inc., an Arizona corporatioa COS Baseline*^ and Decade Communications 
Group, Inc.. a Colorado corporation CDecade**). witii Decade owidng 100% ofthe outstanding 
stock of Bench Advertising Company of Colorado. Inc., a Colorado corporation ("Bench") 
(OS Baseline. Decade and Bench coUectiveiy referred to hereinafter as the "Subsidiaries"); 

WHEREAS, the Board of Directors has detennined It to be in the best interest ofthe 
Company to merge each of the Subsidiaries into the Company pursuant to Section 253 of the 
(jeneral Corporation Law ofthe State of Delaware and to be possessed of all the estate, property, 
rights, privileges and franchises of said Subsidiaries* 

WHEREAS, there has been presented and reviewed by the Directors of the Company 
(a) a form of Plan of Merger and Articles of Merger in accordance vdtb Arizona law, (b) a form 
of Articles of Merger, inchiding a Flan of Merger. In accordance with Colorado law, and (c) a 
form of Certificate of Ownenhip and Merger in accordance with Delaware law (all such 
documents collectively referred to as the "Merger Documents**); 

NOW, THEREFORE, BE FT RESOLVED, Uiat each of the Subsidiaries be merged 
into the Company, and that all of the estate, property, rights, privileges, powers, and franchises of 
each of the Subsidiaries be vested in and held and enjoyed \yy the Company as &lly and entirely 
and without change or diminution as the same were before held and enjoyed by tiie respective 
Subsidiaty in its name. 

FURTHER RESOLVED. Uiat the Company assume all ofthe obligations of each ofthe 
Subsidiaries. 

FURTHER RESOLVED, that the Company shall cause to be executed and filed and/or 
recorded the documents prescribed by the laws ofthe State of Delaware, by the laws of tiie State 
of Colorado, by the laws of the State of Arizona, and by the laws of any otiier appropriate 
jurisdiction and will cause to be performed all necessary acts within the jurisdiction of 
organization of the respective Subsidiaries and of the Coxnpany and in any other appropriate 
jurisdiction. 

FURTHER RESOLVED, that Uie Chairman of Uie Board. Uie President, and the 
Secretary ofthe Compmy, acting either alone or together, are hereby authorized and directed to 
execute, in the name and on behalf of the Company and under its corporate seal or otherwise, and 
to deliver any and all agreements, certificates, ^pUcations or other instruments, including, but not 
limited to. the Merger Documents, and firom thne to time to take any and all such other actions 
necessary or desirable to cany out the purposes ofthe foregoing resolutions. 

•.:ODMAVCDOCS^'W3l4386^l 
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FURTHER RESOLVED. Uiat the merger of Uie Subsidiaries shall become efifecUve on 
and as of the close of business on the 30^ day of June, 1998, at which time the separate existence 
of each ofthe Subsidiaries shall cease. 

* * * 

::OI»CAIPaX)CS\ATU2143S«U 
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IN WITNESS WHEREOF. OSI has caused Uiis certificate to be executed by its du^ 
autiiorized officer, this J^-^Ji day of June. 1$&8. 

OXmJCOp. SYSTEMS.Jl^C. 

By: 
WilUam S. tevine. 
Chairman ofthe lioard 

:KH}UAtfCD0Ca\ATL\3 t448«\l 
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FROM RICHARDS, LAYTON k FINGER «iO [TUE)12. / yy ^^•^^^^^-k iv i s i^^CORPORATIONS 
FILED 01:45 P« 12/07/1999 

991520323 - 2337422 

CERTinCATE OF MERGER 

OF 

BURMA ACQUISITION COR?. 

WITH AND INTO 

OinDOOR SYSTEMS. INC. 

In accordance with Section 251 (c) of Uie General Corporation Low of the 

Stale of Delaware, the undersigned corporation, organized and existing under and by 

virtue ofthe General Coqjoretion Law of Use State of Delaware (die "DOCL^, 

DOES HEREBY CERTIFY THAT; 

FIRST; The name and ataxe of incorporation of each ofthe coostituent 
corporations (the "Constituent Corporatiotis^*) of die merger (the "Merger") ifl as follows: 

Nsms 
Bumitt Acquisition Corp. ('•Burma") 
Outdoor Systems, Inc. ("Outdoor 
Systems") 

State Qfyncoraorgtion 

Delaware 
Delaware 

SECOND: In accordance with the requirements of Section 251 ofthe 
DGCL, the Agreement and Plan of Merger, dated as of May 27,1999, and amended as of 
June 16, 1999, by end among loiimty Broadcasting Corporation, a Delaware corporation 
("Infinity**X Burma, a direct, wholly-owned subsidiaiy of Infinity, and Outdoor Systems 
(as amended, the **Merger Agreement^, has been ^proved, adopted, certified, executed 
and acknowledged by each of the Constituent Corporations-

THIRD: Outdoor Systems will be *hc surviving corporation (the 
"Surviving Corporation*') in the Merger. The name ofthe Surviving Coiporation is 
Outdoor Systems. Inc. 

FOURTH: The Restated Certificate of Incoiporation of Outdoor Systems 
shall be ameaded so as to read in its entirety as Exhibit A and shall constitute the 
Ccittficate of Incorporation ofthe Suiviving Corporation, until duly amended in 
accordance vnth s^Ucsblc Uw and the terms thereof 

FIFTH: The eTcecuted Merger Agreement is on file at an o£5ce ofthe 
Surviving Corporation. Tbe address ofthe principal place of business ofthe Surviving 
Corporation is 40 West 57di Street, New York, NY 10019. 

>TtVA*i»S4i«S3jao»M>OOMH.VAi 
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SIXTH: On lecjuesi, the Surviving Corporation will furnish wjUiout cost a 
copy ofthe Merger Agreement to any stockholder ofthe Coasthuem Corpotatioiis. 

SEVENTH: The Merger shall be effective under die DGCL upon Uie 
filing of this Certificate of Merger. 

[Remainder of Page lotentionaUy Left Blank] 
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IN WITNESS WHEREOF, tha undersigned has signed his iwnc. Uiis 

7_ tiay o f December, 1999, And by such act affiima, under penalties of pcijury. that dlis 

(nstrument coostitmes th« act and deed of Outdoor Systenis and that the fects stared 

herein are true. 

OUTDOOR SYSTEMS. INC. 

By= . 

Name WiWvacrt 5 . u ^ \ / v ^ e ^ 
ritie: • < . 6 » f < t > > ^ ' 
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RESTATED CERTIFICATE OF INCORPORATtON 

OF 

OUTDOOR SYSIEMS. INC. 

FIRST: The name ofthe Corporation is Outdoor Systems, Inc. 

SECOND; The address of die registered office ofthe Corporation in the 
State of Delaware is 9 East Loockerman Street, City of Dover, County of Kent State of 
Delaware. The name of die registered agent of Uie Corporation in the State of DeUware 
at such address is National Corporate Research. Ltd. 

THIRD: The purpose ofthe Corporation is to engage in any lawful act or 
activity for which corporations may be organized tinder die General Corporation Law of 
the State of Delaware, as fiom time to time amended. 

FOURTH: The total number of shares of capital stock which the 
Corporation shell have authority to issue is 1,000, all of which shares shall be Common 
StoGk> $0.01 p v value per share. 

FIFTH: In furtherance and not in limitation ofthe powers conferred by 
law. subject to any limitadons contained elsewhere in this Restated Certificate of 
Incorporation, by-laws ofthe Corporation may be adopted, amended or repealed by a 
mmority ofthe board of directors of Uie Corporation, but any by-laws adopted by Uie 
board of directors may be amended or repealed by the stockholders entiUed to vote 
thereorL Election of directors need not be by written ballot, 

SDCTH; 

(a) A director of the Corporation shall not be personally liable 
either to the Corporarion or to any stockholder for monetary damages for 
breach of fiduciary duty as a director, except (i) for any breach ofthe 
director's duty of loyalty to the Coiporation or its stockholderg, or (ii) for 
acts or omissions which are not io good faith or which involve inteotiofla] 
misconduct or knowing violation of the law. or (iii) for any matter in 
respect of which such director Jhall he liable under Section 174 of Tide 8 
of the Genera] Corporation Law ofthe State of Delaware or any 
amendment Uiereto or successor provisioD thereto, or (iv) for any 
transaction from wfiich the director shall have derived an improper 
personal benefit. Neither amendment nor repeal of this paragraph (a) nor 
the adoption of any provision of the Restated Certificate of Incorporation 
inconsistent with Uiis paragraph (a) shall eliminate or reduce the effect of 
this paragraph (a) In respect of any matter occurring, or any cause of 
acUon, suit or claim that, but fw this paragraph (a) of this Article, would 
accrue or arise, prior to such amendment, repeal or adoption of an 
inconsistent provision-

Knr^IVAJM0«^MM3XS(M!.t>OClJ^tM.0a<M 
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(b) The Corporation shall indenmtfy any person who was or is 
apaity or is threatened tobemade a p a i ^ to, or testifies in, any 
threatened, pending or con4)leted action, suit ox proceeding, whether civil, 
criniinal, acbninislzativc or investigative in nature, by reason ofthe &ct 
that such person is or was a director, officer, employee or agent of Uie 
Corporarion, or is or was serving at the request ofthe Corporation as a 
director, officer. cii]Q;Nloyee or agent of another corporation, partnership, 
joint venture, employee benefit plan, trust or other enterprise, against 
expenses ( inc lud^ attorneys* fees), judgments, fines end amounts paid In 
settlement actually and reasonably incurred by such person in connection 
widii such action, suit or proceeding to the fiiU extent pennitted by law. 
and tbe Corporation may adopt By-law$ or enter into agreements with any 
such person fbr the purpose of providing fbr such itidemnification. 

(c) To the extent that a director or ofi&cer ofthe Corporation 
has been successful on the merits or oUierwlae in defense of any action. 
suit or proceeding referred to in paragraph (b) of this Article, or in defense 
of any claim, issue or matter therein, such person shall be indemnified 
against expenses (Includhig ettomeys' fees) actually and reasonably 
incurred by sueh person in connection Uierewith. 

(d) Expenses incurred by an of&ccr, director, employee or 
agent in defending or testi^ng in a civil, cdminal, administrative or 
investigative action, suit or proceeding xsmy be paid by the Corporatioa in 
advance ofthe final disposition of such action, suit or proceeding upon 
receipt of an undertaking by or On behalf of such director or officer to 
repay such amount if h shall ultimately be determined Uiat such director or 
o^ce r is not entided to be indemnified by the Corpoxation against such 
expenses as authorized by this Article, and the CorporaUon may adopt 
By-laws or enter into agreements with such persons for the purpose of 
providing for such advances. 

(e) The indamnification pemutted by thi^ Article shall not be 
deemed exclusive of any other rights to wUch any person may be entiUed 
under any agreement, vote of stockholders or disinterested directors or 
oUierwise. both as to action in such person's official capacity and as to 
acUon in another capacity while holding an ofRce. and shall contintie as to 
a person who has ceased to be a director, officer, employee or agent and 
shall tnure to the benefit of Uie heirs, executors and administrators of such 
person. 

(f) The Corporation shall have power to purchase and maintain 
insurance on behalf of any person who is or was a director, officer, 
employee or agent ofthe Corporation, or is or was serving at the request 
of the CoiporaUon as a director, officer, employee or agent of another 
corporation, partnership, joint venture, employee benefit plan trust OT other 

MV3:\t43t6ffi04-43XS(MI-I>OCV]]t»fi.«W 
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enterprise against any liability asserted against such person and incurred 
by sibch person in any such capad^^ or arising out of such person's status 
as such, \vheifaer or not the Corporation would have the power to 
indemnify such person against such liability under the provisions of this 
Article or otherwise. 

wv3rt»«ftiw*vja3fiwij>oo»*i«.ft)w 
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CERTinCATE OF AMENDMSTT 
OF 

CERTIFICATE OF INCORPORATION 
OF 

Infinity Outdoor, Inc. 

I l is heret3y certiTped tha:: 

1. The name of tne corporatjon (hereinafter called the "corporation'^ is Infinity 
Outidoor, Inc, 

2. The certificate of incorporation of the corporation is hereby amended by striking 
Out Article therieof number^ " i . " And t)y subsotuting m lieu of said Artide 1., the followtng new 
ArQde 1.: 

n . The name of che corporation ts: VUCOM OUTDOOR I N C 

3. The amendment of the ceroficate of incorporaDon herein certifted has been duly 
aaopteo m accordance with cne previsions of Section 242 of the General Corporation Law of the 
Slate of Delaware. 

Daced: August :H^ 2001 

W. STACK 
ASSISTANT SECRETARY 

**^2'*^*J STATE < m i n m A R E 
SECRETARY OF STATE 

DIVISION OF CORPORATIONS 
FILED 09:00 AM 08/28/2001 

010425533 - 2337422 



STATE OF DELAWARE 
SECRETARY OF STATE 

DIVISION OF CORPORATIONS 
FILED 09:00 AM 02/23 /2000 

001091421 - 2337422 

CERTIHCATE OF AMENDMENT OF CERTIFICATE OF INCORPORATION 

O F -

OUTDOOR SYSTEMS. INC. 

It is hereby certified tiiai: 

1. The name of die corporation (hereinatter called die "corporadon") is Outdoor 
Systems, Inc. 

2. The certificate of incoiporation of die corporation is hereby amended by 
striking out Article First thereof and by substituting in lieu of said Article die following new 
Article: 

"The name of die corporation (hereinafter called the "cotporation") is 
Infinity Outdoor, Inc." 

3. The amendment of die certificate of incorporation herein certified has been duly 
adopted and written consent has been given in accordance with dus provisions of Sections 228 and 
242 of the General Corporation Law of die State of Delaware. 

Signed on February 11, 2000 

Clare McMoiro w-Cattro. Asiisoa Secretary 

D8BC D-:CER7TnCATS0P AMENDMEW-AJTERfAYMEWrOl̂ a-l {IIOJ 









Executive Summary 

Viacom Outdoor is uniquely qualified to manage the Port Authority's Out-of-

Home Advertising program for PATH, the Port Authority Bus Terminal and 

George Washington Bridge Bus Station and significant outdoor advertising assets 

at the Port Authority's airports, bridges and tunnels. 

Viacom Outdoor has a broad scope and diversity of out-of-home media 

opportunities in the New Yorl</New Jersey area. On the national side, no 

company can match our 58 Market US presence and 400 sales and marketing 

executives nationwide. This translates into increased sales, thereby generating 

maximum revenues for the Port Authority. 

As the premier provider of transit advertising services, Viacom Outdoor is proud 

to represent many of the worlds largest and most complex transportation 

organizations including the Port Authority, New York Metropolitan Transportation 

Authority, the London Underground, the Chicago Transit Authority, Toronto 

Transit and San Francisco's MUNI. As a subsidiary of Viacom Inc., Viacom 

Outdoor has the financial wherewithal to meet all contractual obligations that 

might result from the Port Authority's RFP. We are proud of our record of 

meeting or exceeding all of our contractual obligations. 

Viacom Outdoor is headquartered in New York City and has a significant 

presence in New Jersey where, in addition to our local and regional sales and 

marketing office, we maintain the Company's North American Shared Services 

Group that includes our General Accounting, Billing, Accounts Receivable, 

Accounts Payable and Human Resources functions. Viacom Outdoor employs 469 

people in New York and New Jersey. 



Viacom Outdoor is also the area's largest provider of out-of-home advertising 

services generating more than $200 million in advertising revenue. Our existing 

relationship with the Port Authority for PATH and the Bus Terminal along with 

our dominant position in transit advertising with MTA NYC Transit (Bus and 

Subway), MTA Metro-North Railroad, MTA Long Island Rail Road and our large 

presence in traditional outdoor solidifies our role as the leader in out-of-home 

advertising in the New York/New Jersey area. No out-of-home media buy is 

made in this market that we are not a part of. The Port Authority can be 

assured of maximum revenues beginning on day one. The strong local presence 

combined with our national reach has allowed Viacom Outdoor to develop 

strong, long-term relationships with national, regional and local advertisers that 

will enable us to immediately generate revenue from all ofthe various pieces 

outlined in our proposal. 

Our proposal provides ways to expand on the existing opportunities in PATH and 

at the Bus Terminals through an aggressive approach to new media 

technologies. Our alliances with some ofthe top technology companies can 

provide new and exciting opportunities for advertisers. Our extensive outdoor 

experience and capabilities translate into new media opportunities at the airports 

and the Port Authority's bridges and tunnels. Our focus and dedication is to 

maximize the advertising revenue potential from the Port Authority's assets. 

In summary, Viacom Outdoor has the experience, dedication, capability and the 

financial strength necessary to maximize the Port Authority's advertising 

revenue. Only Viacom Outdoor can truly accomplish the Port Authority's goal of 

providing the broadest possible range of advertising to generate maximum 

revenue for the Port Authority. 
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9. ATTACHMENTS 

ATTACHMENT A - AGREEMENT ON TERMS OF DISCUSSION 

The Port Authority's receipt or discussion of any infomiation (including infomiation 
contained in any proposal, Proposers qualification, ideas, models, drawings, or other 
materia] communicated or exhiliited by us or on our bdialf) is not to impose any 
obligations whatsoever on the Port Au&ority or entitle tis to any compensati<m therefor 
(except to the extent specificaUy provided in such written agreement, if any, as may be 
entered into between the Port Authority and us). Any such information given to Ae Port 
Authority before, with or after this letter, either orally or in writing, is not given in 
confidence. Such infonnation may be used, or disclosed to others, for any purpose at any 
time without obligation or compensation and without liability of any Idnd 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 llie foregoing qiplies to any information, 
whether or not given at the invitation ofthe Port Authority. 

NotwitkstandiHg the above, and wtihout assuming any tegai obl^aiion, the Port 
I AiithcrUy wttt employ reasonabie ^orts, atibjeet to the provisions of the Port 

3 Authority's Freedom of Information Resolution adopted hy Us Committee on 
Operations on April 11, 1996, not to disclose to any competitor of the unders^^ed, 

^ information submitted which are trade secrets or is maintained far the regulation or 
supervision of eommerdai enterprise which, (f disclosed, would cause substantial 
injury to the competAive postiion ofthe 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 ofaproposaL 

Group I n c . 

(SlinatDre) 

pj>^c=H^onf- n i g p l a v s D i v i s i o n 
(Title) 

,TnnA 8 . 2005 
(Date) 
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Viacom Outdoor: Business Summary 

Viacom Outdoor sells advertising space on various media. Including billboards, 

transit shelters, buses, rail systems (in-car, station platform and terminal), mall 

kiosks and stadium signage. It has outdoor advertising operations in more than 

90 markets in North America, including all 50 ofthe largest metropolitan markets 

in the U.S., 14 ofthe 15 largest metropolitan markets in Canada and all ofthe 45 

] ^ ^ ^ u • — ^ r - s 2 s s = « i a i i ^ l largest metropolitan 

g i U ! M i ^ ^ ^ ^ V = S S n i a E a 4 2 f l ^ l B B B £ B ^ S I niarkets in Mexico. 

^^^^ Additionally, Viacom 

L O U S ! ' i f l K H B B B H ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ H Outdoor has 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, has the exclusive rights to public transit advertising in the 

Republic of Ireland and parts of Northern Ireland, and has a variety of outdoor 

advertising displays in the Netherlands, France, Italy, Spain, Finland and Puerto 

Rico. The Company offers a diverse portfolio of media opportunities in its markets 

and provides the opportunity to develop targeted outdoor advertising programs 

for multinational, national, regional and local advertisers. 

The substantial majority of 

Viacom Outdoor's revenues 

are generated from the sale 

of local, regional and national 

advertising. Advertising rates 

are based on supply and 

demand for the particular 

locations, which are 

VIACOM 
OUTDOOR 



influenced by a particular display's exposure, or number of "impressions" delivered 

in relation to the demographics of the particular market for measuring these 

impressions. The outdoor 

advertising business is characterized 

as out-of home because virtually all 

viewing of outdoor advertising takes 

place in automobiles, transit 

systems, on the street and other 

locations outside the consumer's 

home. The major categories of out-

of-home advertisers include: automotive, retail, healthcare, telecommunications, 

fast food, beverage, media, entertainment and services. 

Viacom Outdoor generally 

operates in the billboard, 

transit and street furniture 

advertising markets. Transit 

advertising contracts are 

negotiated with public transit 

authorities and private transit 

operators. Street furniture 

displays, the most common of 

which are bus shelters, reach both vehicular and pedestrians audiences. Bus 

shelters are usually constructed, installed and maintained by Viacom Outdoor. 

Billboards consist of various sized panel or faces on which advertising copy is 

displayed. Viacom Outdoor primarily operates two types of billboards advertising 

displays, commonly referred to as "bulletins" and "poster." 

Transit advertising includes advertising on or in transit systems, including the 

interiors and exteriors of buses, trains, trams and advertising at rail stations. 

VIACOM 
OUTDOOR 



Viacom Outdoor's business strategy involves expanding its presence in major 

selected markets to compete with all advertising media, including radio, television, 

newspaper, direct mail, cable, yellow pages and the Internet. In addition to 

acquiring outdoor advertising assets in new markets, the Company purchases 

outdoor advertising assets within its existing markets or in contiguous markets. 

Viacom Outdoor recently acquired new properties and entered into new markets 

and ventures, including the acquisition of an outdoor advertising company 

operating in Puerto Rico and expanded its business in New York and New Jersey 

with the acquisition of Next Media's local assets. The Company also acquired two 

new Street Furniture ventures in California and Vancouver, British Columbia. 

VIACOM 
OUTDOOR 



Viacom Outdoor: The Out-of-Home Media Experts 

Viacom Outdoor is a diverse, full service; international out-of-home media 

company headquartered at 405 Lexington Avenue in New York City and is a wholly 

owned subsidiary of Viacom Inc. Viacom is one of the world's largest media 

conglomerates with such 

well known brands as 

CBS Television, Infinity 

Broadcasting, 

Nickelodeon, MTV and 

Paramount Pictures. 

Viacom Outdoor sells 

and services more out-

of-home advertising than any other company in North America. We have been 

providing transit advertising services to many of the world's largest and most 

complex transportation companies including The Port Authority of NY & NJ, New 

York City Transit, the London Underground, Toronto Transit Commission, 

Washington's Metro Bus and Metro Rail, the Chicago Transit Authority and San 

Francisco's MUNI for more than sixty-five years. 

With more than 1,600 U.S. employees 

located in 58 markets nationwide, Viacom 

Outdoor is the country's premier transit and 

outdoor advertising organization. Our 

transit media presence In the U.S. is 

unparalleled, encompassing 85 bus systems 

with nearly 50,000 buses and 9 commuter 

and light rail franchises. We are also North 

America's largest provider of Street 

Furniture advertising with street furniture 

" • and.bus shelter advertising.programs in 17 

VIACOM 
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markets and our traditional outdoor advertising effort encompasses more than 

100,000 billboards and poster panels throughout the United States. Viacom 

Outdoor, through its Sports Marketing Group is one of the largest suppliers of 

media and media opportunities at sporting venues in the US. Viacom's Sports 

Marketing Group has developed, installed and maintains state-of-the-art electronic 

advertising displays 

including large format, 

high definition LED 

displays seen at various 

arenas and stadiums 

nationally. 

Because of its focus on 

innovation, consistency 

and ever improving sales 

performance, Viacom Outdoor has clearly established out-of-home advertising as 

main-stream media. Our dominant position in the industry has enabled us to 

introduce a wide array of new advertising categories to out-of-home and has 

brought advertisers who have not traditionally used out-of-home advertising such 

as Wisk Detergent, Wise Potato Chips and Home Depot onto billboards, the sides 

of buses and rail station platforms around the country. 

With 400 sales and marketing executives located at 58 offices nationwide, Viacom 

Outdoor has the unique ability to reach out to and establish relationships with 

virtually 100% of U.S. advertisers. No major out-of-home media buy is made in 

the U.S. that Viacom Outdoor isn't part of. This extensive coverage and aggressive 

approach to sales translates into maximum revenues for our transit and municipal 

senior partners. 

VIACOM 
OUTDOOR 



Organized for Performance 

In May of 2004, Viacom Outdoor undenA/ent 

a reorganization designed to improve the 

focus on its core advertising products. This 

reorganization essentially separated the 

Company into two distinct operating 

Divisions, Displays and Traditional Outdoor. 

The Displays Division manages all 

aspects ofthe Company's transit 

advertising efforts and other non-

traditional out-of-home products such as 

street furniture and our Mall Advertising 

business. The Traditional Outdoor 

Division is exclusively focused on the 

development, sales and management of our more traditional outdoor bulletin and 

poster products. This division also encompasses our Landlease Division which 

develops and manages railroad rights-of-way for outdoor signage. We currently 

manage 12,500 individual bulletin faces for such transportation companies as 

Amtrak, CSX, BNSF, Kansas City Southern and Norfolk Southern Corporation. 

This reorganization, referred to in several other 

sections of our proposal, includes the 

establishment of Senior Management and 

Regional Teams for each Division and is designed 

to improve the organization's focus on the 

Company's core out-of-home and outdoor products. 

On the following pages we have provided a brief description ofthe Senior 

Management Team and its members. 

VIACOM 
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Viacom Outdoor in New York & New Jersev 

Viacom Outdoor is headquartered in 

New York City and maintains well 

established sales, marketing and 

corporate offices at 405 Lexington 

Avenue in New York City and at 185 

US Highway 46 in Fairfield, New 

Jersey. Our sales, marketing and 

operations office in Fairfield New 

Jersey also houses our North 

American Shared Services Group which includes our Controller's Office, Billing, 

Accounts Receivable and Accounts Payable functions. Viacom Outdoor's combined 

New York/New Jersey workforce includes 469 dedicated employees. 

Viacom Outdoor's New York 

and New Jersey out-of-home 

media properties accounted for 

2004 revenue of more than 

$200 million. We currently 

provide out-of-home advertising 

services to the Port Authority of 

NY & NJ through our 

Agreements for the interior and exterior advertising at the Port Authority Bus 

Terminal, interior advertising at the George Washington Bridge Bus Station and 

through our transit advertising Agreement with PATH. We also provide transit 

advertising services to MTA New York City Transit for its buses and subways and 

to MTA Long Island Rail Road and MTA Metro-North Commuter Railroad. In 

addition, we provide outdoor advertising services to these MTA agencies either 

directly through our agreement with NYCT for the sale and management of its 

billboards located on NYC Subway elevated structures or though "landlease" 

YIACOM 
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services to the commuter railroads. Viacom Outdoor also dominates the New York 

and New Jersey outdoor advertising business by maintaining more than 5,000 

traditional billboard locations in the market. No other company sells and 

services more outdoor, transit and out-of-home advertising in New York 

and New Jersey than Viacom Outdoor. 

YIACOM 
OUTDOOR 



Viacom Outdoor: Working on the Railroad 

Viacom Outdoor has enjoyed a long and very successful history providing 

advertising services to the vast majority of North American commuter rail and light 

rail systems. We also manage rail systems in the United Kingdom, including the 

London Underground, and in Ireland, the Netherlands and Italy. 

Viacom Outdoor currently ^' 

provides rail system advertising 

services in North America to the 

Long Island Rail Road, Metro-

North Commuter Railroad, MTA 

New York City Transit Subways, 

PATH, the Chicago Transit 

Authority, Toronto Transit, 

WMATA's Metro-Rail, MARTA Rail in Atlanta, Miami-Dade Transit's Rail, and BART 

and MUNI in San Francisco as well as CalTrain, Cleveland's RTA and the MTC in 

Minneapolis. No other out-of-home media company has the depth of Viacom 

Outdoor's experience or the ability tp create nation-wide packages of rail 

advertising for the larger national advertisers. 

Viacom Outdoor's wide 

variety of rail properties 

offers advertisers unique and 

effective media forms with 

which to market their 

products. Our innovative 

approach to rail advertising, 

from wrapped trains to 

station domination, helps our clients take advantage of new and unique 

opportunities to get their message out. 

VIACOM 
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Information Technoioov: Reporting and Inventorv Control 

Viacom Outdoor maintains state-of-the-art billing, inventory control and 

management information systems. In support of these systems, Viacom Outdoor 

maintains a fully staffed FT organization under the direction of our Vice President 

Information Systems, Chris Eidt, a twenty-year IT professional. 

Our systems are specifically designed to allow for ad hoc queries and file extracts 

based on individual user requests and requirements. Viacom's billing system is 

designed to maximize revenue control and the efficiency with which we invoice 

our advertising clients. Incorporated into the billing systems are sophisticated 

accounts receivable and allocations functions that interface easily with our Oracle 

General Ledger and Accounts Payable system. The inventory control system 

maintains a thorough database of all Viacom Outdoor display devices and provides 

real time information relative to current and historic client posting, space 

availability and work order processing. This system enables us to maintain site-

specific information about each individual location including all pertinent advertiser 

posting and maintenance data. 

Viacom Outdoor's inventory control and billing systems are designed to interface 

easily enabling us to model our performance on the basis of occupancy and rate 

realization. The resulting yield curves assist us in making pricing and allocation 

decisions designed to maximize revenue. Viacom Outdoor's inventory control 

systems also assist us in our efforts to efficiently and effectively manage our 

maintenance efforts. Through routing and crew assignment, we are able to 

understand the efficiency with which our cleaning and maintenance crews perform 

the daily tasks. 

All Viacom Outdoor systems are designed to maximize the business controls 

required of publicly held companies under Sarbanes-Oxley. 

VIACOM 
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Operational Excellence 

Viacom Outdoor maintains the highest standards for quality and maintenance in 

the out-of-home advertising industry. Testament to our ability to "service what we 

sell" is the high level of credibility we maintain with our advertisers and their 

agencies. 

The Company currently provides transit advertising services to vast majority of 

bus, rail and subway systems nationwide including the New York City subway 

system, more than 5000 buses in New York City, the CTA in Chicago and San 

Francisco's Municipal Railway. Our experience has provided us with valuable 

insight in creating an operations environment where efficiency and effectiveness 

go hand in hand. 

Because of our vast array of transit advertising programs, ViacomOutdoor has 

continuously worked with the printing industry and various vinyl and adhesive 

manufacturers to refine the quality and reliability of transit graphics. 

Consequently, Viacom Outdoor's production specifications have become the 

industry standard. 

VIACOM 
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PBE Participation 

Viacom Outdoor is committed to the participation of Disadvantaged Business 

Enterprises. Many of our contracts with transit authorities and municipalities 

around the Country set participation goals and objectives and we have always 

made every effort to achieve those goals. Over the years, it has been the policy 

and the practice of Viacom Outdoor to use and to encourage the use of MBE/WBE 

firms in all practical aspects of our business. On a national level, Viacom Outdoor 

spends nearly $10 million annually with DBE firms in various areas including 

operations, printing, office supplies and services and display device 

manufacturing. 

It is Viacom Outdoor's intent to utilize the services of various DBE firms in the 

manufacture and installation of the advertising display devices contemplated in 

our proposal. 

A partial listing of the DBE firms we currently utilize includes: 

3. Perez Associates 
Santa Fe Springs, CA 

Bardel, Inc. 
Oakland, CA 

J & F Manufacturing 
Jamaica, NY 

Russell Cress Company 
Rockland, NY 

VIACOM 
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other Bridges 

• 24 Traditional Billboard Faces on 12 structures 

We estimate that upon completion of the build-out of the units identified above 
that annual revenue could total as much as $21 million. Viacom Outdoor would 
propose to offer the Port Authority 60% of the revenue generated by all forms of 
advertising actually installed. 

In view of the very significant capital costs associated with this project, Viacom 
Outdoor proposes a 20 year contract term. Viacom Outdoor would amortize the 
capital costs over the 20 year period and at the expiration of the agreement, 
ownership of the structures would vest to the Port Authority. 

YIACOM 
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LaGuardia AIRPORT 

• 23 Traditional Billboard Faces on 18 
Structures 

• 1 LED Spectacular Display 
• 75 Back-Lit Advertising Kiosks (Shelter size 

ads)) - in and along pedestrian walkways 
and parking lots 

• 2 Special Banners - on existing vehicular 
overpasses 

• 10 Wrapped Port Authority Buses 

Newark Liberty AIRPORT 

• 13 Traditional Billboard Faces on 7 Structures 
• 1 LED Spectacular Displays 
• 50 Back-Lit Advertising Kiosks (Shelter size 

ads)) - in and along pedestrian walkways 
and parking lots 

• 4 Back-Lit Poster Panels 
• 10 Wrapped Port Authority Buses 

Newark AIR TRAIN 

• 20 Wrapped Air Train Cars 

George Washington Bridge 

• 6 Traditional Billboard Faces on 3 Structures 
• 20 Back-Lit Advertising Kiosks at Toll Booths (Shelter size ads) 
• Toll Booth Banner Display (Configuration to be determined) 

Lincoln Tunnel 

• 16 Traditional Billboard Faces on 10 Structures 
• 20 Back-Lit Advertising Kiosks at Toll Booths (Shelter size ads) 
• Toll Booth Banner Display (Configuration to be determined) 

Holland Tunnel 

• 10 Traditional Billboard Faces on 6 structures 
• 20 Back-Lit Advertising Kiosks at Toll Booths (Shelter size ads) 
• Toll Booth Banner Display (Configuration to be determined) 

YIACOM 
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Outdoor Advertising 

Viacom Outdoor is one ofthe country's leading outdoor advertising companies 
managing more than 100,000 traditional outdoor displays nationwide. As such, we 
are well qualified to undertake a significant building program intended to capitalize 
on the Port Authority's vast and highly visible properties. A significant building 
program is clearly subject to Viacom's ability to obtain the proper clearances and 
permits that might be required. Accordingly, our proposal simply outlines the 
potential for outdoor advertising as a revenue source for the Port Authority. We 
are prepared to make an initial capital investment of approximately $20 million to 
design and erect the required structures. 

A recap of the potential opportunities is outlined below: 

JFK AIRPORT 

19 Traditional Billboard Faces on 11 
Structures 
4 LED Spectacular Displays 
100 Back-Lit Advertising Kiosks (Shelter 
size ads) - in and along pedestrian 
walkways and parking lots 
20 Wrapped Port Authority Buses 

JFK AIR TRAIN 

8 Trestle Banners to be installed on the 
Air Train Structures 
40 Back-lit Spectaculars to be installed on 
the Air Train Structure Columns along the 
Van Wyck Expressway 
16 Wrapped Air Train Cars 

VIACOM 
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Port Authoritv Bus Terminal - Interior 

Once again, we are proposing a ten year initial term and two five-year options 
with each option period to be mutually agreed upon: 

Contract Year 

1 
2 
3 
4 
5 
6 
7 
8 
9 
10 

Option 1 
Option 2 
, Option 3 
Option 4 
Option 5 
Option 6 
Option 7 
Option 8 
Option 9 

Option 10 

Minimum Annual 
Guarantee 
$200,000 
$200,000 
$200,000 
$200,000 
$200,000 
$225,000 
$225,000 
$225,000 
$225,000 
$225,000 
$225,000 
$225,000 
$225,000 
$225,000 
$225,000 
$225,000 
$225,000 
$225,000 
$225,000 
$225,000 

Vs 
Vs 
Vs 
Vs 
Vs 
Vs 
Vs 
Vs 
Vs 
Vs 
Vs 
Vs 
Vs 
Vs 
Vs 
Vs 
Vs 
Vs 
Vs 
Vs 

Percentage of Net Revenue 

60% 
60% 
60% 
60% 
60% 
60% 
60% 
60% 
60% 
60% 
60% 
60% 
60% 
60% 
60% 
60% 
60% 
60% 
60% 
60% 
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Proposal 

Viacom Outdoor is well qualified to manage the Port Authority's Transit and 
Outdoor advertising opportunities. As the incumbent and long term contractor for 
both PATH and the Bus Terminal, Viacom Outdoor Is well qualified to continue its 
efforts on behalf of the Port Authority of New York and New Jersey. No other 
company sells more transit advertising than Viacom Outdoor. 

Outlined below is our financial proposal for the continuation of our agreements for 
PATH and the interior advertising at the Bus Terminal. Our contract for the 
Exterior of the Port Authority Bus Terminal does not expire until June 2016. 

PATH 

Our PATH Proposal calls for a 10 year agreement with two five-year options. Each 
option period to be mutually agreed to: 

Contract Year 

1 
2 
3 
4 
5 
6 
7 
8 
9 
10 

Option 1 
Option 2 
Option 3 
Option 4 
Option 5 
Option 6 
Option 7 
Option 8 
Option 9 
Option 10 

Minimum Annual 
Guarantee 
$1,500,000 
$1,500,000 
$1,500,000 
$1,500,000 
$1,500,000 
$1,800,000 
$1,800,000 
$1,800,000 
$1,800,000 
$1,800,000 
$2,000,000 
$2,000,000 
$2,000,000 
$2,000,000 
$2,000,000 
$2,200,000 
$2,200,000 
$2,200,000 
$2,200,000 
$2,200,000 

Vs 
Vs 
Vs 
Vs 
Vs 
Vs 
Vs 
Vs 
Vs 
Vs 
Vs 
Vs 
Vs 
Vs 
Vs 
Vs 
Vs 
Vs 
Vs 
Vs 

Percentage of Net Revenue 

• 60% 
60% 
60% 
60% 
60% 
60% 

. 60% 
60% 
60% 
60% 
60% 
60% 
60% 
60% 
60% 
60% 
60% 
60% 
60% 
60% 
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Phoenix, AZ 3150 So. 48* Street 
Phoenix, AZ 85040 

Phone: (602) 246-9569 
Fax: (480) 829-9367 

San Francisco, CA 2409 17* Street Phone: (415) 882-4949 
San Francisco, CA 94110 Fax:(415)882-7909 

Seattle, WA 1601 Fifth Avenue 
Seattle, WA 98101 

Phone:(206)467-1100 
Fax: (206) 467-0331 

Toronto, ON 377 Horner Avenue 
Toronto, ON M8W 1Z6 

Phone: (416) 255-1392 
Fax: (416) 255-2063 

Washington, DC 1625 K Street, NW 
Washington, DC 20006 

Phone: (202)775-9115 
Fax: (202) 872-9264 

YIACOM 
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Representative Listing of Viacom Outdoor Offices 

Headquarters 

Atlanta, GA 

405 Lexington Avenue Phone: (212) 297-6400 
New York, NY 10174 Fax: (212) 297-6555 

3745 Atlanta Industrial Dr. Phone: (404) 699-1499 
Atlanta, GA 30331 Fax: (404) 699-1934 

Berkeley, CA 1695 Eastshore Hw/y. Phone: (510) 527-3350 
Berkeley, CA 94701 Fax: (510) 527-3350 

Boston, MA 50 Braintree Office Park Phone: (617) 494-0506 
Braintree, MA 02184 Fax: (617) 225-0117 

Chicago, IL 444 N. Michigan Ave. Phone: (312) 396-5700 
Chicago, IL 60611 Fax: (312) 527-9019 

Dallas, TX 11233 N. Stemmons Fwy. Phone: (972) 243-1100 
Dallas, TX 75229 Fax: (972) 243-3906 

Detroit, MI 88 Custer Avenue 
Detroit, MI 48202 

Phone:(313)872-6030 
Fax: (313) 872-8066 

Los Angeles, CA 1731 Workman St. Phone: (323) 222-7171 
Los Angeles, CA 90031 Fax: (323) 225-0247 

Minneapolis, MN 4300 Baker Road 
Minnetonka, MN 55435 

Phone: (952) 920-1657 
Fax: (952) 920-6298 

New Jersey 185 US Highway 46 
Fairfield, NJ 07004 

Phone: (973) 575-6900 
Fax: (973) 808-8316 

Philadelphia, PA 12285 McNulty Rd. 
Philadelphia, PA 19154 

Phone: (215) 671-8411 
Fax: (215) 671-8438 
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12. ACCOMPLISH ALL TASKS WITHIN SEVEN DAYS- k\\ inquires, 

assigned tasks, etc. must be attended to within (at most) seven days. 

13. STAY HUMBLE- Be humble on the outside, cocky on the inside. 

14. TALK UP VIACOM OUTDOOR - Talk up the company every chance you 

get. 

15. HAVE FUN- It doesn't get any better than this. When you enjoy what you 

do and have passion for your job, your enthusiasm becomes infectious! 

\ • _ . 

fUes v^hen you have tv. timetueswiic j> 
,,eeamHavserv'ceatevervseat \elBlue 

-jetblue.com • U L 
C2S3* 

^ « a . -

ietBlue 

YIACOM 
OUTDOOR 

file:///elBlue
http://-jetblue.com


The Viacom Outdoor Formula for Success 

The principles outlined below have become part of the Viacom Outdoor Creed. 

These simple techniques have proven their effectiveness in improving sales 

performance. 

1. FIVE SALES CALLS A DA Y- Make five face-to-face sales calls every day 

and schedule five more for tomorrow. Multiple sales calls breed success. 

2. BE THE FIRST I N THE DOOR- It's all about enthusiasm and being at 

the right place at the right time. 

3. ALL THE MONEY- Use your negotiating skills to rationalize and 

substantiate the reasons why you should get an advertiser's entire budget. 

4. USE VISUALS- Our medium is visual, sell it that way. 

5. "NO PROBLEM!"- Gain the client's confidence and be sure to be 

responsive to his or her needs. Let them know you are pleased to be at 

their service. 

6. FOLLOW-UP LETTERS- Follow up each and every call with a note 

thanking the client for their time and include a call to action. 

7. ALWAYS ASK FOR THE ORDER- Don't be afraid to close the business 

when the time comes. 

8. SELL DONT BE BOUGHT- Add value, don't just sell signs - bring new 

ideas to your clients. 

9. YOUR BEST PROSPECTS ARE YOUR CURRENT CLIENTS - They have 

already purchased, they have confidence in the media and confidence in 

you! 

10. THE 24 HOUR RULE- It is crucial to return your client's and co-workers' 

calls within 24 hours. Maintain effective and efficient communications with 

your customers and within the company. 

11. THINK OUTSIDE THE BOX- Be creative in your approach. 

VIACOM 
OUTDOOR . 



Viacom Outdoor's national, regional and local sales efforts are supported by our 

State-of-the-art Marketing Department through sales collateral materials targeted 

specifically to the appropriate level media buyers and through the application of 

our extensive media and demographic research capabilities. Viacom Outdoor 

continually promotes itself and the awareness of its out-of-home media products 

through an on-going self promotion campaign created to impact potential 

advertisers at both the client and agency levels. This campaign includes 

advertising in national trade publications such as Ad Age and Adweek, in category 

trade publications like Billboard, Variety and Sportswear International and in local 

Chambers of Commerce publications and charity ad journals. 

By creating increased sales pressure from both our local and national sales efforts, 

we are able to increase demand for the media, thereby increasing occupancy and 

consequently increasing rates. Our goal is to generate occupancy levels of 

approximately 80% on traditional media. 

We will continue to expand our 

successful Station Domination 

program on PATH and in the 

Bus Terminal enabling 

advertisers to "own" particular 

venues where their message 

can be presented without 

competition. We would also 

propose adding wrapped train 

advertising to PATH. This concept has worked well with many other transportation 

organizations including Chicago Transit Authority, WMATA, MARTA and CalTrain to 

name a few. 

YIACOM 
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Marketing and Sales Strategv 

Occupancy and rate are directly impacted by demand and one clearly impacts the 

other. Our goal is to maximize both. In order to achieve our goals, we must push 

demand on two fronts; locally and nationally. 

Over the last year, Viacom Outdoor 

has taken actions designed to 

improve our focus and revenues. 

We have divided the organization 

into two distinct operating 

divisions. Displays and Traditional 

Outdoor, with the Displays Division 

made up primarily of transit 

advertising. This change in the organization allowed the Displays Division to 

increase the focus on transit resulting in second half 2004 growrt:h of 12% versus 

the first half in 2004 and this momentum continues into 2005. Similar results were 

realized in the Traditional Outdoor Division 

Viacom Outdoor's two Divisions 

each have established local 

teams of sales executives 

nationwide that are exclusively 

charged with the responsibility of 

selling the particular Division's 

products. These teams are led by 

Sales Managers who are all veteran out-of-home advertising executives and 

specialists in their particular media forms. 

VIACOM 
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We are continuing to experiment with other technologies such as infrared tagging 

of advertising displays and blue tooth technologies which present advertisers with 

an opportunity to provide an intimate connection to their audience through cellular 

telephones, personal computing devices, smart cards, etc. We are committed to 

continuing to explore the 

potential of these products and 

when appropriate will make the 

investment necessary to 

introduce them to out-of-home 

venues nationwide. 

Regardless of the opportunities represented by emerging technologies, we are 

prepared to make a capital investment of more than $20 million to expand and 

improve the advertising device inventory at various Port Authority properties. The 

details of our plan are outlined in our proposal. 

YIACOM 
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We are also working with a number of organizations to develop new technologies 

for out-of-home advert:ising including Sony Electronics, Kameleon, Novus and 

Convergent Media. 

The Company already provides large format 

LED display technology through our Sports 

Marketing Division and manages sales for the 

NASDAQ LED Tower in New York's Times 

Square. The majority of our efforts relative to 

transit have to do with LCD or Plasma screen 

content driven electronic media on the 

interior of commuter and light rail vehicles 

but we have also worked with station 

platform and high impact video displays at 

terminals. As a subsidiary of Viacom, we 

have no shortage of content providers. 

Viacom Outdoor is leading the way in innovative outdoor adveri:ising display 

design. The structures depicted here, located at the Oakland Coliseum, are 

examples of Viacom Outdoor's new approach to outdoor media design. 

VIACOM 
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Domination concept, just like wrapped buses had several years eariier, allowed for 

the expansion ofthe existing advertising devices located in the terminal and 

enabled a single advertiser to 

create a venue where it could 

present its products in a unique 

environment. Station 

Domination has grown 

significantly since that time and 

many of the venues included in 

the Port Authority's RFP lend 

themselves to the same type of 

expansion of traditional out-of-home media opportunities just as Station 

Domination did. Whether it be Wrapped trains (both the inside and outside) on 

PATH, turning the AirTrains into a moving billboards by wrapping the vehicles, or 

simply wrapping the Port: Authority's buses at the three airports or utilizing the 

AirTrains' structures as advertiising venues, all provide new opportunities for new 

and enhanced revenue. Sometimes the new opport:unity is as simple as putting 

advertising into unexpected places. 

Over the past several 

years, Viacom Outdoor 

has entered into strategic 

alliances with a variety of 

new media providers 

including Side Track for 

Tunnel Advertising on San 

Francisco's BART and 

Submedia on the 

development of a 

pedestrian display, and Fouriih Wall an in-car and on-platform video provider we 

are working with in Toronto. 

VIACOM 
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Creative, Innovative, Expansive 

With more than six decades of 

experience managing out-of-

home advert:ising in the United 

States, Viacom Outdoor has 

always been on the cutting 

edge with regard to the design 

and installation ofthe various 

nr 

• % . \ 

GO.THERE'S NOTHING STOPPING YOU. 
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^^-M.mj^m 
out-of-home advertising displays. Experience tells us that in order to sustain a 

national sales effort it is essential that we maintain and utilize the existing formats 

but, this doesn't mean we stop there. 

We are constantly reviewing new 

advert:ising opportunities that will 

provide our customers with a more 

innovative approach to out-of-home 

advertiising. Viacom Outdoor makes 

every effort: to assist our clients in 

finding the best and newest media 

forms with which to present their products. 

It might be as simple as 

modifying existing media forms 

to add interest or a whole new 

concept but at the end of the 

day, helping our clients realize 

their creative efforts for 

maximum impact is what we 

strive to do, Viacom Outdoor first introduced the concept of "Station Domination" 

several years ago at PATKs World Trade Center Terminal. The Station • 
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References 

No other out-of-home media company has more experience or a better track 

record than Viacom Outdoor. Our experience and success in maximizing non-. 

farebox revenues for our public agency partners are just two of the many reasons 

why transit systems and transportation companies such as those listed below have 

selected Viacom Outdoor. 

Metropolitan Transportation Authority 
347 Madison Avenue 
NewYork, NY 10017 

System-wide Advertising Services 
Mr. Roco Krsulic 
Director, Real Estate 
(212) 878-7380 rkrsulic@mtahq.orQ 

Chicago Transit Authority 
567 Westiake Street, 5^ Floor 
Chicago, IL 60661-1498 

System-wide Advertising Services 
Ms. Noelle Gaffney 
VP, Communications & Marketing 
(312) 681-2810 

Toronto Transit Commission 
1900 Yonge Street 
Toronto, Ontario, Canada M4S 1Z2 

System-wide Advertising Services 
Ms. Alice Smith 
Director of Marketing 
(416) 393-3766 

Washington Metropolitan Area 
Transit Authority 
600 Fifth Street, NW 
Washington, D.C. 20002 

System-wide Advertising Services 
Mr. Ron Rydstrom 
Asst. Manager, Marketing 
(202) 962-2767 

AC Transit 
1600 Franklin Street 
Oakland, CA 94612 

Bus Advertising Services 
Mr. Jaimie Levin 
Director, Marketing and 
Communications 
(510)891-7244 

Norfollc Southern 
1200 Peachtree Street - N.E. 
Atlanta, GA. 30309 

Ms. Judy Nash 
Property Services Manager 
(404) 962-5717 

VIACOM 
OUTDOOR 

mailto:rkrsulic@mtahq.orQ


Corporate Structure 

Viacom Outdoor is a subsidiary of Viacom Inc., New York City's sixth largest 

employer and a publicly held company listed on the New York Stock Exchange 

under the symbol Via.b. A copy of Viacom's 10-K is included in our proposal. 

Viacom is one ofthe world's largest media conglomerates with a market 

capitalization of approximately $60 Billion and annual revenues in excess of $20 

Billion. The Viacom family of companies includes such well known media brands as 

CBS Television, MTV, Nickelodeon, Infinity Broadcasting and Paramount Pictures. 

Viacom Outdoor is organized to maintain the focus that is critical to the successful 

management of a transit and outdoor advertising franchise by dividing the 

company into two operating divisions; the Displays Division, is charged with the 

sales and management of the Company's transit, mall and street furniture 

properties and the Traditional Outdoor Division responsible for the development, 

sales and on-going management ofthe Company's traditional billboard assets. 

®CBS 
levjsion VIACOM <i;5iifffiSy 

wm ^ ^ « o ^ o u r o o c s 

®CBS 

CMT f ^ mtvi ^ i x 
GROUP V 

®CBS^om %- ^miME. w m 

YIACOM 
OUTDOOR 



Viacom Outdoor's Qualification Highlights 

• The largest out-of-home advertising company in North America and 

maintains a substantial presence throughout Western Europe 

• Provider of transit advertising services to the majority of the world's largest 

transportation companies since 1938 

• Full service sales and marketing offices in 58 U.S. cities; in every market 

where virtually 100% of all U.S. media buys are made 

• Employs a network of 400 highly trained, dedicated and focused sales and 

marketing executives nationwide 

• Maintains an extensive client base consisting of a broad cross-section of 

advertisers across every advertising category 

• A highly experienced, professional marketing department equipped with 

state-of-the-art research, creative and marketing facilities 

• A dynamic, progressive and financially sound organization as a subsidiary of 

Viacom Inc. 

• Senior Management team has more than 200 years of continuous 

experience in transit, outdoor and out-of-home advertising 

YIACOM 
OUTDOOR 
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THE PORT AUTHORmf OF NY & N J 

THE PORT AUTHORITY OF NEW YORK & NEW JERSEY 
PURCHASING SERVICES DIVISION 

ONE MADISON AVENUE 7^" FL. 
NEW YORK, NY 10010 

Date: May 27, 2005 

ADDENDUM #1 

To prospective Proposers on RFP # 0000007920 for ADVERTISING 
OPPORTUNITIES FOR PORT AUTHORITY OF NY & NJ AND PATH 
FACILITIES, INCLUDING OUTDOOR AND OUT-OF-HOME LOCATIONS 

DUE BACK ON JUNE 8, 2005 NO LATER THAN 2:00 PM 

The following changes are hereby made la the documents: 

Referring to page 76 of .Attachment D, the existing advertising agreements will be 
available for viewing at One Madison Avenue, 7* Floor, NY, NY on June 1, 2005 
between the hours of 9:00 AM to 1:00 PM. Contact Roy Bickley at 212-435-4972 to 
make arrangements for viewing and to obtain access to the building. Photo ID is required. 

In Part III, CONTRACTOR'S INTEGRITY PROVISIONS, page 66, labeled "2. Non-
Collusive Bidding and Code of Ethics Certification..." and replace with Amendment 1 
hereby attached and labeled Amendment 1, "2. Non-Collusive Bidding, and Code of 
Ethics Certification..." 

In Attachment H, Utled Olympic 2012 Agreement, delete "Schedule A" in it's entirety 
and replace with "Schedule A," dated May 16,2005, hereby attached. 

On page 17, 2) Marketing Strategy and Approach, Sub-section b), the next to the last line 
of that section, delete the second "and" in the line. The line now reads, "...demonstrated 
ability to set and achieve performance standards is an important..." 

In the publicly placed advertisements and general e-mail sent to perspective Proposers, 
the time for the Pre-proposal meeting was incorrectly noted as beginning at 9:00 AM. 
The Pre-proposal meeting is scheduled for May 26, 2005 and will begin at 10:00 AM. 

Addendum I, RFP 0000007920 



For informational purposes only, the slide show presentation is available to your firm on-line 
by visiting www.panvni.qov/advertisinqrfps/ 

PROPOSER QUESTIONS AND ANSWERS 

The following information is made available in response to questions submitted by Proposers to 
the Port Authority of NY and NJ. It addresses only those questions, which the Port Authority of 
NY and NJ have deemed to require additional information and/or clarification. The fact that 
information has not been supplied with respect to any questions asked by a Proposer does not 
mean or imply, nor should it be deemed to have any meaning, construction or implication with 
respect to the terms and provisions ofthe Proposal, which will be construed without reference lo 
such questions. 

1. Question: On Page 16, under Part 7., "Proposal Submission Requirements" 
Section E. is "Not Used". In plamiing to make tabbed dividers and section 
headings, should a Proposer actually have a "Tab E. (Not Used)" and proceed to 
Section F., or should they disregard, remove "E." and rename the remaining 
sections to E., F., G., H., and I. from F., G., H, I. and J.? 
Answer: Do not rename. 

2. Question: On Page 17, under Part 7., Section 2. "Marketing Strategy and 
Approach," in the next to last line of sub-section b), there seems to be an 
additional "and" in the sentence, e.g. "to set and achieve a/ic/performance 
standards." The grammar is not correct. Should it be "set and achieve 
performance standards" instead? 
Answer: Yes. See Addendum 1 above. 

3. Question: On Page 73, Attachment C, "Proposer Reference Form" as well as 
Attachment F, "Contractor's Officers and Staff are included. Nowhere in the 
RFP does it state where Attachment C or Attachment F should be placed within 
the response document. Moreover, is there a limit as to the level of staff which 
should be listed, or does the Port Authority require a listing of al! employees at all 
levels? 
Answer: Restrict answers to Officers and upper management. 

4. Question: On May 26th the Pre-Proposal and Site Inspection is to take place 
beginning at 9:00 a.m. (as advised via e-mail on May 12, 2005, which shows a 
change from the 10:00 a.m. start time listed in the RFP. Will all ofthe facilities 
listed on Pgs. 75-76 be visited in one day? Will photography be allowed? 
Answer: The pre-proposal RFP meeting begins at 10:00 AM. The Site Inspection 
of Port Authority facilities is canceled. Photography may be restricted or 
prohibited at various facilities. 

Addendum 1, RFP 0000007920 
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5. Question: Will detailed floor plans of all facilities (including depictions of 
current advertising locations utilized by current vendors) be provided on the site 
inspection? 
Answer: No. 

6. Question: A numbered Bid Envelope was included in the RFP mailing. Is this 
envelope to be used in any way, as it would seem unlikely that one (1) 
reproducible original of such a large response document would fit into the 
envelope provided? 
Answer: The Bid Envelope should be placed on the outside of your RFP 
submission and clearly labeled as such. See Letter E,, Submission of Proposals, 
Page 7 ofthe RFP. 

7. Question: A Bid Envelope would suggest that this is a "Bid", which differs 
significantly from a "Proposal". Please clarify. 
Answer: This is a Request for Proposal—not a bid. 

8. Question: On Page 76, the closing paragraph states "the PANYNJ currently 
generates approximately $25 million in gross advertising revenue sales from the 
facilities, with approximately 85% ofthe gross sales total generated through the 
airports." Can you clarify if the $25 million is revenue derived/paid from a higher 
sales figure (gross sales of X times the percentage payable to the PANYNJ = Net 
revenue to PANYNJ)? 
Answer: Yes, you are correct. The Advertising contracts will be available as 
noted above. 

9. Question: At the present time there is another RFP (#7919) for "Sponsorship 
Marketing Services Program" which is due two days prior to the due date ofthe 
Advertising RFP. Please define the rights granted under the Sponsorship 
Marketing Services Program RFP as how they may or may not conflict with the 
rights granted in the Advertising RFP? A Proposer under the Advertising RFP 
would want to have assurances that the Sponsorship Marketing Services RFP does 
not conflict or duplicate the advertising programs one would put into place and be 
a competitive program. 
Answer; Each RFP is a separate proposal and the Scope of Work defines the 
work that will be determined under each contract. Each proposal will be 
negotiated separately. There may be overlap. The Port Authority cannot give 
Proposers assurances that there will be no conflict, however each executed 
contract will stand on its own. The final Scopes of Work will define each 
program. 

10. Question: May we have a copy ofthe attendance sheet? 
Answer: Yes, the attendance sheet is attached to this Addendum. 

11. Question: May we have a copy ofthe slide show? 
Answer: It is available the Port Authority website listed above. 

Addendum 1, RFP 0000007920 



12. Question: In the Scope of Work the RFP states that, "The contractor shall secure 
all necessary clearances, permits, zoning approvals, and permissions required for 
the production of new revenue under this Contract." Please confirm our 
understanding that the Port Authority, as a government agency, is exempt from 
zoning. If that understanding is correct, will the Port Authority extend this 
exemption to the selected contractor? 
Answer: The Port Authority of New York and New Jersey, as a bistate agency, is 
exempt from local regulations as a matter of law. However, it is the Port 
Authority's policy to conform, to the fiillest extent practicable, to all governmental 
regulations, which are addressed as part ofthe Authority's internal review and 
approval process. If any governmental regulation does apply to the scope of work 
either now or in the future, it will be the Contractor's sole responsibility for 
securing approvals needed to satisfy any applicable regulation. 

13. Question; Although the Port Authority indicates its intent to select one contractor 
that proposes a total solution to maximize revenue, it reserves the right to award 
multiple contracts. What criteria does the Port intend to use in making such a 
determination if the Port Authority receives widely disparate responses to the 
RFP? 
Answer: The Port Authority will use the criteria as noted beginning of page 11 of 
the RFP, labeled 5. Evaluation Criteria and Ranking, to determine whether a 
single or multiple contract awards is in its best interest. 

14. Question: The Port Authority identifies a wide array of potential opportunities 
which are described in vague terms. Will the Port Authority provide detailed 
descriptions ofthe facilities including the exact boundaries ofthe properties 
offered and the locations that are available for a potential contractor to utilize? 
Answer: No. At this time detailed descriptions ofthe facilities exact boundaries 
are not available to potential Proposers. However, it should be noted that nothing 
precludes the Proposer from visiting the public areas of each facility property to 
determine what the Contractor may be able to utiUze. 

15. Question; Will the Port Authority provide electronic maps ofthe Port Authority 
facilities Usted in Attachment D, indicating the locations ofthe current advertising 
inventory? 
Answer: No. See the answer directly above this question. 

16. Question: Will the Port Authority agree to extend the Proposal Due Date by at 
least 30 days? 
Answer: No. At this time the Port Authority will not extend the due date. 

17. Question: Do you have any additional statistics on PATH use? 
Answer: Yes, for informational purposes only, see the attached enclosure dated 
May 6, 2005, titled Path Demographics. 

Addendum 1, RFP 0000007920 



18. Question: Can prospective bidders take pictures at the facilities? 
Answer: Photography may be restricted or prohibited at various facilities. 

19. Question: As a respondent to the RFP can Proposers submit in areas where they 
are specialist? And, if we propose a partial solution are we considered 
responsive? 
Answer; The answer to both questions is yes. 

20. Question: Historical billing on existing assets is important and would be helpful 
in the preparation ofthe proposals. We need a sense of dollars spent in 
advertising broken down by facility. Can the Port Authority provide that? 
Answer: Billing infonnation is not being made available at this time. 

21. Question: Can the Port Authority set aside a time to examine existing advertising 
contracts? 
Answer: Yes, see above. On page 76 of Attachment D are the contracts that will 
be available for viewing at One Madison Avenue, 7̂ *' Floor, NY, NY, on June 1, 
between the hours of 9:00 AM to 1:00 PM, Conference Room 154. Contact Roy 
Bickley al 212-435-4972 to make arrangements for viewing and obtain access to 
the building. 

22. Question: On pages 10 and 11, Section 4, Financial Information, the Port 
Authority is requesting a list of other work pending and/or bids submitted in 
anticipation of business. We consider this confidential. Will the Port Authority 
keep that confidential? 
Answer: The Port Authority will make every attempt to keep this information 
confidential, however the Port Authority is subject a Freedom of Information 
Policy as noted on pages 24 to 26 ofthe RFP. 

23. Question: What are the weights assigned to the evaluation criteria on page 11-
13? 
Answer: The individual weights assigned to the criteria are confidential. 

24. Question: Can more that one Advertising Vendor have a presence at each 
facility? 
Answer; Yes, that is possible. 

25. Question: Can you identify and make available a list of which billboards are 
currently owned by the Authority? 
Answer: That information is not available at this time. 

26. Question: If the Contractor erects a structure on Port Authority property, who 
will own it at the end ofthe contract. 
Answer: The Port Authority will own the structure, refer to page 10 ofthe RFP, 
Paragraph number 5. 

Addendum 1, RFP 0000007920 



27. Question: Certain permits will be required to erect structures for advertising 
purposes, who will own the permits at the end ofthe Contract? 
Answer; The Port Authority will issue any permissions which are required. 

28. Question: Is Schedule A ofthe Olympic Letter of Agreement a complete 
inventory listing? Is this inventory currently owned by the Port Authority? 
Answer; This is owned by the Port Authority, however this schedule relates only 
to the Olympic Letter of Agreement and is not a complete Port Authority 
Inventory list. In this Addendum a revised Schedule A is attached which also is 
not a complete Port Authority Inventory list. 

29. Question: Should the financial proposal breakout the revenue for each facility? 
Answer; That is a business decision your firm must make and submit with their 
proposal. 

30. Question: Suppose the Proposer has huge advertising opportunity that does not 
conform to local zoning, how will the Port Authority deal with this? 
Answer: We do not respond to hypothetical situations, however the Port 
Authority recognizes local zoning regulations. 

31. Question; Will the Port Authority during the evaluation process take into 
consideration the stringent zoning laws as well as if the proposed programs are 
permitted? How will this be evaluated? 
Answer Yes. See question 12. 

32. Question: If we propose a program and the Port Authority accepts the proposal, 
however the city doesn't accept it or doesn't permit it, are we legally bound? 
Answer; The Port Authority expects to interpret the zoning regulation. If the 
Proposer wishes to seek a ruling from the City, it may do so with Port Authority 
approval. 

33. Question: If a firm comes up with a really creative idea and the firm with the idea 
is not selected as the Contractor, will the PA hold this idea in confidence or share 
this idea with the selected firm? The answer to this could stifle my proposal. 
Answer: See the Agreement on Terms of Discussion. 

34. Question: Will the Port Authority be utilizing its exemption from local zoning? 
Answer: See Question 12. 

All Proposers are once again advised that their Proposal shall be based solely upon the 
written Proposal Booklet and any formal Addenda issued by the Port Authority. 
Therefore, no other form of communications such as, but not limited to, verbal 
comments, whether or not electronically recorded, shall be considered a part ofthe 
Request for Proposal Documents or relied upon by prospective Proposers. 
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ALL OTHER TERMS AND CONDITIONS SHALL REMAIN THE SAME. 

THIS COMMUNICATION SHOULD BE INITIALED BY YOU AND ANNEXED TO 
YOUR PROPOSAL UPON SUBMISSION. 

IN CASE ANY PROPOSER FAILS TO CONFORM TO THESE INSTRUCTIONS, ITS 
PROPOSAL WILL NEVERTHELESS BE CONSTRUED AS THOUGH THIS 
COMMUNICATION HAD BEEN SO PHYSICALLY ANNEXED AND INITL^LED. 

PORT AUTHORITY OF NY & NJ 

LARRY WAXMAN, MANAGER 
PRIORITY PROCUREMENTS 
DIVISION 

PROPOSER'S FIRM ĵ .̂j£ f̂g[̂ ....-y±acom Outdoor Group I n c . 

INITIALED: 

DATE; J u n e 7 , 2005 

QUESTIONS CONCERNING THIS ADDENDUM MAY BE ADDRESSED TO 
MR. T. J. STORCH, WHO CAN BE REACHED AT (212) 435-3936. 
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AMENDMENT 1 

2. Non-Collusive Bidding, and Code of Ethics Certification,Certirication of No Solicitation 
Based On Commission, Percentage, Brokerage, Contingent or Other Fees 

By bidding on this Contract, each Bidder and each person signing on behalf of any Bidder certifies, and in lhc 
caseof a joint bid, each parry thereto certifies as to its own organization, that 

a. the prices in its bid have been arrived at independently without collusion, consultation, 
communication or agreement for the purpose of restricting competition, as to any matter relating 
lo such prices with any oiher bidder or with any competitor; 

b. the prices quoted in its bid have not been and will not be knowingly disclosed directly or 
indirectly by the Bidder prior lo the official opening of such bid to any other bidder or to any 
competitor; 

c. no attempt has been made and none will be made by the Bidder to induce any other person, 
partnership or corporation to submit or not to submit a bid for the pur]Jose of restricting 
competition; 

d. this organization has not made any offers or agreements or taken any other action with respect 
lo any Authority employee or former employee or immediate family member of either which 
would constitute a breach of ethical standards under the Code of lithics dated April I I, 1996 (a 
copy of which is available upon request to the individual named in the clause hereof entitied 
"Bidder's Questions"), nor does this organization have any knowledge of any act on the part of 
an Authority empluyee or tbrmer Authority employee relating either directly or indirectly to this 
organization which constitutes a breach ofthe ethical standards set forth in said Code; 

e. no person or selling agency other than a bona fide employee or bona fide established 
commercial or selling agency maintained by the Bidder for the purpose of securing business, 
has been employed or retained by the Bidder to solicit or secure this Contract on the 
understanding that a commission, percentage, brokerage, contingent, or other fee would be paid 
to such person or selling agency; and 

f the bidder has not offered, promised or given, demanded or accepted, any undue advantage, 
directly or indirectly, to or from a public official or employee, political candidate, party or party 
official, or any private sector employee (including a person who directs or works for a private 
sector enterprise in any capacity), in order to obtain/retain, or direct business or to secure any 
other improper advantage in connection with this Contract. 

The foregoing certifications shall be deemed to be made by the Bidder as follows: 

* if the Bidder is a corporation, such certification shall be deemed to have been made not only 
with respect to the Bidder itself, but also with respect to each parent, affiliate, director, and 
officer ofthe Bidder, as well a.?, to the best ofthe certifier's knowledge and belief, each 
stockholder ofthe Bidder with an ownership interest in excess of 10%; 

* if the Bidder is a partnership, such certification shall be deemed to have been made not only 
with respect to the Bidder itself, but also with respect to each parmer. 

Moreover, the foregoing certifications, if made by a corporate Bidder, shall be deemed to have been 
authorized by the Board of Directors ofthe Bidder, and such authorization .shall be deemed lo include the 
signing and submission ofthe bid and the inclusion therein ofsuch certification as the act and deed ofthe 
corporation. 

In any case where the Bidder cannot make ihe foregoing ceriificaiions, the Bidder shall so state and shall 
furnish with the signed bid a signed statement which sets forth in detail the reasons therefor. If the Bidder is 
uncertain as to whether it can make the foregoing certifications, it shall so indicate in a signed statement 
furnished with its bid, setting forth in such statement the reasons for its uncertainty. 

Notwithstanding that the Bidder may be able to make the foregoing cenifications at the time the bid is 



submitted, the Bidder shall immediately notify the Authority in writing durmg the period of irrevocabil!t>' of 
bids on this Contract of any change of circumstances which might under this clause make it unable lo make 
the foregoing certifications or require disclosure. The foregoing certifications or signed statement shall be 
deemed to have been made by the Bidder with full knowledge that they would become a part ofthe records of 
the Authority and that the Authority will rely on their truth and accuracy in awarding this Contract. In the 
event that the Authority should determine al any time prior or subsequent to the award of this Contract that the 
Bidder has falsely certified as to any material item in the foregoing certifications or has willfully or 
fraudulently furnished a signed statement which is false in any material respect, or has not fully and accuraicly 
represented any circumstance with respect to any item in the foregoing certifications required lo be disclosed, 
the Authority may determine that the Bidder is not a responsible Bidder with respect to its bid on the Contract 
or with respect to future bids on Authority contracts and may exercise such other remedies as are provided to 
ll by the Contract with respect to these matters. In addition. Bidders are advised that knowingly providing a 
false certification or statement pursuant hereto may be the basis for prosecution for offering a false instrument 
for filing (see e.g. New York Penal Law, Section 175.30 et seq.). Bidders are also advised that the inability to 
make such certification will not in and of itself disqualify a Bidder, and that m each instance the Authority 
will evaluate the reasons therefor provided by the Bidder. Under certain circumstances the Bidder may be 
required as a condition of Contract award to enter into a Monitoring Agreement under which it will be 
required to take certain specified actions, including compensating an independent Monitor to be selected by 
the Port Authority, said Monitor to be charged with, among other things, auditing the actions ofthe Bidder to 
determine whether its business practices and relationships indicate a level of intcgriry sufficient to permit it to 
continue business with the Port Authority, 



ATTACHMENT H, MAY 16, 2005 

LETTER AGREEMENT 

October 19,2004 

The Port Authority of New York and New Jersey 
225 Park Avenue South 
New York. New York 10003 

Ladies and Gentlemen: 

In connection with the preparation, for submission to the International 
Olympic Committee ("IOC"), of a candidature for New York City to host the 2012 
Olympic Games, NYC2012 must demonstrate that it will take the necessary steps to 
protect the value of authorized Olympic sponsorships and the rights of authorized 
Olympic marketing partners by preventing and conironling ambush marketing. 
Accordingly, the IOC requires NYC2012 to make advertising space in New York City 
available only to Olympic sponsors and partners during the 2012 Olympic Games in 
order to reduce unfair competition in the form of ambush marketing. 

This letter, when countersigned by you, will evidence the Port Authority 
of New York and New Jersey's ("PA") agreement to assist NYC2012 with its efforts to 
reduce ambush marketing at its facilities. Subject to and in accordance with the terms of 
this Letter Agreement, the PA hereby agrees that if New York City is chosen to host the 
2012 Olympic Games: (I) it will license to NYC2012 the advertising space under the 
PA's control at its facilities, as set forth in Schedule A (the "Ad Space"), for the period 
June 26. 2012 through August 21,2012 inclusive (the "License Period"), and (2) all 
future agreements which grant rights to the advertising space under the PA's control at its 
facilities will contain an acknowledgement ofthe terms of this Letter Agreement and will 
require all licensees, lessees, pennitecs, vendors and contractors to comply with the icmis 
of this Letter Agreement. 

Notwithstanding the generality ofthe foregoing or anything to the contrary 
stated herein, the PA's obligation to make available advertising space to NYC2012 under 
this Letter Agreement shall be subject to all of the following: (1) with respect to all 
terminals not under the control ofthe PA, the rights of third parties with which the PA 
has entered into agreements as ofthe date ofthe execution of this Letter Agreement, 
including, but not limited to. the rights of temiinal airline lessees, (2) the PA's tenant 
alteration and application process (the "TAA process"), which shall apply, among other 
things, to the installation, maintenance, and location of any advertising, (3) the PA rules, 
regulations and policies concerning content of advertising in effect from time to lime, and 
(4) the receipt by the PA of a written notice firom NYC2012 not less than sixty (60) days 
prior to the start ofthe License Period (the "sbcty-day noucc") stating (i) that NYC2012 
intends to exercise the rights granted to it by this Letter Agreement, and (ii) the 
infomiation required in paragraph 4 of this Letter Agreement, and (3) receiving the 

/ • • 



requisite prior authorization(s) of the Board of Commissioners of the PA. 

1. License Fee. Thelicenscfecfor Ad Space shall be calculated as follows; the 
average price for various types of advertising (e.g.. wall wraps, spectaculars and 
dioramas) as established by the relevant advertising pcmiittees/lessees then under 
contract with the PA al its facilities for 2005,2006,2007 and 2008 (the "Average Price"). 
multiplied by the percentage increase projected as of December 31, 2008, for the period 
2009 through 2012, by the Consumer Price Index for All Urban Consumers - New York-
Northcm New Jersey-Long Island, NY-NJ-CT (All Items, unadjusted 1982-&4»=100) 
published by the Btireau of Labor Statistics ofthe Uiiited Stales Dqsartment of Labor, 
plus a twenty percent (20%) premium. Such 20% premium shall be referred to herein as 
the Olympic Premium. 

2. Assiptment. The parties acknowledge and agree that should the Games be 
awarded to New York City, NYC2012 will be succeeded by the New York Committee 
for the Olympic Games (**NYCOG") that shall receive from NYC2012 an assignment of 
all rights, and shall assume all obUgations concerning, arrangements underlying the bid 
including all rights pursuant to this Letter Agreement and shall be Che organizadon to 
conduct the Games and carry out the rights and responsibilities of NYC2Q12 hereunder. 

3- Temiinahon. ThisLcttcr Agreement will terminate upon the failure of New 
York City to be awarded the Olympic Games by the IOC or the failure of the PA to 
receive the sixty-day notice described herein. 

4. Uncommitted Ad Space. The sixty-day notice shall identity all Ad Space 
contractually comnutted to by written agrccmenl, between the IOC and any Olympic 
Advertising Party, for advertising at each PA facility during the period of the Olympic 
Games and for the period commencing thirty (30) days prior to the start ofthe Olympic 
Games. Any adverdsing space at a PA facility which is not identified in the sixty-day 
notice shall be deemed to be unconunitted Ad Space and, accordingly, shall not be 
subject to this Letter Agreement and may be sold, Ucensed or leased without restriction or 
condition. In addition, NYC2012 acknowledges and agrees that between the date of this 
Agreement and the start ofthe Olympic Games, the Port Authority shall have the right in 
its sole discretion to eliminate or modiiy existing advertising space at any its facilities, 
including but not limited to any ofthe Ad Space, and convert such space to another 
purpose. 

5. Representations and Warranties of PA. 

(a) Upon receipt of the requisite prior aulhorization(s) from the Board of 
Commissioners, the PA has all necessary powa and authority to enter into this Letter 
Agreement and to perform its obUgations hereunder, the execution of this Agreement by 
PA and the performance by PA of its obUgations hereunder have been duly authorized by 
all necessary corporate action on the part of PA; and this Letter Agreement has been duly 
executed and delivered by PA and is a valid and binding obUgation of PA enforceable 
against PA in accordance with its terms. 



(b) PA fiirthcr represents and warrants that it owns or controls all ofthe Ad 
Space and that Schedule A is a complete Ust of the number of locations of advertising 
space at each ofthe PA faciUties as ofthe date ofthe execution of this Letter Agreement 
by the PA; provided, however, that the failure of any third party to comply with the terms 
of any agreement between said third party and the PA shall not constimic a breach of this 
Letter Agreement by the PA and provided, further, this Letter Agreement shall not 
require the PA or any of its advertising pennitlces/lessees to breach any existing 
agreement to which it is a party as ofthe date ofthe PA's execution of this Letter 
Agreement. 

(c) PA fiirthcr represents and warrants that entering into this Letter 
Agreement wiU not conflict with any other obUgations or agreements lo which PA is a 
party and PA covenants not to enter into any conflicting agreements during the tenn of 
this Letter Agreement. 

6. Representations and Warranties of NYC2012. NYC2012 has all necessary 
power and authority to enter into this Letter Agreement and to perform its obUgations 
hereunder; the execution of this Letter Agreement by NYC2012 and the performance by 
NYC2012 of its obligations hereunder have been duly authorized by all necessary 
corporate action on the part of NYC2012; and this Letter Agreement has been duly 
executed and delivered by NYC2012 and is a vaUd and binding obUgation of NYC2012 
enforceable against NYC2012 in accordance with its terms. 

7. Remedies. Each party acknowledges that monetary damages may not be an 
adequate remedy for any breach or threatened breach of the provisions of this Letter 
Agreement by the other party, and that such first party shall be entitled to seek equitable 
relief, including a temporary restraining order, a preliminary or pennanent injunction or 
specific performance, as a remedy for any such breach or threatened breach. Each party 
agrees that in the event such equitable relief is granted by a court of competent 
jurisdiction that the party seeking equitable relief shall not be required to post a bond in 
cormection therewith. Each party fiirther agrees that the remedies of a temporary 
restraining order, preliminary or permanent injimction or specific performance shall not 
be deemed to be the exclusive remedies for a breach of this Letter Agreement but shall be 
in addiUoD to all other remedies available at law or equity. Notwithstanding the 
foregoing, any lawsuit or other claim against tbe PA or its Commissioners, officers or 
employees shall be subject to aU prohibitions, limitations, requirements and restrictions 
for commencement and maintenance of lawsiuts and other claims against the PA, its 
Commissioners, officcn or employees set forth in the statutes ofthe New York law, 
including but not limited to stamtes codified in the New York UnconsoUdated Laws and 
the New York Civil Practice Laws and Rules, and such prohibitioos, limitations, 
requirements and restrictions are not waived by this paragraph. 

8. Govern in e Law. This Letter Agreement is made under, and will be 
construed in accordance with, the laws ofthe State ofNcw York, without giving effect U) 
its principles of conflict of laws. 



9. No Persona] Liability. No Commissioner, director, officer, agent or 
employee of cither party shall be charged personally or held contractually liable by or to 
the other party under any tenn or provision of this Letter Agreement or of any 
modification or amendment hereto or because of any breach thereof, or because of its 
execution or attempted execution. 

10. Entire Agreement. This Letter Agreement constitutes the entire agreement 
between the PA and KYC2012 on the subject matter, and may not be changed, modified, 
discharged or extended except by instrument in wnting duly executed on behalf of both 
the PA and NYC2012. NYC2012 agrees that no representations or warranties shall be 
binding upon the PA unless expressed in writing in this Letter Agreement. 

Please confimi your agreement to the matter; refened to and set forth in this letter 
by signing, dating and returning a copy of this letter to me. 

Very truly yours. 

NYC2012-1 • / 

Bv: f l i^rJ l/UAM 
Ail drew Kimball 

itlc: •' /r r^e^'n-^ ^ i ' Title 
Z ^ L 

Accepted and Agreed (o: 

The Port Authority of New York and New Jersey 

ief of fublic-and Gavernmenc Affairs Lflxet ox ruonc_ana oaver 

Pore: f o / ^ ^ / t ^ 

- . ^^^^ vr*-r—f 

APPROVED 

TERMS | FORM' 

{^h 



Schedule A 

LaGuardia Airport Inventory Count 
867-LGA Sellable Faces 
460-LGA Units 

Breakdown bv Unit 
Total 
Tolal 
Total 
Total 
Total 
Tolal 
Total 
Total 
Total 
Total 
Total 
Total 
Total 
Total 

of4'x10'Ughtbox 
of Banner 
of Clock 
of Diorama 
of Diorama Other 
of Display Area 
of Jet Bridges 
of Phone Board 
of Phone Board Service Cost 
of Spectacular (other) 
of Take-one/Mlnc Chg 
of Vertical Displays 
of Exterior Banners 
of Wall Wrap 

3 
1 
1 

334 
14 
7 

250 
146 
26 
19 
6 

12 
2 

48 

869 Sellable Faces 
460 Units 

John F. Kennedy Airport Inventory Count 
1342-JFK Sellable Faces 
728-JFK Units 

Breakdown by Unit 
Total 
Total 
Total 
Total 
Total 
Total 
Total 
Total 
Total 
Total 
Total 
Total 
Total 
Total 

of4'x10'Lightbox 
of Banner 
of Clock 
of Digital Diorama 
of Diorama 
of Diorama Other 
of Display Area 
of Double Diorama Full 
of Exterior Sites 
of JCDecaux Displays 
of Jet Bridges 
of Showcase 
of Spectacular (other) 
of Wall Wrap 

44 
19 
6 

80 
346 
36 
12 
6 

44 
35 

499 
1 

49 
165 

1342 Sellable Faces 
728 Units 



New York Downtown Heliport 
3-JFK Sellable Faces 
3-JFKUnits 

Breakdown by Unit 
Total of Clock 

Total of Diorama 

Sellable Faces 
Units 

Total Bus Shelter Dioramas = 18 
Total Spectaculars = 5 
Total Mini Spectaculars = 96 
Tolal Overhead Spectaculars = 22 
Total Monorail Carcards = 72 
Total Wall Wraps = 46 
Total Banners = 6 
Total Tol l Plaza Booth == 1 

PA Control - Bus Shelters, Toll Plaza Booth, Monorail Carcards 

Total Station Domination Installations = 144 All Controlled by PA 

Total Poster Wraps = 3 
Tolal Dioramas = 22 
Total Clocks = 26 
Total Station Domination Installations = 144 All Controlled by PA 



Form - AlJ-Purpose Acit N.Y. (r«v 1/4/2000) 

FOR THE PORT AUTHORITV OF NEW YORK AND NEW JERSEY 

STATE OF NEW YORK ) 

COUNTY OF NEW YORK ) 

On the ^^-- day of OcJ-abfi^ in the year 2004, before me, the undtrsigned, a 
Notary PubUc in and for said state, personally appeared Kt-CWlM Gb- ' t 'otr tdLct^ 
personally known to me or proved to me on lhc basis of satisfactory evidence to be the 
individuaKi)- whose n3me(s) is (»«)*subscribed lo the within instrument and acknowledged to 
me that he/shg'ihgy executed the same in his/lienthcir capacity[i*i). and that by his/hcrttheir 
signaturei»* on the instrument, the individualfa^ or the person -upon behalf of which the 
individualf^^acted, cxeciited the instnimcnt. 

OLm^QL-
(notarial seal and stamp) 

Marie M. Edwards 
Notary Public. State of Ĵew Vork 

NO.01ED4959693 
Qualified in Kings CoonW 

FOR NVC2012 Commission Expires // ij<?ICQC-' 

STATE OF NEW yORX ) 

COUNTY OF NEW YORK ) ) 

On the / dayof A/'Vd-<̂ i/t l^-'^in the year 2004, before ms, the undersigned, a 
Notary Public in and for said state, personally appeared /V^-Jv^t^j H • k-r'A^tnO^ 
personally known to me or proved to mc on the basis of satisfactory evidence to be the 
individuaJi^ whose namcfi) is { A ^ subscribed to the within instrument and acJcnowIedgcd to 
me ihat he.̂ jiwr̂ they executed the same in his/lttn'ilitir cap3cii;;{j^ij, and that by hisj^erttrrir 
signatureC^ on the instrument, the indtvidual(^. or the person upon behalf of which Ihe 
indî Sdualfî  acted, executed the instrument. 

•^ J (notarial scal"Snd stamp) 



DATE: May 6, 2005 

PATH DEMOGRAPHICS 

CURRENT AVERAGE WEEKDAY RIDERSHIP THROUGH 1 ̂ "̂^ QUARTER 2005 IS 
.ABOUT 195,000. AVERAGE SATURDAY IS 83,000 AND SU^T)AY IS 58,000. 

2004 PATH SURVEY 

WEEKEND (SATURDAY) 
GENDER 

MALE 
FEMALE 

TRIP PURPOSE 

WORK COMMUTE 
BUSINESS TRAVEL 
TO/FROM SCHOOL 
SHOPPING 
ENTERTAINMENT or 
RECREATION 
VISIT FAMILY/FRIENDS 
OTHER 

WEEKD.\Y 

58.2% 
41.8% 

73.1% 
7.4% 
5.6% 
2.6% 

4.8% 
4.2% 
2.2% 

OTHER LANGUAGES BESIDES ENGLISH 

NONE 
SPANISH 
FRENCH 
GERMAN 
ITALIAN 
HINDU 
PORTUGESE 
RUSSIAN 

60%, 
21% 
5%, 
3% 
2% 
2% 
2% 
1% 

WEEI 

55.6% 
44.4% 

20.2% 
4.0% 
3.8% 

19.0% 

31.3% 
19.6% 

1,9% 

AGE: LAST SURVEY REFERENCE - 2001 

OCCUPATION: LAST SURVEY REFERENCE - 2001 

INCOME: LAST SURVEY REFERENCE - 2001 



Listed below are latest ridership figures - February 2005 

Pavonia/Ncwport 
Grove St. 
Exchange PI. 
Journal Sq. 
Hoboken 
Newark 
Harrison 
NY - 9th St. 
NY - 14th St. 
NY - 23rd St. 
NY - 33rd St. 
NY - Christopher 
NY - WTC 

Average weekday boarding's 
13,300 
9,500 

10,000 
22,000 
24,500 
25,000 
5,500 
4,300 
7,500 
7,000 
24,300 

4,000 
40,000 

Average weekend boarding's 
13,200 
7,700 
3,200 

22,400 
15,000 
18,000 
3.500 
7,100 
8,400 
4,900 
25,100 
5,400 

18,000 



PRE-PROPOSAL MEETING 
ADVERTISING OPPORTUNITIES FOR PORT AUTORITY OF NY & NJ 

AND PATH FACILITIES, RFP #7920 
MAY 26, 2005 

NAME COMPANY TELEPHONE U 
^rtVyJ/\ 7 ui>,,^ ILL\J.'^ACQ.. Hn 213 Yfjc 

h\ C'c O i i i j A . 

jfK/(1/Ai f<'.H..\<^. 
:-//:<>-// f/^,ii.A/^-h 

-37?P̂ vVUVV 
W2^lISiMl 
um^'MH-i^^i 
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PRE-PROPOSAL MEETING 
ADVERTISING OPPORTUNITIES FOR PORT AUTORITY OF NY & NJ 

AND PATH FACILITIES, RFP #7920 
MAY 26, 2005 

NAME 
^B mu -̂-̂  

COMPANY TELEPHONE # 
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PRE-PROPOSAL MEETING 
ADVERTISING OPPORTUNITIES FOR PORT AUTORITY OF >iY & NJ 

AND PATH FACILITIES, RFP #7920 
MAY 26, 2005 

NAME 

£/iJor K l u / ^ 
COMPANY 
(K^Tî AN/ni. 
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THE PORTAimiORITYOF NY& NJ 

THE PORT AUTHORITY OF NEW YORK & NEW JERSEY 
PURCHASING SERVICES DIVISION 

ONE MADISON AVEIVUE 7^" FL. 

NEW YORK, NY 10010 

Date: June 2, 2005 

ADDENDUM #2 

To prospective Proposers on RFP # 0000007920 for ADVERTISING 
OPPORTUNITIES FOR PORT AUTHORITY OF NY & NJ AND PATH 
FACIUTIES, INCLUDING OUTDOOR AND OUT-OF-HOME LOCATIONS 

DUE BACK ON JUNE 8, 2005 NO LATER THAN 2:00 PM 

The following changes are hereby made in tbe documents: 

PROPOSER QUESTIONS AND ANSWERS 

The following information is made available in response to questions submitted by Proposers to 
the Port Authority of NY and NJ. It addresses only those questions, which the Port Authority of 
NY and NJ have deemed to require additional information and/or clarification. The fact that 
information has not been supplied with respect to any questions asked by a Proposer does not 
mean or imply, nor should it be deemed to have any meaning, construction or impHcation with 
respect to the terms and provisions ofthe Proposal, which will be construed without reference to 
such questions. 

1. Question: How many rail cars are in the PATH fleet? 
Answer: There are 327 cars active for passenger use. From 2008 to 2011 the 
Port Authority is scheduled to receive 340 new passenger rail cars and will 
subsequently gradually retire the current fleet. 

2. Question: How many rail cars are there in the AirTrain Newark and AirTrain JFK 
fleets respectively? 
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Answer: At the AirTrain JFK, there are 32 rail cars. At the Monorail System at 
Newark Liberty Intemational Airport, there are 108 rail cars. 

3. Question: Do the PATH railcars operate as singles or married pairs? 
Answer: PATH railcars operate as singles. 

4. Question: In Section 4, Page 11, what is your defmition of "certified financial 
statements"? 
Answer: Certified Financial Statements are defined as company financial 
information including but not limited to the Proposer*s company assets, liabilities, 
net worth, revenue, expenses, profit or loss and cash flow including apphcable 
notes for the most recent calendar year reviewed and compiled by an independent 
accoimting firm. 

5. Question: The RFP references "subcontractors" in several places. How should 
we respond if, at this time, we have not selected our subcontractors? 
Answer: At the time of submission ofthe Proposal, companies do not have to 
specifically identify subcontractors. If the selecfion has not been made but the 
area of subcontractor services is determined, please include. 

6. Question: Please list the agreements, and respective subject matter ofsuch 
agreements, referred to in the second bullet point under "Notes Regarding The 
Above Facilities" on page 76. 
Answer: There are two agreements and the subject matter of both agreements is 
for various advertising services. Agreement one is with Black Experience, Inc. 
for PATHvision for PATH advisory nofices, news information and advertising at 
over 200 television screens located throughout the system at PATH stations. 
Agreement two is with Submedia, LLC for one illuminated advertising sign at 
two locations in the PATH train tunnels. 

7. Question: Are we allowed to propose an advertising idea for only one structure? 
If so, is it recommended that we include visuals? 
Answer: Yes, you may propose an advertising idea for only one structure. 
Proposers may include visuals. 

AH Proposers are once again advised that their Proposal shall be based solely upon the 
written Proposal Booklet and any formal Addenda issued by the Port Authority. 
Therefore, no other form of communications such as, but not limited to, verbal 
comments, whether or not electronically recorded, shaU be considered a part ofthe 
Request for Proposal Documents or relied upon by prospective Proposers. 

ALL OTHER TERMS AND CONDITIONS SHALL REMAIN THE SAME. 

THIS COMMUNICATION SHOULD BE ZNITL^LED BY YOU AND ANNEXED TO 
YOUR PROPOSAL UPON SUBMISSION. 

Addendum 2, RFP 0000007920 



IN CASE ANY PROPOSER FAILS TO CONFORM TO THESE INSTRUCTIONS, ITS 
PROPOSAL WILL NEVERTHELESS BE CONSTRUED AS THOUGH THIS 
COMMUNICATION HAD BEEN SO PHYSICALLY ANNEXED AND INITIALED. 

PORT AUTHORITY OF NY & NJ 

LARRY WAXMAN, MANAGER 
PRIORITY PROCUREMENTS 
DIVISION 

PROPOSER'S FIRM NA^a&Vj>^gg[r:32'utdoor Group Inc 

INITIALED: 

DATE; J u n e 1 . 2005 

QUESTIONS CONCERNING THIS ADDENDUM MAY BE ADDRESSED TO 
MR. T. J. STORCH, WHO CAN BE REACHED AT (212) 435-3936. 
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THE PORT AimiORrTY OF NY & N J 

THE PORT AUTHORITY OF NEW YORK & NEW JERSEY 
PURCHASING SERVICES DIVISION 

ONE MADISON AVENUE 7™ FL. 
NEW YORK, NY 10010 

Date: June 3,2005 

ADDENDUM #3 

To prospective Proposers on RFP # 0000007920 for ADVERTISING 
OPPORTUNITIES FOR PORT AUTHORITY OF NY & NJ AND PATH 
FACILITIES, INCLUDING OUTDOOR AND OUT-OF-HOME LOCATIONS 

DUE BACK ON JUNE 8, 2005 NO LATER THAN 2:00 PM 

The following changes are hereby made in the documents: 

PROPOSER QUESTIONS AND ANSWERS 

The following information is made available in response to questions submitted by Proposers 
to the Port Authority of NY and NJ. It addresses only those questions, which the Port 
Authority of NY and NJ have deemed to require additional information and/or clarification. 
The fact that information has not been supplied with respect to any questions asked by a 
Proposer does not mean or imply, nor should it be deemed to have any meaning, construction 
or implication with respect to the terms and provisions ofthe Proposal, which will be 
construed without reference to such questions. 

Question: Does the Port Authority have any historical advertising sales figures? 
Answer: Yes, the Port Authority has attached a Ten Year Profile of Advertising Sales at the 
Authority's Airports. Proposers are cautioned that these figures are estimated only and may 
not represent each and every sale generated through its advertising agreements. This Profile 
is for information purposes only. Proposers are reminded that the above referenced RFP is 
on a different Scope of Work and past performance may not be a good indicator of future or 
expected performance. 
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All Proposers are once again advised that their Proposal shall be based solely upon the 
written Proposal Booklet and any formal Addenda issued by the Port Authority. Therefore, 
no other form of communications such as, but not limited to, verbal comments, whether or 
not electronically recorded, shall be considered a part ofthe Request for Proposal Documents 
or relied upon by prospective Proposers. 

ALL OTHER TERMS AND CONDITIONS SHALL REMAIN THE SAME. 

THIS COMMUNICATION SHOULD BE INITIALED BY YOU AND ANNEXED TO 
YOUR PROPOSAL UPON SUBMISSION. 

IN CASE ANY PROPOSER FAILS TO CONFORM TO THESE INSTRUCTIONS, ITS 
PROPOSAL WILL NEVERTHELESS BE CONSTRUED AS THOUGH THIS 
COMMUNICATION HAD BEEN SO PHYSICALLY ANNEXED AND INITIALED. 

PORT AUTHORITY OF NY & NJ 

LARRY WAXMAN, MANAGER 
PRIORITY PROCUREMENTS 
DIVISION 

PROPOSER'S FIRMNA>^: j^ j : acp i? 'Outdoor Group Inc 

INITIALED: 

DATE: 

QUESTIONS CONCERNING THIS ADDENDUM MAY BE ADDRESSED TO MR. T. 
J. STORCH, WHO CAN BE REACHED AT (212) 435-3936. 
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ADVERTISING PERMIT 
TEN YEAR PROFILE - ADVERTISING SALES 
NEWARK, KENNEDY. & LAGUARDIA AIRPORT 

EWR 

YEAR 
ADVERTISING 

SALES 

EWR 1995 
EWR 1996 
EWR 1997 
EWR 1998 
EWR 1999 
EWR 2000 
EWR 2001 
EWR 2002 
EWR 2003 
EWR 2004 

$2,576,471 
$2,851,140 
S3.813.334 
$5,169,236 
$7,521,687 
$11,125,693 
$7,699,533 
$6,848,751 
$8,765,370 
$8,592,766 

JFK 
YEAR 

ADVERTISING 
SALES 

JFK-1996 
JFK-1997 
JFK-1998 
JFK-1999 
JFK - 2000 
JFK - 2001 
JFK-2002 
JFK - 2003 
JFK -2004 

$6,162,518.00 
$7,927,062.00 

$11,819,001.71 
$14,411,834.67 
$19,937,032.98 
$14,195,537.18 
$10,638,425.80 
$15,308,172.96 
$16,042,602.40 

LGA 
YEAR 

LGA-1996 
LGA-1997 
LGA-1998 
LGA-1999 
LGA - 2000 

ADVERTISING 
SALES 

$2,904,725.00 
$4,451,590.00 
$5,989,036.93 
$8,245,371.82 
$11,478,581.04 
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LGA-2001 $9,336,427.13 
LGA-2002 $6,191,737.04 
LGA-2003 $6,789,247.47 
LGA-2004 $7,006,291.82 
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THE PORTAimiORnYOF NY& NJ 

THE PORT AUTHORITY OF IVEW YORK & NEW JERSEY 
PURCHASING SERVICES DTVISION 

ONE MADISON AVENUE 7^" FL. 
NEW YORK, NY 10010 

Date: June 6,2005 

ADDENDUM #4 

To prospective Proposers on RFP # 0000007920 for ADVERTISING 
OPPORTUNITIES FOR PORT AUTHORITY OF NY & NJ AND PATH 
FACILITIES, INCLUDING OUTDOOR AND OUT-OF-HOME LOCATIONS 

DUE BACK ON JUNE 8, 2005 NO LATER THAN 2:00 PM 

The following changes are hereby made in the documents: 

PROPOSER QUESTIONS AND ANSWERS 

The following information is made available in response to questions submitted by Proposers 
to the Port Authority of NY and NJ. It addresses only those questions, which the Port 
Authority of NY and NJ have deemed to require additional information and/or clarification. 
The fact that information has not been supplied with respect to any questions asked by a 
Proposer does not mean or imply, nor should it be deemed to have any meaning, construction 
or implication with respect to the terms and provisions ofthe Proposal, which will be 
construed without reference to such questions. 

Question: Does the Port Authority have any historical gross advertising sales figures for the 
Bus Terminal, George Washington Bridge Bus Station, PATH and/or Journal Square? 
Answer: Yes, the Port Authority has attached Advertisement Sales at those facilities. 
Proposers are cautioned that these figures are estimated only and may not represent each and 
every sale generated through its advertising agreements. This Profile is for information 
purposes only. Vendors should also note that advertising locations within facilities may 
change from time lo time dependent upon facility needs. Proposers are reminded that the 
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above referenced RFP is on a different Scope of Work and past performance may not be a 
good indicator of future or expected performance. 

All Proposers are once again advised dial their Proposal shall be based solely upon the 
written Proposal Booklet and any formal Addenda issued by the Port Authority. Therefore, 
no other form of communications such as, but not limited to, verbal comments, whether or 
not electronically recorded, shall be considered a part ofthe Request for Proposal Documents 
or relied upon by prospective Proposers. 

ALL OTHER TERMS AND CONDITIONS SHALL REMAIN THE SAME. 

THIS COMMUNICATION SHOULD BE INITIALED BY YOU AND ANNEXED TO 
YOUR PROPOSAL UPON SUBMISSION. 

IN CASE ANY PROPOSER FAILS TO CONFORM TO THESE flvJSTRUCTIONS, ITS 
PROPOSAL WILL NEVERTHELESS BE CONSTRUED AS THOUGH THIS 
COMMUNICATION HAD BEEN SO PHYSICALLY ANNEXED AND INTrL\LED. 

PORT AUTHORITY OF NY & NJ 

LARRY WAXMAN, MANAGER 
PRIORITY PROCUREMENTS 
DIVISION 

PROPOSER'S FIRM NAJt^T^^v i^ ; ; ; ^ nutrinnT n ronp i n c 

INITIALED: _ 

DATE: June 7 , 2005 

QUESTIONS CONCERNING THIS ADDENDUM MAY BE ADDRESSED TO MR. T. 
J. STORCH, WHO CAN BE REACHED AT (212) 435-3936. 
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1999- 2004 
Gross Advertlsemont Sales 
at Port Authority Bus Terminal, GWB Bus Station, 
PATH, JSTC 

FacIlitY 

PABT (JOS) 

GWBBS (T07) 

PATH (R02) 

JSTC(R21) 

YEAR 

1999 
2000 
2001 
2002 
2003 
2004 

1999 
2000 
2001 
2002 
2003 
2004 

1999 
2000 
2001 
2002 
2003 
2004 

1999 
2000 
2001 
2002 
2003 
2004 

Advertisement 
Sales 

$719,195 
$2,454,750 
$1,116,250 

$629,763 
$1,090,053 
$1,095,316 

$ 74,628 
114,586 
73,448 
80.458 
81.924 
39.293 

$ 4,537,000 
6.019.497 
3,684.917 
2.512,668 
2.530,342 
2,054.518 

$ 
8.000 

161,843 
. 103,345 
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THEPORTAUTHGRrTYOF NY& NJ 

THE PORT AUTHORITY OF NEW YORK & NEW JERSEY 
PURCHASING SERVICES DIVISION 

ONE MADISON AVENUE 7™ FL. 
NEW YORK, NY 10010 

Date: June 7,2005 

ADDENDUM #5 

To prospective Proposers on RFP # 0000007920 for ADVERTISING 
OPPORTUNITIES FOR PORT AUTHORITY OF NY & NJ AND PATH 
FACILITIES, INCLUDING OUTDOOR AND OUT-OF-HOME LOCATIONS 

DUE BACK ON JUNE 8, 2005 NO LATER THAN 2:00 PM 

The following changes are hereby made in the documents: 

THE PROPOSAL DUE DATE HAS BEEN CHANGED TO MONDAY, 
JUNE 13, 2005 NO LATER THAT 4:00 PM. 

All Proposers are once again advised that their Proposal shall be based solely upon tiie 
written Proposal Booklet and any formal Addenda issued by the Port Authority. Therefore, 
no other form of communications such as, but not limited to, verbal comments, whether or 
not electronically recorded, shall be considered a part ofthe Request for Proposal Documents 
or relied upon by prospective Proposers. 

ALL OTHER TERMS AND CONDITIONS SHALL REMAIN THE SAME. 

THIS COMMUNICATION SHOULD BE INITIALED BY YOU AND ANNEXED TO 
YOUR PROPOSAL UPON SUBMISSION. 
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IN CASE ANY PROPOSER FAILS TO CONFORM TO THESE INSTRUCTIONS, ITS 
PROPOSAL WILL NEVERTHELESS BE CONSTRUED AS THOUGH THIS 
COMMUNICATION HAD BEEN SO PHYSICALLY ANNEXED AND INITIALED. 

PORT AUTHORITY OF NY & NJ 

LARRY WAXMAN, MANAGER 
PRIORITY PROCUREMENTS 
DIVISION 

PROPOSER'S FIRM NAJ^^r^Vi^^^g^^nnfr^nnr- f^ronp I n c . 

INITIALED: __ 

DATE: June 7, 2005 

QUESTIONS CONCERNING THIS ADDENDUM MAY BE ADDRESSED TO MR. T. 
J. STORCH, WHO CAN BE REACHED AT (212) 435-3936. 
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JP Morgan Chase Account # 

Credit Inquiry Department 
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June 15'^ 2005 

Port Authority of New York and New Jersey 
One Madison Avenue, 7'^ FL. 
New York, NY 10010 

To Whom It May Concern, 

Mecca Marketing Media LLC is an experienced and qualified multicultural marketing firm capable in the 

disciplines of research, marketing strategy media buying, and public relations. Our company currently submits 

itself as a single entity proposer for this RFP, but reserves the right to subcontract select services if awarded. 

The scope of ideas in this proposal is based on images supplied by the port authority. Therefore the certain 

tactics may be subject to further investigation of feasible execution. For all questions and comments regarding 

Mecca Marketing and this RFP, please contact Tiffinay Vaughn, Business Relations Manager, Mecca 

Marketing LLC, at 215 893 0485 x 112. Also, the authorized executor ofthe contract, Stacey Alphonso, 

President, Mecca Marketing LLC at 215 893 0485 x 111 for RFP related inquiries. Thank You. 

Sinc/rely, 

S^cey Alphonso, Presi 

1616 Walnut Street Suite 1916 • Philadelphia, PA 19103 • P 215.893.0485 • F 215.893.0486 • www.meccamarketing.com 
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LETTER OF AGREEMENT 

June 15^^2005 

The Port Authority of New York and New Jersey 
225 Park Avenue South 
New York, New York 10003 

Ladies and Gentlemen: 

In cormection with the preparation, for the Advertising RFP submission to The Port Authority of 
New York & New Jersey, MECCA MARKETING MEDIA, LLC must demonstrate that it will take the 
necessary steps to protect the value of authorized advertising privileges and the rights of authorized 
marketmg partners by abiding by the terms and conditions ofthe contract. 

This letter, when countersigned by you, will evidence the Port Authority of New York and New 
Jersey's ("PA") agreement to assist Mecca Marketing Media with its efforts to maximize revenue from 
non toll and fare sources. Subject to and in accordance with the terms of this Letter Agreement (1) it will 
license to MECCA MARKETING MEDIA, LLC inclusive (the "License Period"), and (2) all ftiture 
agreements which grant rights to the advertising space under the PA's control at its facilities will contain 
an acknowledgement ofthe terms of this Letter Agreement and will requke all licensees, permitees, 
vendors and contractors to comply with the terms of this Letter Agreement. 

Notwithstanding the generality ofthe foregoing or anything to the contrary stated herein, the PA's 
obligation to make available advertising space to MECCA MARKETING MEDIA, LLC under this 
Letter Agreement shall be subject to all ofthe followmg: (1) with respect to all terminals not under the 
control ofthe PA, the rights of third parties with which the PA has entered into agreements as ofthe date 
ofthe execution of this Letter Agreement, including, but not limited lo, the rights of terminal airline 
lessees, (2) the PA's tenant alteration and application process (the "TAA process"), which shall apply, 
among other things, to the installation, maintenance, and location of any advertising, (3) the PA rules, 
regulations and policies concerning content of advertising in effect firom time to time, and (4) the receipt 
by the PA of a written notice from MECCA MARKETING MEDIA, LLC not less than sixty (60) days 
prior to the start ofthe License Period (the "sixty-day notice") statmg (i) that Mecca Marketing Media, 
LLC intends to exercise the rights granted to it by this Letter Agreement, and (ii) the information 
required in paragraph 4 of this Letter Agreement, and (3) receiving the requisite prior authorization(s) of 
the Board of Commissioners ofthe PA. 

1616 Walnut Street Suite 1916 • Philadelphia, PA 19103 • P 215,893.0485 • F 215.893.0486 • www.meccamarketlng.com 
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1. License Fee. The license fee for Ad Space shall be calculated as follows: the average price for 
various types of advertising (e.g., wall wraps, spectaculars and dioramas, music vending machines, car 
cards, magazine) as established by the relevant advertising permittees/lessees then under contract with 
the PA at its facilities for 2005, 2006, and 2007 (the "Average Price"), multiplied by the percentage 
increase projected as of December 31, 2008, for the period 2009 through 2012, by the Consumer Price 
Index for All Urban Consimiers-New York-Northern New Jersey-Long Island, NY-NJ-CT (All Items, 
unadjusted 1982-84=100) published by the Bureau of Labor Statistics ofthe United States Department of 
Labor, plus a twenty percent t(20%) premium. Such 20% premium shall be referred to herein as the 
Olympic Premium. 

2. Assignment. The parties acknowledge and agree that should the contract be awarded, MECCA 
MARKETING MEDL^, LLC will be succeeded by The Port Authority of New York and New Jersey that 
shall receive fi'om MECCA MARKETING MEDIA, LLC an assignment of all rights, and shall assume 
all obligations concerning, arrangements underlying the bid including all rights pursuant to this Letter 
Agreement and shall be the organizarion to conduct the advertising program and carry out the rights and 
responsibilities of MECCA MARKETING MEDIA, LLC hereunder. 

3. Termination. This Letter Agreement will terminate upon the failure of Mecca Marketing Media 
to be awarded the contract by the Port Authority or the failure ofthe PA to receive the sixty-day notice 
described herein. 

4. Uncommitted Ad Space. The sixty-day notice shall identity all Ad Space contractually 
committed to by written agreement, between the Port Authority and Mecca Marketmg Media, LLC, for 
advertising at each PA facility during the period ofthe contract and for the period commenting theory 
(30) days prior to die start ofthe services. Any advertising space at a PA facility which is not identified 
in the sixty-day notice shall be deemed to be uncommitted Ad Space and, accordingly, shall not be 
subject to this Letter Agreement and may be sold, licensed or leased without restriction or condition. In 
addition, MECCA MARKETING MEDIA, LLC acknowledge and agrees that between the date of this 
Agreement and the start ofthe contract, the Port Authority shall have the right in its sole discretion to 
elimmate or modify existing advertising space at any its facilitates, including but no limited to any ofthe 
Ad Space, and convert such space to another purpose. 

5. Representations and Warranties of PA 

(a) Upon receipt ofthe requisite prior authorization(s) firom the Board of. commissioners, 
the PA has all necessary power and authority to enter into this Letter Agreement and to perform its 
obUgations hereunder; the execution of this Agreement by PA and the performance by PA of its 
bligations hereunder have been duly authorized by all necessary corporate action on. the party of PA; and 
this Letter 

1616 Walnut Street Suite 1916 • Philadelphia, PA 19103 • P 215.893.0485 • F 215.893.0486 • www.meccamarketing.com'^ 
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Agreement has been duly executed and delivered by PA and is valid and binding obligation of PA 
enforceable against PA in accordance with its terms. 

(b) PA fiirther represents and warrants that it owns or controls all ofthe 
Ad Space and that Schedule A is a complete list ofthe number of locations of advertising space at each 
ofthe PA facilities as ofthe date ofthe execution of this Letter Agreement by the PA; provided, 
however, that the failure of any third party to comply with the terms of any agreement between said third 
party and the PA, shall not constitute a breach of this Letter Agreement by the PA and provided, fiirther, 
this Letter Agreement shall not require the PA or any of its advertising permittees/lessees lo breach any 
existing agreement to which it is a party as ofthe date ofthe PA's execution of this Letter Agreement. 

(c) PA fiirther represents and wartants that entering into this Letter Agreement will not 
conflict with any other obligations or agreements to which PA is a party and PA covenants not to enter 
into any conflicting agreements during the term of this Letter Agreement. 

6. Representations and Warranties of Mecca Marketing Media. LLC. 
Mecca Marketing Media LLC, has all necessary power and authority to enter into this Letter Agreement 
by Mecca Marketing Media executives and the performance by hereunder; the execution of this Letter 
Agreement by MECCA MARKETING MEDIA, LLC of its obligations hereunder have been duly 
authorized by all necessary corporate action on the part of Mecca Marketing Media, LLC; and this Letter 
Agreement has been duly executed and delivered by MECCA MARKETING MEDIA, LLC and is a 
valid binding obligation of MECCA MARKETING MEDIA, LLC enforceable against MECCA 
MARKETING MEDIA, LLC in accordance with its terms 

7. Remedies. Each party acknowledges that monetary damages may not be an adequate remedy 
for any breach of threatened breach ofthe provisions of this Letter Agreement by the other party, and that 
such fu-st party shall be entitled to seek equitable relief, including a temporary restraming order, a 
preliminary or permanent injunction or specific performance, as a remedy for any such breach or 
threatened breach. Each party agrees that in the event such equitable relief is granted by a court of 
competent jurisdiction that the party seeking equitable relief shall not be required to post a bond in 
connection therewith. Each party fiirther agrees that the remedies of a temporary restraining order, 
prelimmary or permanent injunction or specific performance shall not be deemed to be the exclusive 
remedies for a breach of this Letter Agreement but shall be in addition to all other remedies available at 
law or equity. Notwithstanding the foregoing, any lawsuit or other claim against the PA or its 
Commissioners, officers or employees shall be subject to all prohibitions, limitations, requirements and 
restrictions for commencement and maintenance of lawsuits and other claims against the PA, its 
Commissioners, officers or employees set forth in the statues ofthe New York law, including but not 
limited to statues 
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codified in the New York unconsolidated Laws, and requirements and restrictions are not waived by this 
paragraph. 

8. Governing Law. This Letter Agreement is made under, and will be construed in accordance, 
with the laws ofthe State of New York, without giving effect to its principles of conflict of laws. 

9. No Personal Liability. No Commissioner, director, officer, agent or employee of either party 
shall be charged personally or held contractually liable by or to the other party imder any term of 
provision of this Letter Agreement or of any modification or amendment hereto or because of any breach 
thereof, or because of its execution or attempted execution. 

10. Entire Agreement. This Letter Agreement constitutes the entire agreement between the PA 
and Mecca Marketing Media on the subject matter and may not be changed, modified, discharged or 
extended except by mstrument in writing duly executed on behalf of both the PA and Mecca Marketing 
Media, LLC. Mecca Marketing Media, LLC agrees that no representations or warranties shall be binding 
upon the PA unless expressed in writing in this Letter Agreement. 

Please confirm your agreement to the matters refereed to and set forth in this letter by signing, 
dating and returning a copy of this letter to me. 

Very truly yours, 

stacev Aipnonso 

Title: p U ^ i ^ J r -

Accepted and Agreed to: 

The Port Authority of New York and New Jersey 

By:̂  

Title:, 

Date: 

Chief of Public and Govenmient Affairs 
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: Executive Summary 

. Mecca Marketuig Media, LLC is a fully uitegrated marketing and advertising agency located in 

: Philadelphia, Pennsylvania. Mecca is an award winning agency, and has grown into a recognized brand 

\ within the multicultural marketing industry. The company has extensive experience developing and 

i implementing advertising strategies for organizations that have a keen desire to maximize profits fi'om 

; revenue resources, or revitalize stagnant products. Mecca Marketing Media, LLC understands the current 

! need of The Port Authority as well as the scope of work, and is requesting the proper consideration in 

aiding the company in its quest to generate additional revenue fi^om non toll and fare sources. In this 

proposal you will fmd recommended strategy and approach as well as fmancial forecasts that show the ROI 

(retum on investment) to The Port Authority of New Jersey and New York. Mecca Marketing Media will 

clearly articulate our ability to satisfy the requirements ofthe RFP, based on the knowledge and the skill 

sets of our organization, and previous experience. This proposal will also provide the Port Authority with 

creative and irmovative ideas in regards to out-of-home advertising concepts, new media, and print= 

programs that our firm will be responsible for, in regards to the development and execution ofthe 

recommended strategy. Mecca Marketing Media, LLC is a well suited fmn for the job, and will provide 

the Port Authority with the stability and direction needed in effort to reach optimal revenue success. 
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Business Plan 
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Mecca Marketing Media, LLC 

1. EXECUTIVE SUMMARY 

1.1 The Description ofthe Company 

Mecca Marketing Media, LLC (Mecca) is an advertising and marketing communications firm started in 1999 in 
the State of Pennsylvania. It was formed to provide company executives a reliable, high quality alternative for " 
creating advertising and marketing campaigns through an integrated marketing approach of media placement, 
PR, and communications services among targeted and ethnic markets. The key component of Mecca's service is 
in identifying targeted media channels to reach specific groups. Targeted marketing is more valuable and cost 
effective than marketing to a general mass. The company's founder, Stacey M. Alphonso, has served as a 
professional in the marketing and advertising industry for the last 11 years. 

1.2 The Company's i\/!ission Statement 

The mission of Mecca is to become the premier provider of marketing and advertising services for medium to 
large company executives and be recognized as the most iimovative marketing company in the Greater 
Philadelphia area. Mecca is dedicated to building long-term relationships with customers through properly 
uncovering clients needs, ascertaining client-specific industry knowledge and delivering a solid product that will 
ensure brand awareness and equity. 

1.3 Business Operations 

Mecca is currently a home-based company in Harleysville, PA (Montgomery County). Mecca's founder, Stacey 
M. Alphonso, having worked with large corporate clients such as Midas, KFC and LA Weightloss Centers 
began to identify the increasing need for targeted marketing. Since it's inception in 1999, Mecca is already 
establishing itself as "The" company to turn to for experienced target marketing and has designed both general 
and ethnic marketing endeavors for clients such as McNeil Consumer Healthcare, Aetna U.S Healthcare, 
Commonwealth Energy and Regent Shoes. Ms. Alphonso has taken appropriate actions to propel her business 
forward by completing an entrepreneurial course in 1999 with the Women's Opportunity Resource Center 
(WORC) and recently concluding an 11-week intensive Fast Trac Planning entrepreneurial studies program 
offered by the Women's Business Development Center (WBDC). 
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offered by the Women's Business Development Center (WBDC). 
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1.4 Market Analysis 

Mecca targets executives in medium to large enterprises who manage budgets earmarked for product 
development, marketing and sales of product and services for targeted groups, most notably African Americans. 
Our direct competition comes from other agencies that provide ethnic marketing services and based in the 
Greater Philadelphia area: Crawley, Haskins and Rogers, Beach Advertising, Harmelin Media (Intermixx and 
Mendoza), and Ross & Associates. Our unique positioning is through our "target marketing" approach. Mecca's 
aim is to service each client's target or core market segment by identifying each nuance of the intended target, 
research our clients industry and strategically create value. Mecca also positions itself apart from the 
competition with an unsurpassed client intimacy business model. Apart from being just a vendor, Mecca takes 
on the role of "partnering" with our clients to provide complete iimovative solutions to their needs as well as, 
customer relationship management, competitive rates, and flexible payment options. We will capitaHze on this 
positioning through use of three "new business'strategies" in order to sell seven basic service lines as detailed in 
our marketing plan. 

Mecca will reach its target market through: 

• Advertising in trade publications and directories 

• Direct sales: opt-in internet emails from our electronic "Mecca-zine" and other acquired list 

• Internet website www.meccamarketing. com 

• Cold calls to prospective cUents 

• Association networking 

• Client referrals 

• Publicity campaigns geared around company activity and founder profiles 

• RFPs 

1.5 Organization and Financial plan 

The company's goal is to grow steadily, becoming profitable in the third year of business. In our first year of 
operations (August '99 - July '00), Mecca reached $63,000 in gross billings. Sales increased in the second year 
slightly in Fiscal Year 2000 ending with $68,000. To date the company has been self-sustaining without any 
third party rmancing and is having a banner year at a target pace of $110,000 in gross billings. In an 
attempt to continue fiirther growth, support our increasing activity and provide the most innovative services to 
our clients, Mecca plans to incorporate the following: 

C u r r e n t year - focus efforts on aggressive marketing to increase our clientele through acquiring qualified 
personnel. The company has recently developed a sales program and employed one employee that will bring 
qualified sales expertise to generate and service accounts. If selected as a finalist, Mecca wdll dishibute 30% of 
the awarded sum to support personnel efforts by employing two additional account reps under our 
commissions/draw structure. An additional 30% will be allocated to equipment such as a Dell computer 
networking system with terminals ($4,000) and supporting marketing software (Smartplus $2,000) to divulge 
consumer attitudes, behaviors and desires and predict who tomorrow's consumers will be. This will be essential 
to tracking marketing campaign progress for oiu- cUents and improve our productivity and service output. 

©2002 Mecca Marketing Media, LLC 2 
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development, marketing and sales of product and services for targeted groups, most notably African Americans. 
Our direct competition comes from other agencies that provide ethnic marketing services and based in the 
Greater Philadelphia area: Crawley, Haskins and Rogers, Beach Advertising, Harmelin Media (Intermixx and 
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Mecca will reach its target market through: 

Advertising in trade publications and directories 

Direct sales: opt-in internet emails from our electronic "Mecca-zine" and other acquired list 

Internet website www.meccamarketing.com 

Cold calls to prospective cUents 

Association networking 

Client referrals 

Publicity campaigns geared around company activity and founder profiles 

RFPs 

1.5 Organization and Financial plan 
i 
) 
\ The company's goal is to grow steadily, becoming profitable in the third year of business. In our fust year of 
^ operations (August '99 - July '00), Mecca reached $63,000 in gross billings. Sales increased in the second year 

sUghtly in Fiscal Year 2000 ending with $68,000. To date the company has been self-sustaining without any 
third party financing and is having a banner year at a target pace of $110,000 in gross bilUngs. In an 
attempt to continue further growth, support our increasing activity and provide the most innovative services to 
our clients, Mecca plans to incorporate the following: 

C u r r e n t year- focus efforts on aggressive marketing to increase our clientele through acquiring qualified 
personnel. The company has recently developed a sales program and employed one employee that will bring 
qualified sales expertise to generate and service accounts. If selected as a finalist, Mecca will distribute 3 0% of 
the awarded sum to support personnel efforts by employing two additional account reps under our 
commissions/draw structure. An additional 30% will be allocated to equipment such as a Dell computer 
networking system with terminals ($4,000) and supporting marketing sofbvare (Smartplus $2,000) to divulge 
consumer attitudes, behaviors and desires and predict who tomorrow's consumers wiU be. This will be essential 
to tracking marketing campaign progress for our clients and unprove our productivity and service output. 
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2002 - 2003 year- By reaching our current year goals, Mecca will have generated higher revenue, support 
personnel and capital to begin initial investigations to relocate into affordable office space (500 sq. ft) in the 
Plymouth Meeting, Conshohocken or Bala Cynwyd areas and will allocate 25% ofthe awarded sum to acquire 
such space. The remaining 15% will be set aside for marketing and promotions to aid in generating new 
business. 

2. INDUSTRY PROFILE 

2.1 Current size 
The US dominates the advertising industry, accounting for 62% of total ad expenditures (two-thirds of 
companies are based in the US. Today the biggest buyer of advertising by category is the automotive segment, 
followed by retail, business and consumer services, entertainment, and food. However, Internet and technology 
companies have all boosted their advertising budgets as their products become increasingly indispensable in our 
lives. In fact, the ad industry has neariy tripled its ad spending, from roughly $600 million to $2 billion in about 
five years. 

Latest Hoover reports indicate that major advertisers routinely spend hundreds of thousands of dollars for 30 or 
60 seconds of airtime. The people who want consumers to spend money on their products bought over $38 
bilUon worth of airtime from television networks in 1997 to try to convince people that their brand will make 
breath fresher, clothes brighter, and life better. 

The advertising industry is subject to regulation by the Federal Trade Commission (FTC), Food and Drug 
Administration (FDA), various grass-roots civic groups, and trade organizations such as the National 
Advertising Division ofthe Council of Better Business Bureaus. Because of relaxed federal regulations, 
advertising firms have enjoyed larger contracts with the pharmaceutical industry, highlighted by Bob Dole's TV 
endorsement of Viagra, made by manufacturers such as Eli Lilly have increased spending by more than 30% 
since the FDA's loosening of regulations. Outdoor advertising, ranging from giant billboards to subway posters, 
is one ofthe smallest segments at just over $2 billion per year in expenditures. Gridlock traffic in cities has led 
to increased sales for outdoor ads, but the fastest-growing segment is much more high-tech: online and 
interactive advertising. Current estimates put online ad revenue at about $ 1.4 billion in 1998 (up from $900 
miUion in 1997). 

2.2 Growth potential 
The estimated total spending on advertising in the US is about $ 187 billion a year, including television (the # 1 
medium by sales), radio, newspapers, magazines, outdoor billboards, telephone directories, direct mail, and the 
new frontier of Web advertising. That figure is growing at about 7% per year. 

2.3 Growth Potential for Targeted Ethnic Marketing 

A recent survey revealed the future of ethnic marketing is extremely promising into the 21" century. The survey 
polled 43 top national opinion leaders about the state ofthe industry and showed that neariy all 

respondents have seen an increased interest in marketing to ethnic populations over the past five years and will 
continue to increase over the next five years by 10% or more. Most also believe that ad budgets for this segment 
will increase by 25%i. 

(See full article in appendix) 
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3 

2.4 industry trends 

Firms in the advertising and marketing industry prepare advertisements and marketing communications strategy 
for other companies and organizations and might also arrange to place ads in print, broadcast, interactive, and 
other media. This industry also includes firms that sell advertising space for publications, radio, television, and 
the Internet. Divisions of companies that produce and place their own advertising are not considered part of this 
industry. 

Companies often look to advertising and marketing as a way of increasing sales. Most companies do not have 
the staff with the necessary skills or experience to create effective advertisements; furthermore, many advertising 
campaigns are temporary, so employers would have difficulty maintaining their own advertising staff. Instead, 
companies commonly solicit bids from ad agencies to develop marketing campaigns and tactics for them. Next, 
ad agencies offering their services to the company often make presentations. If an agency wins the account, the 
real work begins. Various departments within the agency—such as creative, production, media, public relations 
and research—work together to meet the client's marketing goal of increasing sales. 

3. MARKETING 

3.1 Customer Profile 
Mecca's most important group of potential customers are executives in medium to large enterprises. These are 
marketing managers, brand managers, and sales managers, charged with the task of handling budgets earmarked 
for advertising, marketing or sales development. Mecca's ideal customer comes from the industries directly 
related from our past experiences, Retail and Sports/Entertainment, as well as industries that have increasing 
economic outiooks and great needs among ethnic audiences such as Healthcare Services. Mecca's target market 
primarily consists of firms with 100- 499 employees and a sales volume averaging $5,000,000 - 9,999,999. 
They need one agency to handle everything from marketing analysis, recommendations to promotional 
execution, and third-party tie-ins. Working with Mecca is a more professional, less risky way to develop new 
targeted marketing/advertising campaigns and communication strategies than working with inexperienced in-
house resources or our competition. 

3.2 Competition 
The mission of Mecca is to become the premier provider of marketing and advertising services for medium to 
large enterprise executives and be recognized as the most innovative marketing company in the Greater 
Philadelphia area. Mecca's competition is based on a few large Philadelphia-based (national) agencies as well 
as hundreds of smaller participants; many witii questionable expertise. Mecca is currentiy positioned above the 
majority of these smaller participants with improved expertise, background, branding and presence in the 
market. Among the larger agencies however, Mecca has many competitive challenges it is actively addressmg 
such as annual billings, personnel power and capabilities, and years of establishment. One area in which Mecca 
sufficientiy competes with such companies is in image branding and collateral. Mecca is dedicated to building 
long-term relationships with customers through property uncovering client needs, ascertaining client-specific 
industry knowledge and delivering a solid product that wiU ensure brand awareness and equity. 

We see our chief competitors to be tiie larger target marketing fums in tiie Philadelphia area, i.e., 
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Crawley, Haskins and Rogers 

Harmelin Media (Intermixx and Mendoza) 

Beach Advertising 

Ross & Associates 

(See appendix for full competitive analysis) 

3.3 Revenue Strategies 
Mecca will achieve continued revenue growth by positioning itself as a full service target marketing educator, 

innovator and communicator. The industry trend to reaching ethnic markets in ways that diverse consumers will 
respond is called "acculturation". Businesses need to better capitalize on the cultural differences of different 
segmented communities as well as ethnic characteristics such as purchase power, household decision 

maker, consumption habits and basic interests amongst these markets to best serve their needs. More importantly 
for our clients, the message their business delivers will tap into previously overlooked revenue sources. With 
our services, smart businesses will gain larger market shares by targeting these lucrative segments by 
introducing products specifically for their needs and putting their faces in their advertisements. By means of 
our "acculturation method" we will educate customers on the business opportunity that target markets represent 
to their top and bottom lines and develop and implement target marketing strategies that deepen segment 
penetration, enhance segment loyalty and solidify and stiengthen brand relationships. We will capitalize on this 
positioning through use of three new business strategies in order to sell seven basic service lines as detailed in 
the table below: 

Service Line 

Strategic Plans/Consulting 

Brand Dev. & Ex. 

Creative / Message D&E 

Media D&E 

Research 

Publishing/ Seminars 

Events & Publicity 

2002 - 2003 New Business Strategies 

Cannibalized Growth 

$6,000 

$3,000 

$5,000 

$175,000 

S3,000 

$1,000 

$9,000 

Present Customer Growth 

$5,760 

$1,000 

$3,420 

$140,000 

$8,000 

$0 

57,000 

New Customer Growth 

S7,000 

$7,500 

$9,000 

$201,000 

$15,000 

$6,000 

$24,000. 

As Mecca is still in a tremendous grovrth mode, the prime source of new business will continue to come from 
the newly acquired business won from direct competitors, prospects contacted through our personal network and 
government contracts. The estimated revenue in the chart above is an estimate over the next year and 
corresponds with our Sales Forecast. 
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Pr ice & Dis t r ibu t ion P l an 

Mecca will price its services on the basis of 3 types of contractual agreements: 

• Agency of Record- This agreement allows for ongoing contracted services with a full array of 
relationship, services and price structures. 

• Project-based marketing/advertising- Under this agreement, the engagement has a set start date and 
end date with an agreed upon total project cost. At the end ofthe engagement there are no further ties 
or mutual liabilities unless a new agreement is formalized. 

• Retainer- This agreement is flexible in that it may or may not have a set time but is based on work 
performed against time on a set hourly basis. Cost may vary month to month. 

Our standard billing structure is based on variable hourly rates, marked up charges for materials and 
outsourced services and media commissions. The mix and structure of these charge types will vary by customer 
contract. This high level of contractual flexibility is deliberate as a means of reducing price as a barrier to new 
business acquisition. 

3.4 Competitive Edge 

We believe that Mecca will be successful in countering competitive pressures. We have already gained a 
competitive edge over many ofthe agencies in the smaller fum category that we know of that can claim 
anywhere near as much specific expertise on developing marketing commimications solutions in the market 
dealing witii our target market range. Our positioning on this point is very hard to match, but only if we maintain 
this focus in our strategy, new business development and service output. 

Mecca intends to progress from a local player among the larger agencies into a regional player and ultimately 
becoming national in scope. Our strategy is to promote a high level of expertise an innovation that is absent 
among the larger, more rigid "Big Boys". We intend to promote our flexibility as a young and thriving company 
with innovative concepts. We will continue to build a network of affiliations and maintain a level of visibility 
that will keep us on the short list and top of mind recognition when deciding on advertising services. We also 
turn to seminars, forums, speaking opportunities at trade shows, magazine articles and the publishing of our 
email news letter, "Mecca-zine" 

Our unique positioning is through our "target marketing" approach. The biggest pitfall ethnic marketing 
agencies encounter from potential clients is the tendency to segment services as "only" capable of handUng a 

I particular clientele. By branding Mecca as a "Target Marketing" Agency, we extend our capabilities in the 
i ^ client's mind beyond ethnic populations. Targeted marketing is more cost effective, whether the targeted 
I ̂  segment is upper income working women or Afiican American men, than blasting a campaign message to a mass 

audience. Mecca's aim is to service each client's target or core market segment by identifying each nuance of 
the intended target, research our clients industry and strategically create value. Mecca also positions itself apart 

x̂- from the competition with an unsurpassed client intimacy business model apart from being just a vendor but 
partnering with our clients to provide complete innovative solutions to their needs as well as, customer 
relationship management, competitive rates, and flexible payment options. We believe that the relationships we 
build with our clients is not a sprint but a marathon. We are in it for the long haul to bring equity to their top and 
bottom line. 
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4.4 Hours and Location of Operations 

Mecca Marketing Media, LLC is currentiy a home-based, minority and woman owned Limited Liability 
Company based in Harleysville, (Montgomery County) PA. An additional office has been established at 11631 
Caroline Road in Northeast Philadelphia (Philadelphia County). The company began as a partnership and • 
registered as a Limited LiabiUty Company in the State of Pennsylvania in 2001. Mecca Marketing Media, LLC 
chose to open their initial office in Harleysville, PA because it was most cost effective to run the business home-
based without the need to entertain clients on the premises. The location also is close to Philadelphia where 
many ofthe targeted businesses operate. The final factor in the location in Montgomery County is the tax breaks 
that are extended in the area. 

4.5 Personnel requirements 

In an effort lo combat personnel challenges, Mecca has recently developed a sales program and employed one 
employee that will bring qualified sales expertise to generate and service accounts. This vrill bolster our 
capabilities to match our positioning. Our total head count should increase to five by year end of 2002. If 
selected as a finalist, Mecca will distribute 30% ofthe awarded sum to support personnel efforts by employing 
two additional account reps under our commissions/draw structure and eventually fill the open positions as 
indicated in the organization chart. Below is the average hourly cost for occupations in the advertising agency in 
which we will based our forecasts. 

m 

Median hourly earnings ofthe largest occupations in advertising, 2001 

Occupation 

General managers and top executives 

Marketing, advertising, and public relations managers 

Writers and editors 

Artists and related workers 

Sales agents, advertising 

First-line supervisors and managers/supervisors-clerical and administrative 
support workers 

Secretaries, except legal and medical 

Bookkeeping, accounting, and auditing clerks 

General office clerks 

Advertising 

$45.53 

26.11 

18.31 

16.74 

15.68 

15.17 

11.89 

11.54 

9.23 

All industries 

$26.05 

25.61 

15.69 

14.89 

14.16 

14.26 

11.00 

10.80 

9.10 
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Demonstiators and promoters 7.95 7.65 

5. FINANCIAL 

5.1 Current Financial Outlook 

Revenues and earnings ofthe agencies are being significantiy impacted by the slow dovra in advertising in the 
U.S., as well as in most global markets. In 2001, the industry index was down 20%), versus an S% decline in the 
S&P 1500. It is expected to perform in line wath the broader averages in the short term but expects the industry 
to be the first to recover when the econmic outlook improves. Agencies are feeling the bite from on going 
weakness in most sectors of advertising including technology, financial, telecommunications, retail and auto. 
Total domestic doUars in advertising were expected to decline 4% in 2001, versus a 7.9% gain estimated in 
2000. Domestic advertising gained 6.8%) in 1999 and 6.5% gain in 1998. Although advertising has softened each 
month of 2001, it is expected that the trend will bottom out by the fall. 

Gross income in the adverting industry was expected to be relatively flat in 2001 after estimated gains in 1999, 
and 2000. New business has slowed considerably and current customers have cut back on marketing budgets. 
Yet the biggest agencies are gaining market share and are also benefiting from gains in a number of important 
international markets. The long-term outlook for the marketing and advertising industry still remain positive 
because of new markets, new advertisers and new product introductions. A growing number of media outlets, 
increasing marketing segmentation, and other factors boost opportunities. 

5.2 Milestones and Expense 

The company's goal is to grow steadily, becoming profitable in the third year of business. In our first year of 
operations (August '99 - July '00), Mecca reached $63,000 in gross billings. Sales increased in the second year 
slightly in Fiscal Year 2000 ending with $68,000. To date the company has been self-sustaining without any 
third party financing and is having a banner year at a target pace of $110,000 in gross billings. In an 
attempt to continue further growth, support our increasing activity and provide the most innovative services to 
our clients, Mecca plans to incorporate the following: 

Current year- focus efforts on aggressive marketing to increase our clientele through acquiring qualified 
personnel. The company has recently developed a sales program and employed one employee that will bring 
qualified sales expertise to generate and service accoimts. Our next candidate will be an experienced person in 
the sales and account servicing profession with a proven track record to bring in accounts. According to the 
salary averages located in section 4.5, we estimate that the salary for this individual should average $30,000 
annually. We assume that in three months the sales employees will generate enough monthly revenue to begin 
paying for themselves after 90 days. This is estimated at $ 17,000in revenues for a salary of $30,000 and $9,000 
month for a Jr. Account Executive making $18,000 annually in the first year of employment. We target January 
of 2003 as the milestone date to bring on this Jr. level person. This accounts for our aggressive growth tactics in 
the sales forecast in the later part of 2002. We expect that sales growth will begin to taper off at a more modest 
rate by 2004 and beyond. . If selected as a finalist, Mecca will distribute 30% ofthe awarded sum to support 

:l|8 personnel efforts for the two additional account reps under our commissions/draw structure. An additional 30%) 

will be allocated to equipment such as a Dell computer networking system with terminals ($4,000) and 
supporting marketing sofhvare (Smartplus, $2000) to divulge consumer attitudes, behaviors and desires and 
predict who tomorrow's consumers will be. This will be essential to ttacking marketing campaign progress for 
our clients and improve our productivity and service output 
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2002 Milestone Plan 

Office Location 
Office Equipment 
Software 
Staffing 
Web Enhancements 
Business Coilateral 
Advertising 

3/1/2002 
12/1/2002 
6/1/2002 
5/1/2002 

2/15/2002 
7/1/2002 
1/1/2003 

12/1/2002 
12/31/2002 

11/1/2002 
7/1/2002 
B/1/2002 

7/31/2002 
6/1/2003 

S8.000 
sa.OQO 
$5,000 

SI 0.000 
SI ,500 

S600 
55.000 

SMA 
SMA 
SMA 
SPG 
SPG 
SPG 
SPG 

Operations 
Admin 
Admin 

Accl. Services 
Marketing 

Busines Dev. 
Business Dev. 

rĉ \i'im^̂ î '̂ urm^̂ ŝ ŷ '̂ î im%<^̂ î ^̂ i-̂ ^̂ ^ 

The above table lists important milestones with details and managers in charge, and proposed budgets for each. 
The milestone schedule indicates our emphasis on planning for implementation. What the table does not show is 
the commitment behind it. Our operations strategy includes complete provisions for plan-vs. - actual analysis 
and we will hold monthly follow-up meetings to discuss variance and course corrections. 

2002 - 2003 year- By reaching our current year goals, Mecca will have generated higher revenue, support 
personnel and various capital resources to begin initial investigations to relocate into affordable office space 
(500 sq. ft) in the Plymouth Meeting, Conshohocken or Bala Cynvi^d areas and will allocate 25% ofthe 
awarded sum to acquire such space. The remaining 15% will be set aside for marketing and promotions to aid in 
generating new business. 

5.3 Sales Strategy 

SalQs by Year (Planned) 

strategic Plans ConauRing 

Branding Developmflrtt & Execution 

Creattve/Meesage D&E 

Media D&E 

Research/Focus Groups 

PubGshlng/Seminare 

EventafPuUlc Relations 

2001 2002 2Cl[» 
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The table and chart above give a run-down on forecasted sales for FY2001-FY2003. We use the rate of 34% in 
which are growth has been trending in the past because of our aggressive growth mode. We will look at our 
goals montiily and adjust accordingly. (See appendix for monthly forecast breakout) 

Break Even Analysis 

ffiaatg 
Monthly Units Break-even 
Monthry Sales Break-even 

Average Per-Unit Revenue 
Average Per-Unit Variable Cost 
Estimated Monthly Fixed Cost 

1 
$4,569 

$3,900.00 
$2,560.00 

• $1,570 

Mecca Marketing Media, LLC 

Break-even Analysis 

$14,000 

S12.000 

(S2,coa) 
$0 $7,800 $15,600 $23,400 S31.200 

Monthly break-even point 

$39,000 

m 
Break-wan point > where llns Mereacts wOh 0 

2002 Monthly Cash Flow Statement & Plan 

The Cash flow forecast below indicates a high growth rate. This is due to the new staffing milestones for July. If 
awarded, 30% ofthe amount will go toward to supporting staffing needs. We estimate that revenues wiU 
increase dramatically with the additional personnel. In the fist year and taper off to a more modest gross margin 
once all staffing positions are filled. 
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5.4 Inventory Requirements 

Mecca will have generated a higher revenue base and capital to acquire more advanced technology geared for 
the advertising and marketing industry. In order to think "Out ofthe box", access to the leading technology is 
essential in the areas of market research and media platming. Smartplus is one ofthe leading media software 
packages to aid in creating media plans and negotiations. Research being the cornerstone of any successful 
business venture, Mecca will need to acquire this technology to divulge not only current consumer attitudes, 
behaviors and desires but to also predict who tomorrow's consumers will be. A leading packaged marketing 
information system. Analyst, is a database tool to help in the marketing decision making process through 
assembling all secondary and primary company data. The Survey System by Creative Research Systems in which 
we are also seeking to acquire offers a program that permits the user to summarize research data and create 
tables. The company will also engage in the lease of a CLC printer that will allow for professional in- house 
printing capabilities for graphic arts work. This will add to our bottom line by cutting out the need for outside 
printing services such as Kinko's and allow for in-house printing as an added source of revenue. 

In it's first year of operations, Mecca reached S63,000 in gross billings. Our second year ended August 2001 
with company billings reaching $68,000. In order to perpetuate grovrth, we are estimating that an additional 
$ 10,000 in net profit will be needed to add additional support personnel for a period of three months before they 
will start paying for themselves, $ 12,000 for one year office space in either the Conshohocken, Plymouth 
MeetingorBalaCynwydareaof Montgomery County and an additional $3,000 for utilities of that space. (See 
appendix for monthly sales 1999 - 2001) 

5.5 Important Assumptions 

The financial plan depends on important assumptions, most of which are shown in the foUowing table. The key 
| i underlying assumptions are: 

i l 
!f • We assume a slow growth economy in general to continue. 

We assume that tiiere are no unforeseen changes in technology to make products and equipment related 
to our industry immediately obsolete. 

We assume that Mecca's growth will continue to be higher than average over the next few years 
because ofthe stage of development in which the company is in. We expect that this will taper off in 
fiiture years. 

5.6 Risk analysis 

Sales Projections prove wrong- Mecca will reevaluate the sales forecast and adjust to a more realistic goal that 
will still enable us to stimulate growth. Otiier measures to be executed would be reevaluation of tiie current 
expenditures and cut additional cost where necessary- fixed versus variable cost analysis needed. 

©2002 Mecca Marketing Media, LLC 13 



Mecca Marketing Media, LLC 

1. 

1$ 

Unfavorable Industry Trends- If the market ad economy slows down, personnel will be cut down and there 
would be hiring and spending freeze. - outsource lo lower this risk 

Increase in competition- Our attack will be through aggressive marketing and advertising. Mecca will continue 
to provide top service and entice new customers to take advantage of our offerings. - what key differentiator 
will protect you here? 

5.7 Exit Strategy 

options for exiting this business at any time in the future would most likely involve a merger witii or acquisition 
by a larger or comparably sized communications firm that needs 1) target marketing capabilities and services 
and/or 2) entire to our client list. As we grow, we will periodically look to form strategic partnerships that lend 
themselves to this strategy. Presentiy, we are so focused on how to grow the business that we dare not speculate 
on any likely timing for exiting within 10 years. 

}-^ \, ©2002 Mecca Marketing Media, LLC 14 
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Financial Proposal Revenue to the Port Authority 

Mecca Marketing Media, LLC has explored in accordance with this RFP and industry 

standards the amounts of anticipated revenue. Mecca Marketing Media will project a 

gross sales volume of 50,000,000 dollars for the first year of sales. Mecca Marketing 

Media will further project a MAG of 20,000,000. 

Below you will find a breakdown of forecasted sales by category... 

OUTDOOR ADVERTISING REVENUE DISTIBUTION 

H 

Billboard 
Toll Booth Signage 
Coin Basket Displays 
Interior Card Cars 
Sponsorship Patrol 
Cars 
Wall Scapes 
Ticketed Coupon 
Magazine 
Music Vending 
Machines 

Total 

Forecasted 
Revenue 

20,000,000 
8,000,000 
1.200,000 
1,800,000 

1.300.000 
15,000,000 

800,000 
950,000 

950,000 

50.000.000 

Marketing Strategy and Approach 

From the present understanding ofthe Port Authority of New York and New Jersey's 

present needs and a review ofthe facilities Mecca Marketing Media will recommend a 

range of innovative advertising tactics to generate maximum revenue for the Port 

Authority and PATH from non-toll and fare sources. Mecca Marketing Media will 

devise a marketing strategy that will be centrally controlled aroimd the 5P's of marketing. 



Mecca will consider what is most appropriate for the PA based on.the company's current 

situation and desired outcomes. The strategy built will serve as a guidepost for a variety 

of tactical decisions later in the plan. The following is included in the overall marketing 

services to support the PA. 

Positioning- a clear articulation of who you are and how you are different and a way to 
express this in a large variety of situations 

Packaging- A plan for developing the appropriate marketing materials including but not 
limited to possible enhancements to current marketing collateral 

Promotion- A plan for developing and implementing various promotional vehicles 

Persuasion- An outline ofthe sales strategy 

Performance- A plan for building in feedback and developing channels of 
communication with consumers and internal operations 

Target Markets-
Businesses and organizations who desire to market and advertise their products or 
services to the 450 million commuters, tourist, and locals that travel within the PA 
facilities and locations 

Mecca Marketing Media's Media Philosophy is based on three key principles. 

1. Slow down to speed Up-
Before the planning process can begin, Mecca will collaborate with the client so 
that the campaign objectives and performance expectations are specified. This 
preplanning step ensures that the entire team is working. 

2. Execute with Excellence-
Mecca Marketing believes that successful campaigns come from the overall 
execution of quality work. 

3. Change is Our Friend-
Change is the status quo ofthe 2V^ century. This means that Mecca Marketing Media, 
LLC analyzes every given and looks at the new media opportunities before they fully 
blossom. With traditional media, it means evaluation with a forward look rather than 
a retrospective one. The past is not a predictor ofthe friture. 

Outdoor Advertising Space 



Outdoor Marketing is becoming one ofthe most highly recognized and effective forms of 

advertisement. For this reason companies are aggressively seeking strategies to employ 

out of home advertising tactics into their marketing mix. Billions of dollars are spent 

utilizing this outlet, which makes a good investment for the PA. 

In effort to increase the amount of Ad space and revenue generated from outdoor 

advertising, Mecca Marketing Media, LLC performed a comprehensive situational 

analysis to consider ways in which the Port Authority could maximize the organizations 

ROL In doing such, our team has concluded that The Port Authority of New York and 

New Jersey should employ an innovative advertising strategy to increase non- selling 

advertising space at toll booths, interchange buildings, bus, and train locations, as well as 

space that is not yet being utilized in these areas. Mecca's solution to this problem is to 

offer unique eye-level advertisements that will be seen in the form ofthe plaza toll booth 

window ramp both panorama signage, and coin machine basket displays. Additional 

promotions could include offering advertiser's sponsorship and naming rights ofthe Port 

Authority's courtesy patrol cars. Perforated promotional coupons attached to these 

receipts are highly visible, actionable, and value yielding demonstrable results for 

retailers and attractions. 

ri-l 
Additionally the PA could also generate revenue by implementing a system that allows 

advertisers to provide coupons to consumers on the back of the toll receipts. 

Categories of Advertising Products 



Billboard 
Toll Booth Signage 
Coin Basket Displays 
Interior Card Cars 
Sponsorship Patrol Cars 
Wall Scapes 
Ticketed Coupon 
Magazine 
Music Vending Machines 

Targeted Locations: 

Newark Journal-World Trade Center 

Journal Square-33''' Street 

Hoboken-33"^ Street 

Tunnels( Holland and Lincohi) 

Bus Stations ' 

Bridge Toll Booths 

PATH 

Airport Locations (music vendmg machines) 

Durations of Contract 

Mecca Marketing Media recommends a contract period of 48 months. During this time 

Mecca will successfully design, implement, and evaluate the overall effectiveness ofthe 

program. The timeframe selected will also allow for timetables of design, approvals, 

installation, and the overall maintenance ofthe program. 



Advertising Strategv 

Mecca Marketing Media will exploit all profitable avenues of marketing and advertising 

Ad Space for the PA. Mecca will develop and implement a sales strategy, that assigns 

three sales executives to the PA designated locations to sell the Ad space, Mecca will 

co-market the outdoor advertising space with all other program suggestions( ie music 

vending machines, magazine). Mecca co marketing initiatives will show the overall 

profitability to businesses who wish to reach their audience through outdoor 

advertisement. 

Mecca's first year goal of sales will be for 200,000 million dollars. 

Program rational 

• 450 million people annually pass through the Port Authorities system 

• Unused space will generate additional forms of revenue 

• Increase the attractiveness of facilities 

1 

Print Media-Magazine Publication 

MECCA MARKETING MEDIA, LLC recognizes the importance and effectiveness of 

print media publications, and the profitable source of revenue that it can generate. For 

this reason our staff recommends the development and implementation of a monthly 

magazine publication provided by The Port Authority geared towards providing 

consumers with coupons, enticing advertisements and educational information about the 

Port Authority. This publication would be available to commuter when passing through 

interchange stations or on board. 



r 

1 ' . 
1 • 

i: . 

This magazine would generate revenue and support economic growth by offering 

area businesses another avenue of advertising within the Port Authority, while also 

satisfying the needs ofthe riders. This publication would be offered to the riders at no 

cost, and would be financially supported by advertisers. Studies have shown that riders 

are more adept to reading, and listening to music while traveling. 

Magazine Cost 

Printing from digital page layouts 

Quantity: 5,000 

Page Coimt: 32 Pages 

Trim Size: Newsstand 8 3/8 "x 10 3/4 

Prmting Specs :5K Additional Ik's 

1(16) Page 4/4 60 lb #5 Gloss Book Enamel $2,070 $100 

1(16) Page 4/4 60 lb #5 Gloss Book Enamel $2,070 $100 

Saddle Stitch $250 $25 

5K TOTAL $4,390 

ADDITIONAL l,000's= $225 

OPTIONS: 

Production: Customer to supply digital format 

Distribution: Boxed & Pallet Ship to PA location-(Estimate $220) 

OR Labeling: Ink Jet or Cheshire $25 set Up $20 per K 

Mailing to database: Bulk rate eamed(Estimate .20cents each USA) 

Innovative Ideas-Music Vending Machines 

£ r 



The Port Authority of New York and New Jersey oversees some ofthe most high profile 

transportation facilities in the world, because of this MECCA MARKETING MEDIA 

LLC affirms that it is only right to provide the Authority with cutting edge solutions, that 

will keep the organization at the forefront ofthe transportation industry, and abreast on 

on the emerging needs of technological consumers. 

Music vending machines are a new and innovative way of supplying consumers with 

their needs in a non-traditional format. These machines are steadily on the rise, and 

. making their way into the American culture. Music vending machines are touch screen 

vending machmes packed with millions of downloadable songs. Each vending machine 

will enable riders to download music to a basic mobile phone or digital music player via 

ports located on the sides ofthe terminals. These kiosks would certainly be a hit amongst 

patrons. In today's day and age music downloading has become a commonality, and a 

necessity for almost everyone. 

Looking at The Port Authorities needs, and current situation, MECCA 

MARKETING MEDIA, LLC recommends strategically placing the music vending 

machines in mterchange buildmgs, trains, airports, bus stations, and path terminals. 

Music downloads are sold on average at the rate of $.99 per download. 

Music Kiosks also generate another source of revenue by offering advertisers ad 

space on the sides ofthe kiosks, as well as on screen. On screen advertisements can be 

viewed while consumers are waiting for their downloads. 



Timetable 

! % • • 

Planning 

Implementation 

Evaluation 

.16 weeks 

120 weeks 

10 weeks 

Budget 

The proposed Marketing & Advertising Campaign will be planned around an 

anticipated budget of $3,000,000 for full plan execution. The Plan presented does 

include all components recommended by Mecca Marketing Media, LLC. This 

plan is eligible for revision, and will be revised if indicated by the PA management 

team or the Mecca Marketing Media, LLC. The budget will be appropriately 

distributed amongst the marketmg categories listed below. Upon plan finalization 

Mecca Marketing will provide the PA with a comprehensive spread sheet that will 

identify the anticipated amount of dollars to be spent on each marketing tacric. The 

budget plan will also reflect the percent of total budget dollars spent in each category. 

Budget components: 
1. Construction (Advertismg Spectaculars) 250,000 
2. Design (Advertismg Spectaculars) 200,000 
3. hnplementation 2,000,000 
4. Personal Sellmg/ Operations 75,000 
5. Magazme Costs 120,000 
6. Music Vending Machines 200,000 
7. Research lO'̂ OO 
8. M i s c e l l a n e o u s ' " ° '^" expenditures 

Grand Total: 3,000,000 dollars* 
•Based on company final approval & tactics delivered 
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11:56 AM 
06/03/05 
Accrual Basis 

Mecca Marketing Media, LLC 
Profit & Loss 

January through March 2005 

Jan • Mar 05 

Ordinary Income/Expense 

Income 

Fee Income 

Miscellaneous. 

Postage and Delivery 

SERVICES 

Total Income 

Cost of Goods Sold 

Casual Labor 

Cost of Goods Sold 

DIRECT MARKETING 

EQUIPMENT LEASE 

SUB CONTRACT LABOR 

Total COGS 

Gross Profit 

Expense 

ACCOUNTING 

ADVERTISING 

AUTO EXPENSES 

BANK CHARGES 

BUSINESS PROMOTION 

Dues and Subscriptions 

EQUIPMENT RENTAL 

INSURANCE 

LIFE 

Total INSURANCE 

Meals and Entertainment 

Meals In House 

MEDICAL REIMBURSEMENTS 

OFFICE 

PARKING AND TOLLS 

Q-2 WellsFar^o 
REPAIRS AND MAINTENANCE 

SEMINARS AND TRAINING 

Supplies 

TELEPHONE 

UNIFORMS 

2,620.00 

-187.93 

-67.86 

186,223.00 

188,587.21 

229.75 

23.996.03 

132.100.86 

95.46 

2.740.00 

159,162.10 

29.425.11 

716.00 

100.00 

22.76 

37.00 

344.32 

91.43 

97.80 

112.47 

112.47 

188.77 

9.42 

173.70 

1,480.22 

635.00 

966.67 

217.94 
290.53 

742.59 

1,181.66 
12.60 

LWalnut Street Suite 1916 . Philadelphia. PA 19103 - P 215.893.0485 - F 215.893.0486 • www.meccamarketing.com 
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11:56 AM 
06/03/05 
Accrual Basis 

Web Housting 

Total Expense 

Net Ordinary Income 

Mecca Marketing Media, LLC 
Profit & Loss 

January through March 2005 

Jan - Mar 05 

229.85 

7,650.73 

21,774.38 

Other Income/Expense 
Other Income 

INTEREST INCOME 

Totdl Other Income 

Net Other Income 

Net Income 

0.14 

0.14 

0.14 

21,774.52 

I 'a lnut Street Suite 1916 - Philadelphia. PA 19103 |^215.893.0485 • F 2 1 5 . ^ ^ ) 4 8 6 . w w w . m e c c a m ^ k e t i j ^ ^ m 
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Financial Capability 
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12:00 PM 
06/03/05 
Cash Basis 

ASSETS 

Current Assets 

Checking/Savings 

C-1 COMMERCE CHECKING 

C-2 WACHOVIA BANK 

Total Checking/Savings 

8,442.45 

13,612.66 

22,055.11 

•• m e c c a 
• O M A R K E T I N G 
• S M E D I A 

Mecca Marketing Media, LLC 
Balance Sheet 

As of March 31,2005 

Mar 31, 05 

Total Current Assets 

Other Assets 

K-1 FIXED ASSETS 

Total Other Assets 

TOTAL ASSETS 

LIABILITIES & EQUITY 

Liabilities 

Current Liabilities 

Credit Cards 

M-1 Capital One 

Total Credit Cards 

Total Current Liabilities 

\ r 'TOTAL LIABILITIES & EQUITY 

22,055.11 

8.403.14 

8,403.14 

30,458.25 

-200.00 

-200.00 

-200.00 

! -

i , 
1 •• 

1' ^ 
H •. 

Long Term Liabilities 

Q-1 UP DELL FINANCIAL 

Total Long Term Liabilities 

Total Liabilities 

Equity 

Retained Earnings 

T-1 CAPITAL 

T-2 DRAWING 

Net Income 

Total Equity 

-376.98 

-376.98 

-576.98 

57,549.11 

-2,443.43 

-43,224.97 

19,154.52 

31,035.23 

30,458.25 

Walnut Street Suite 1916 • Philadelphia. PA 19103 • •? 
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MECCA MARKETING MEDIA 
Diversity Mark; 

OUK 
< ."A'/'I'lC, 

The faces of your consumers are changing... 
ARE YOU EQUIPPED TO ADDRESSTHEiR NEEDS? 

This is a changing world and having your message communicated and 
understood among muttl-culturol communities is becoming one of the 
biggest challenges that business professionals face. Diversity marketing 
is about understanding the cultural differences that divide today's 
consumers. Your message must target the heart and soul of their needs |̂ 

..while also identifying with their uniqueness and character. 
^Research shows that the buying power of these communilles will . ;^ | 
^continue to soar. Mecca has extensive experience mariceting and , 
fadvertising to the African American and Latino. Our expertise hos_ 
produced skyrocketed results, and has left business & maricetlr^g °' 
[executives extremely satisfied with our ability to reach these- . u -̂ '-̂ -s .̂ 
[overiooked markets. Diversity marketing simply drives results orKl; 
^reates competitive advantages across industry lines, ^̂  ^:j «^^»^ ^ —----—^ 

today's business arena in order to sustain and fT^alntalr} y o t ^ c o m g g j j j ^ ^ ^ ^ g i t j y e 
[edge you must see eye to eye with oil of your consumers;.^ ̂  

you ready for the challenge? Mecca is! ' • ' ' ' ^ . , .^^.v- ^^^ 
Mecca team provides multi-cultural marketing &advefttsIngslrg^eolg^tt^at^GlpnHwrepresent 

needs of your new consumers. 

» , - z 

^«^-

Multiculh.iral Quick Facts: -4 

fteG230(R3o653|Wi^ 

'e3S2E3CC3SQ<3 

f-The African American & Hispanic Markets qgcoun 

economy. '̂̂  . - ...s^f^gi 
'The percentage gains in purchasing P 9 > f i ^ a ' ' 3 f f i | 

sians -124.8%- African-Amencans ; ^ ? l ^ | g ^ ^ g ^ ^ ^ * - ^ - ^ 
'Communities of color are the mainsTreuM • 

gjjarsoftheU.S 

i & S g g ^ e generol 

boaoDaaoDaa 
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MARKETING MEDIA 
Media Planning and Buying 

The most innovative advertising 
con fail if it is presented to the wron^feudience 

W e work to ensure proper messaging to your target mgfflcglMKe first time. 
Integration is the key to any marketing campaign w h e f l ^ ^ ^ ^ B . o r B2C. We 
provide you with creative marketing that give^vou th|?^nsislefi^iook and feel 
throughout your messaging, ^o the extent,fH<^feeOf^ 
.media. The entire spectrum of media o u t l e t s ; c t J i s n g ^ ^ ^ ^ ^ ^ P ^ n d media 
[vehicles tend to follow people's lifestyle shifts i n | ) ; ^ ^ B ^ ^ ^ ^ M c o n s 
needs effectively. There are constantly new ' f l g ^ P g ^ ^ ^ ^ ^ b l i s h e d , new 
jrodio stations entering the market place, O ' ^ ^ H l ^ ^ ^ ^ ^ ^ ^ i n g sold or 
[changing formats, new television P ^ S g g j J ^ ^ ^ " '^ 
|vithin each medium. Our a p p r o a c d ^ ^ ^ ^ M | 
L n d . We will find the mediums t h a t ^ J P ^ o O ^ 

plates to the needs of your brand.4 

|)ur media planning consist og 

[PLANNING ^ , _ j . 
|etajled analysis studying the variousmjgffi 
^hicles to integrate the clients n e e d ^ j t j 
We most effective marketing approach 

omEss 

•oaoaaaoDQQo 
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ME(SCA MARKETING MEDIA 
Proven Experience 

. t 

^4-

Mecca Marketing has strategically partnerd with these clients by helping them 
reach their Pinnacle.... 
Let us help you reach yours! 

Our Credentials include: 



'''^''^^ws^v^f^fl^^^^ 
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MECCA MARKETING MEDIA 
Public Rela T;̂ ^ 

P R is stiil just OS important as advertising because consumers, voters, citizens, 
^ e\c. trust third-parties more than they trust big companies, politicions and the 
i't government. The media gets knocked around a loti but P^Bfestitl buy 
|: newspapers and magazines,-watch television, listen io ihe^r^ip.and read 

publications online to get ihelr informoilon. . j , , , |.:.. 

* j»" 

PR is getting the advertising message out using a fhird-party^^hich is the 
[jmedia. end that sometimes means as the perspa compqn^^porganization 
[trying to get not iced, PR will otten lend credibility t o - ^ u t f^MSct or service. 
|People believe what they see on the newsond P ^ B t ^ | E ^ ^ ^ I S T H E GLUE IN 
hYOUR MEDIA MIX Marketing Advertising Public Relp|i< 

[communicating the right message about y ^ ^ ^ ^ ^ ^ g ^ ^ s e 
[brand awareness and performance a i p o n g / j ^ 

|f;Community outreach 

[iDevelopment of industry related stories 

pisseminate news and information to. , ^^^^^^^ 
fmedio, industry and customers in < ^ } ^ ! ^ f f : ^ g g ^ 

' VarteTn'g rAayiii 
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MECCA MARKETING MEDIA 
ass Root Promotions... 

Providing direct access to / ^ 
consumers for successful Dist i l l 

marketing d M i i l 
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MECCA MARKETING MEDIA 
Mecca POi'̂  • 
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MARKETING MEDIA 
Mecca Portfolio 

Client: Multicultural Affairs Congress 
( A Division of the Pennsylvania Convention and Visitors Bureau) 

Goal: 
Entice large ethnic 
corporations and family 
reunions to plan their 
events in Philadelphia 

Objective: 
Brand Philadelphia 
as a top destination 
venue 

Strategy: 
Gain high visibility 
utilizing national trade 
publications geared to African 
American and Latino markets 

Tactics: 
Media planning and 
placement. 

Marketing j Adv^gj j j 
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MECCA MARKETING MEDIA 
Mecca Foir . : 

Client: Greater Philadelphia Marketing Tourism Corporation 

'JITVA-'OV/I '.-.. 

* .— •#•.. r M « • — 

• l> J'.««J»%« ••••fc— » » • ' 

• - * « * • - ; * • 

Goal : 
Entice African American tourist to 
visit Philadelphia and ifs surrounding 
countryside. 

Object ive: 
Test market response of branding 
Philadelphia as a top destination 
venue for African American Tourist. 

strategy: 
Identify optimal reŝ t markets end create 
marketing strategy to gain high visibility 
utilizing print publications, television 
and radio advertising, 

Tactics: 
Advertising strategy, Media 
planning and placement. 

Evaluation: 
Test markets booked online ranked numbers 4 

larkets. (Test markets>#| 

PHlLiy^S MORE FUN X 
WHEN YOU SIEEPOVER - ^ x ^ : 

and 5 in the top ten overall m 

^ ' • t 

y toward 
African American oudiences. All other marlcets « « ^ ^ ^ f e carripaigns 

Marketing 
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MECCA MARKETING MEDIA 
.'ecca Po 

Client: School District of Philadelphia 
Goal: 
Brand ths school district among new applicant 
interests, community and current staff 

Objective: 
Recruit the best and the brightest to the 
Philadelphia public school system 

strategy: 
Create a full media blitz of 
"Nominate Your Favorite Teacher" 
and '''Time out tor Teamwork'' affiliation 
v-zith the Philadelphia Eagles 

Tactics: 
Strategic planning,, Branding 

Evaluation: 
Campaign produced 70% increase in teacher applications 

2004 ADDY winner for the skBIful cflrocfton. wrtflng crxJ porformoncB of tti 
series of radio ads for the SchooJ DhMct of PhtodotpWa'i LM». Utam 
and Teach? campaign. 

Building a Better District. 

Marketing | Advertising I Public Relations 
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MECCA MARKETING MEDIA 
M e c c a POM-'. 

• Client: School District of Philadelphia W e b Des ign 

Bus Slieiters 

Outdoor Billboards 
PHILOSOPHER. 

TEACHER. 
r>^ Te3chlnPhiIJy.org ' i ^ ] 

rooGU Got 

TEACHER. 
r ) Teachln PJilIly.org • '/r^. 

Marketing | Advertising 1 Public Relations 
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MECCA MARKETING MEDIA 
•.iecco Pc 

Writing Samples 
Script Writing 

Press Release 

Marketing | Advertising | Public Relations 
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MECCA MARKETING MEDIA 

Client: McNeil Consunner Health Care 

Goal: 
Btond Lcicraid^: pfoduc.!s cifid 
educote Arncon- Americon oduii 
con'Mjrner^ on ir'ie jyn-ipioni^ of \c.c\o-:.e 
inlolefance. 

Objective: 
R-sr fnark'el rheiesponie onci triOfViC! the 
O'.vcirenss-; of Atficiin-An^ericcn 
COfi:.i.irn7:ts driviric: ihem lO on SOO .̂ 

Strategy: 
.Sign on niijlionci £pokespe!5Cr\ Svbi; 
Wilkes, co-host of rem Joyner Morning 
Show, Developed added \'c;lue 
ccnipaigt-i through PSA notioi-iol 
r'odio ptorriotions. 

Tactics: 
Full cea i i ve development, n"-.edio 
piofining orid piocen'ier'ii. 

Evaluation: 
Lactaidv!v scles increased 25% diinng the 

Fi radio con'ipoign. Calls \o the &CX̂ '-
J increased fron't 2d to 33 r":ionth!y 
fi by canip.-iiigns end. 

Sybil Wilkes for Lactoid® and Lactaid Ultra® 
On Ttie Road 

Working the "morning stiow" keeps me traveling 
and dining out a lot. And alttiougti I love ttie 
chance to taste ttie locol foods, over tiie years, 
my stomacti's begun to rebel against long time 
favorites like macaroni and cheese, ice cream, 
pizza... Any kind of dairy foods until I finally found 
a product that worked, LACTAID! 
By calling l-80O-Lactaid, I was sent information 
and a free sample. Lactaid Is Real miiki You can 
actually eat cereal again! And Its easy to digest 
because its Lactose free. But, I prefer the Lactaid 
Ultra, it's a dietary supplement that 
naturally makes dairy foods easier to digest! Call 
1-800 LACTAID (That's I - 800-L-A-C-T-A-l-D) tor 
yourself and get the informotion and the free 
sample! And now when I'm on the road, I can 
gladly say "Bring on your cheese steaks 
Philly, Son Antonio how about those tamales and 
bock home in Chicago baby, how about a slice 
of that deep dish pizza...EXTRA CHEESE! 

© 1999 Mecca Marketing Media, LLC 

Marketing | Advertising | Public Relations 
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MECCA MARKETING MEDIA 
Mecca PC'•• 

Client: Deborah Heart and Lung Center 

I 
i 

Cool: 
Po^iiiori bror-id 'jivione, i iv i 
Airicon Arriefieoi'i co.-riniuniiy 
rind educore oudierice on 
the ir ' ipcrtcnce of pieveniotive 
I'leC'tih: rn':ifr"itenonce. 

Objective: 
increase the amount of sep-ice lo 
Af(icon An^eiican'i by Deborah 
hle^̂ irt ond Lung C^ei'iteL 

Strategy: 
Developed eihnic rnoikeiing 
5lroiegies thot enrionce 
con'imunity outreach 
Uirough regionol TV ond 

My Little Heart 
(Child and Grandmother reminisce over summer days.) 

BOY: I love summer! Every year 1 get to stay with my grandmother 
and she shows me all kinds of things like how fo patch a quilt, trace 
our family tree and even how to beat my older brother at Mo
nopoly! 
GRANDMOTHER: I also love the times Michael visits. That little boy is 
my heart! 
BOY: But lost year I couldn't visit grandma because she was In the 
hospital. She has a sick heart. 
GRANDMOTHER: 1 found out last year that I suffer from congestive 
heart failure. I knew I wasn't feeling well with my feet swelling all 
the time, upset stomach and having a hard time breathing even 
when I laid down. I just thought it was age catching up to me. My 
doctor referred me to Deborah Heart and Lung Center for 
treatment Deborah is the only hospital in the area that specializes 
in heart and lung diseases, which affect our community the most. 
And Deborah participates in many managed care networks 
including most HMO's ond all Medicare and Medicaid. With a little 
rest, keeping my eye on my diet and guidance from the experts at 
Deborah heart and lung center, I con look forward to Michael's 
visit this summer. 

BOY: Grandma says I'm her heart, well if that's true, then I'd want 
the experts at Deborah Heart and Lung Center taking care of me 
too! 

END 
©2001 Mecca Marketing Media, LLC 
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MECCA MARKETING MEDIA 

Client: Regent Shoes 

Goal: 
Brond the teior! store an>ong young men 
while mointoining c presence wiih their 
core oudience 

Objective: 
Increose sole? on'C'ng Afrlcon Americori 
men dunng proni cnr:l Gn'sduotion 
t;eo5on by of.'̂ peoiirio fo men'^ sei'ise of 
fOihicr! and peisonoi inn:ige 

Strategy: 
Cieote a :60 vecontd Ijroodci-j^? 
conimsrcio^ ĥoT disp^o^fid o lifesivie o' 
ihe forge! while highlighting 'he 
diversified seiection oi btond nc.me 
deS'igneis 

Tactics: 
Full creotive development, media 
planning end plocenienf. 

Evaluation: 
-S'ores saie^ inoieosed over ia:-i 
year', number^ by 5^ 

Love At First Shoe 

I've seen you before. You're the brother who walks down the 
street and knows he's on point. Every step you take exudes o 
confidence resen/ed for kings. And why not, there's never a 
hair that's out of place, not a crease unpressed. You're so 
sharp that others who try to step with you have to cross the 
street for fear that they might get cut. Fierce on the daily; 
your always putting your best foot forward. I saw you in 
church on Easter and even the Pastor hod to give you dap 
on your Giorgio Brutinls. I saw you at the concert and the 
performer couldn't even out shine the David Eden's on your 
feet. At the office, I loose focus because I'm studying the 
power moves that ore being made in the impeccable Todd 
Welsh ond Stocy Adams that compliment your dedication 
and professionalism. 

Then suddenly, out of the blue one day you step lo me. I've 
watched you from afar for so long that my throat dries with 
drought like proportions. What should I do, what should I 
say..."nice shoes". He smiles at me with a sly, grin as he 
comes close to my ear and whispers...Regent, i get my shoes 
from Regent. At that moment it all becomes so clear to me, 
Regent is the only store in the city that features the largest 
selection of styles and colors that could match every aspect 
of his lifestyle. It's so clear to me, love at first shoe. 

TAGLINE: Regent Shoes, giving your feet the ROYAL 
TREATMENT they deserve since 1971! Located at 244 Market 
St. in scenic Old City or visit us on the web at 
www.regentshoes.com. 
©2001 Mecca Marketing Media, LLC 
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MECCA MARKETING MEDIA 
Mecca Portfoiio 

Client: Women's Business Development Center 

Gool: 
To ofinounce the nev;ly bionded 
coniefonce to Vv'Oriien-ovv'ned 
bu.^inei.i&s in the tri-stale area 

Objective; 
Promofe oworeness of the benefifs of 
the coniCTer"ti,"̂ e to both wornen-ov-.'ned 
business a:, weil as potenti<:il corporote 
nieniber^- fo join the Worvien's Business 
Efiterpr'irie f-.'ottonal Couii.cii 

Strategy: 
Create core maikefing messcige thot 
wiii entrourage atfendonce fo the 
iieh/v'orki'ng event 

Tactics: 
Disseminote press refeoses that 
informed fh.e market of the 
conference ':!nd f:iit'ch interviews. 
Recruit loco! petsoi'ialify ro mc tho event 

Evaluation: 
Ge!;erat'5'd over .$6,000 in free medio for 
event 

FOR IMMEDIATE RELEASE 
WOMAN'S BUSINESS DEVELOPMENT CENTER PROVIDES ACCESS TO 

CONTRACTING OPPORTUNITIES FOR WOMEN-OWNED BUSINESSES AND 
FORTUNE 1000 CORPORATIONS -Women's Business Enterprise Council 

of PA-NJ-DE 

Philadelphia, Pa- On April 10, 2002. 8:00 a.m. at the Union League of 
Philadelphia, v^'omen will be empowered to gain increased access 
to corporate America. The Women's Business Development Center 
through it's Women's Business Enterprise Council of PA- NJ- and DE 
(WBEC) will be hosting its "Navigating the Corporate Marketplace: 
Strategies for Access, Growth and Success" conference. The 
conference is on educational and networking event that combines 
success stories from women-owr^ed businesses with valuable 
strategies from leading corporale decision-makers such as Astra 
Zeneca, Exelon Corporation, GPU International, IBM Corporation, 
Motiva, and United Parcel Service. Women Business Enterprises 
(WBEs), which makes up a substantial segment of the region, v̂ TI gain 
the knowledge needed to leverage their WBE certification and to 
maintain a competit ive advantage. 

Ttie conference will be dn informofive half-day of speakers and 
workshops packed with great information that will add value to any 
business. The conference begins with Toni Yates, News Anchor for 
WB-17, as Mistress of Ceremonies. Susan Bari, President of the 
Women's Business Enterprise National Council (WBENC). Washington 
DC. as the Keynote Speaker and on introductory message from Glen 
Mayer, Corporate Supplier Diversity Coordinator, United Parcel 
Service (UPS) and gold sponsor for the event. 
UPS is a strong supporter of diversity in business and sees this 
conference as a way to encourage more women owned businesses 
to creaie relationships with corporate companies. Conference 
wori<shops include: "Morlcefing to Corporations - A Corporate 
Perspective", "Strategies for Success - Marketing Your WBE 
Certification", "Partners for Prosperity - Innovative Business" 

For more information, please coll the Women's Business Development 
Center at (215)790-9232 
© 2002 Mecca Marketing Media, LLC 
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MECCA MARKETING MEDIA 

Client: Booth and Tucker LLP 

Goal: 
Promote it-.e Low Fifrii's personoi injury 
';er/ices 

Objective: 
Increose clientele one visiLHiit\' criio;-;::; 
cornmuniiie-j of color 

Strategy: 
C;et:iitr ov-.''i.:!!er(esi of it'ie inei^ofioi iniu'"' 
i^ji.ies geored fo'.vc::ri:i thie rcget 
audience ar.---j position the low tjiin os 
Vr-v C'.rlvocafes for the disodvcuvoged 

Tactics: 
Pubi'C Rekiiion;; 

FOR IMMEDIATE RELEASE 
HONORABLE LORI A. DUMAS APPOINTED TO THE COURT OF COMMON 

PLEAS FIRST JUDICIAL DISTRICT PENNSYL^VANIA PHILADELPHIA 
COUNTY 

PHILADELPHIA-February J 3, 2003: Hon. Lorf A. Dumas was recently 
announced the temporary appointment of Judge to the Court of 
Common Pleas of Philadelphia County Family Low Division. 
Having received her law degree from North Carolina School of Law, 
Hon. Dumas began her career opening a community law practice In 
Mt. Airy and immediately began equipping herself with diverse legal 
experience and a reputation for helping people. 
Over the years, Hon. Dumas has partnered with prominent attorneys to 
accomplish significant legal milestones Including a landmark case • 
against a corrupt police officer in North Philadelphia and the brutal 
violence of an unarmed man. She was recently Vice President and 
General Counsel to Wordsworth Academy, a facility providing treat
ment and educational services to special needs children. She was also 
of Counsel to the law firm of Booth & Tucker, LLP. Her successful 
litigation experience is recognized throughout the Philadelphia 
Municipal Court In addition to Appellate and Federal Court. Along 
vAlh her years of legal experience, Hon. Dumas possesses a strong 
commitment to working with community sen/ice organizations. She has 
diligently continued to focus her efforts on issues that Impact 
communities throughout the city. She Is currently a board member of 
the Housing Association o( Delaware Volley, and sen/es as on 
advocate fo people with housing Issues. Hon. Dumas' other volunteer 
positions Include her role as a member and post legal representative of 
the NAACP, Chair of the By-Laws Committee for the National Coalition 
of 100 Black Women, memberships with the Urban League Guild, 
Columbia-North YMCA and Alpha Kappa Alpha Sorority, Inc. Hon. 
Dumas is also an active representative of the Legal Ministry at her 
church home, Enon Tabernacle Baptist Church. 
Hon. Dumas is [fcensed by the Pennsylvanfa Supreme Court and the 
United States District Court of the Eastern District of Pennsylvania. She 
has also been a member of the Pennsylvania and Philadelphia Bar 
Associations. The Family Division, sometimes referred to as Family Court, 
Is one of the three major divisions of the Court of Common Pleas. The 
Family Division Is composed of two major divisions or branches: the 
Juvenile Division and the Domestic Relations Division. 

Marketing j Advertising j Public Relations 



MECCA MARKETING MEDIA 

Our team is committed to participating with you as a 
strategic marketing partner to help ensure synergies 
between all ongoing communications, advertising, 
sales, direct, electronic or other. We believe in the 

importance of a reinforcing consistency of 
messages, corporate language, presentations and 

other creative endeavors 

ilrneoroled n'larkefing S'lilLifions "Medio plonnit^g/ptoce nier'-t •Prorr.ofionai event planning 

• Ethnic morkefing initiative^- "Business imogincj "Fublic Retolions 

'Broadccsr production "Gross roots promotion^; 

.1? m e c c a 
^ • 3 ) a M E D I A 

m 

Reaching the Pinnacle of Success! 

1616 Walnut street, Suite 1916 
215.893.0485 [P] 
215.893.0486 [F] 

v\/ww.ineccamarketing.com 

Marketing | Advertising | Public Relations 
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aBE^ M A R K E T I N G 
• • H M E D I A 

Port Authority of NY & NJ 

Laguardia Airport Inventory Count Sales 
867-LGA Sellable Faces 2004 2006 
460-LGA Units $ 7,006,291.82 $14,429,000.00 

Unit 
Breakout 

4x10 Light box 3 $ 24,000.00 
Banner 1 $ 5,000.00 
Diorama 334 $ 4,008,000.00 
Diorama Other 14 TBD 
Dsiplay Area 7 TBD 
Jet Bridges 250 $ 6,000,000.00 
Phone Board 146 $ 912,000.00 
Phone Board Service C 26 TBD 

Spectaculars 19 $ 288,000.00 
Vertical Displays 12 $ 216,000.00 
Exterior Banners 2 $ 96,000.00 
Wall Wrap 48 $ 2,880.000.00 

I. 

!1616 Walnut Street Suite 1916 • Philadelphia, PA 19103 • P 215.893.0485 • F 215.893.0486 • www.meccamarketing.com. 
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U B Q M A R K E T I N G 

B B D O M E D I A 

Port Authority of NY & NJ 

Goethals Bridge 

Toll Booth 

Quantity Viewlngs 
46,138,000 

8 
(Entrance and Exit Doors & Windows) 
Coin Basltets 8 
Sponsorhsip P TBD 
Ticketed Coup' 46.138,000 
Billboards 8 

Holland Tunnel 

Toll Booth 9 
(Entrance and Exit Doors & Windows) 
Coin Baskets I 9 
Sponsorhsip pj TBD 
Ticketed Coupon 

George Wash ngton Bridge 

Toll Booth 
(Entrance and Exit Doors & Windows) 
Coin Baskets 
Sponsorhsip P 
Ticketed Coupi 
Billboards 

TBD 
180,809,000 

8 

OuterBrldge Crossing 

Toll Booth 8 
(Entrance and Exit Doors & \Mndows) 
Coin Baskets 8 
Sponsorhsip P TBD 
Ticketed Coup 15,687,000 
Billboards 12 

Bayonne Bridge 

Toll Booth 
(Entrance and Exit Doors & Endows) 
Coin Baskets | 6 
Sponsorhsip Patrol Cars 
Ticketed CoupJ 12.559.000 

14x48 

180,809,000 

14x48 

48,857,000 

14x48 

12,559,000 

Sales 
2004 2006 

$8,592,766.00 $ 3,852,000.00 

$ 192,000.00 

$ 96,000.00 

$ 48,000.00 

$ 216.000.00 

$ 756,000.00 

TBD 
$ 672,000.00 

$ 192,000.00 

$ 96,000.00 

TBD 
$ 1.008,000.00 

$ 504,000.00 

$ 72,000.00 

TBD 

1616 Walnut Street Suite 1916 • Philadelphia, PA 19103 • P 215.893.0485 • F 215.893.0486 • www.meccamarketing.com^ 
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Out of Home 
Media 

I 
JCDecaux 

Mr. T J Storch 
Port Authority of New York and New Jersey 
Purchasmg Services Division 
One Madison Avenue, 7* Floor 
New York, NY 10010 

RE: Letter of Transmittal 

June 13, 2005 

Argeniina 

Australia 

Austria 

Belgium 

Bosnia 

B'a:!!i 

Bulgatia 

Canacia 

Chile 

Croatia 

Czech Republic 

Dei'iintifk 

~ir= 

'ilfinrj 

• Fr?nci:-

Gefmar.y 

Hong Kcng 

Hun^ar'/ 

Icelaiic3 

lt>slv 

Japan 

Korea 

LLnteribnurg 

Macao 

Malaysia 

Mexico 

rJeihGriands 

Noway 

Poland 

Singapore 

Slav3iiia 

Sic7';n(.-i 

Spnin 

Svvitroi \i\r.a 

Thaiionc) 

'Jiiiled KinoOcr. 

Uni ted States 

•UQua\ 
i 
.gosiavis 

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 imiquely quaUfied to offer a total solution to provide advertising to 
the Port Authority of NY & NJ Facilities. 

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

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

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

JCDecaux manages advertising concessions in six ofthe top ten aviation markets 
in the world - New York, London, Paris, Frankfurt, Houston and Dallas. We 
have been working with the Port Authority of NY & NJ since 1990 when we were 
awarded the contract at JFK Intemational 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, includmg 9 underground 
networks, 1,800 buses and 200 trams. Our expertise is realized through the 
157,000 transport panels we manage m 20 different countries around the world. 

JCDecaux North America -~ ^ 
3 Parl< Avenue, 33rd Floor - New Yoik, n < 10016 - USA / ' • 
TelephoriR: 6^6 834 1200 - Fax: 6A6 834 1201 - www.jcclecaLixna.com 

file:///i/r.a
http://www.jcclecaLixna.com




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 

Jean-Luc Decaux 
President & co-CEO 

Laurence Raoult 
Secretary & CFO 

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. 





The Por t A u t h o r i t y o f NY & N3 

A. Letter of Transnnittal 

JCDecaux 

r" 
JCDecaux 

June 6, 2005 

1, LaufeTice Raoult, Secretary of JCDecaux Airpon, Inc., hereby declare that the copy 
fiimished is a true ciipy ofthe Certificate of Incorporation, and have affixed a corporate 
seal thereto. 

iurence Raoult 
Secretary 

> " ' . 



The Por t A u t h o r i t y o f NY & NJ 

A. Letter of Transmittal 

JCDecaux 

State of Delaware 

Office ofthe Secretaty of State PAGE I 

" 1, EDWARD J, FaEEL, SECRETARY OP STATE OF THE STATE CF 

D2LAWARE, DO HEREBY CEHTIFy "SKY SITES, INC." TS DULY 

IHCORPORATBD UMDBR THE LAW5 0?. TKS STATS OF DELAHAHE AND IS IM 

GOOD STANDINGjKND l|.A3 A LftOAL COHPOitATB .BXISTEtJCB SO FAR A3 THE 

RBCORDS 0F,H'''rHrB OPPICB SHOW, AS OF THB FOURTH DAY OF OCTOBER, 

A.D. 19?4\ '^w 

AMD i-pto HSRBBY PURTHSR CHRTIPV THAT THE 3AID -SKY SITES, 

INC. - • wAfl" ifacORP'ORATBD ON THB TWENTY TBBCOND DAY OF JUKE, A.D. 

199Q. 

AXb 1 DO H3RBBY ipUftTHZR CBRTI FY THAT THB ANNUAL RBPpRTS HAVE 

BBBS ri&BD TO DATE, 

AND I DO HBRSay PaRTHSR CSKTIFY THAT THE FRANCHISE TAXES 

HAVB BBBN PAID TO 0AT3. 

22 34090 8 jnn 

991417442 

€i1U>ari1 /, F-ri-f, Srcretaty of State 

0006 740 
AUTHENIICAnON. 

1 0 - 0 4 - 9 9 
DATE, 



The Por t A u t h o r i t y o f NY & N3 

A. Letter of Transmittal 

JCDecaux 

1 h Vtevte Indkate tbe feci * Mtutcluuctu corponiioii wuuid Ix: reqiireJ lo pty to rtrvlster (u du IMSUIMS iii liic lUU o( 
fciwcpoMitoa-. i p . r S O • O O . 

13. AlUdied to ttib ccftifloUe dufl br a (^rtiflcitc o / L ( ^ Exiauoce of iudi f o i ^ ^ 
«0e<^ P''(>fK^ <iahc«t»^ In Che BUtr or counin in wfakii n ^ 
lessl eiUbiiice tccqscable to itK Secretary. If luch ceniflcflc or <^ier rtideace of such Irgti exbtencc Is to lingmt*; otbiT 
d m BOKli^ 1 mnakikm tiMTcof, uoder o>th of the tnoaUur, stnll iJso be atuched 

Vi&ifXi irNnRR THK THK Pf-KAffrreS OF raajURY, iJto-^Jl . dayof . \ J U W . . . . , . . _ . I 9 J J L 

^ ^ s ^ ^ ^ ^ ' ^ ^ ^ ^ "~"X. • 'eK^Wcrt / -Vice rmMcm. 

/ ' 
j _ J r ^ ' V ' V / - 2 2 ^ . V.lcft / 'AMIBIMH Clfrt or •StCTipiwy / 'AjwUun s«Trt»y. 

i''-. 



The Por t A u t h o r i t y o f NY & NJ 

A. Letter of Transmittal 

JCDecaux 

B7SS09 THE rOMMO.VWHALlK OF MASSACHUSETTS 

FOREIGN COR?OIUnON CERTEFICATE 
iGenenl L*wv, Chapter 181, Section 4) 

>-5r 

CJCJ 
L U U 
V ^ U j 

3 : 

o 
IT) 
^ 

S 
^*. 
tN 

G » 

crt 

F tKTcby approve the within Foreign CuFporiUon Ceitlflcatc and, the 
flHi« fee In am inwuiii of« 3 0 P . O O invirMJieai oA± uid 
c f̂tiQait̂  Is ̂ uMHl lo Iwvc beea/lJ<»i ftHUi UK Uii* (?S_TTi-tl«yof 

Secntaty of tbe Otmmonwtailb 

i A TRUE COPY ATTEST 

^ WILLIAM FRANCIS GALVIN 
g SeCR0ARYOFra.GDMMq»ft«ALTH 
i . "; • " • / ; . ; • • 

TO BE FUiXD IN BY COIIPOCATION 
PlHttocofiy of docwmeat to be •cut Hh 

I N . l l n ^ . l r r , r ^ * . i , a , « ^ r r * . I tr f 



The Por t A u t h o r i t y of NY & NJ 

A. Letter of Transmittal 

JCDecaux 

CGRVK'tC^Tti OF AMENDMliNT 

0[-

cf.KrtpfCATE o r nHCORPO?jKno\' 

SKY SirtiS.IMC , a coqjoratiori organized and eidstliig under and by virtue of the 
Goneril Corporacioii [,aw ofthe Sate of Dclawarb. DOES HEREBY CERTLFY: 

KiKST: Thiit the Baard of Dicuctors of Sky Sites, Inc. by unanimous writtaaconsent of ita 
members, filed with die minutes ofthe board, duly adopted resoludoris setting forth a proposed 
amciRimcaL to the CeiLificst;: of Inoorpocation of said corporation, declaring said amendment to 
be ndv(?tibte and cnlUiig a meeting of (ho stockholders of said corporation for consideration 
thereof The resolution selling forth the proposed amendment is as follows: 

"RnsOt.Vl'O, tluit effective as of lhc dntc hereof, the Certificate of Incorporation ofthe 
Corpoi(\tioas!iaii be amended by chaiitjlng Article FIRST thereof in its entirely to read as follows; 

I'IRST-: The nntuc ofthe corporation is JCDECAUX Airport, Inc." 

Sf!*'C;!ONn: That ihcfcafler, pursuuht lo rcsojatloa of its Board of Directors, a special meeting 
of iJtc stockholders of s<iid corporation VVTI5 duly called nnd hsld, upon notice in accordance with 
Sccrloii 222oft]jc Gcncvul Corporation Law of tlic State of Delaware at wiuch meeting die 
nccoasiuy tiumbcrof sluircs as required by statute were voted in favor ofthe amendment. 

TIIUU'-J: Thai said amendment wa^ didy adopted in accordance with the provisions of 
Section 242 of die Crencral Corpornlion Law of the State of Deiawarc. 

IN \Vri>JKS3 W-riiREOF. said Sky Siljs, Inc. has caused this ccrtiEicatc tohe signed by Joseph 
Kvans, iu Frcdident, and attested by Jonathan Lapin, its Secretary, this J^^^ay of May 2001. 

President 

ATII-STi. 

^y- _._!lvWlL^i:';r' > Secretary 
Namci/ftmijian I apin 
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The Port Author i ty of NY & NJ 

A. Letter of Transmittal 

JCDecaux 

Office of the Secretary.of State PSGE 1 

I , tiARRIST SMITH WIHD3'03^, 3ECR3TA?.Y 0 ? STATE 0? THS STATE OF 

DSLAWAiti:, bo SSREBiT CERTIFY THS ATTACHED IS A TRUE A>iD CO?JL'SCT 

^ETTbEEST"'5'E«5ig_^XY SITES, I tfC . COPY OF THE CERTI?XCAT£«s^E 

CaRNOtMG TT3 MA>^,^RQfeJ-€gKYg^TE^ ^ £ ^ ^ T;0 ' ' 3 ^ ^ AIRPORT. 

r l l l S S ' t s a seCof i THE TWSNSX- '^^^ t^H^AY OF JUb7S, I N C . " , FILED 

A . D . 2001 

JOT 

2234050 81O0 

0 1 0 3 1 1 2 3 5 

Harri'it Smith Wmetsor, Secntary of Stata 

AUTaaMTICATIOK; 1 2 1 5 3 5 5 

DATE: 0 5 - 2 7 - O i 
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The Port Author i ty of NY & NJ 

A. Letter of Transmittal 

JCDecaux 

State of Delaware 

Office ofthe Secretary of State pons 1 

I , SX)t'rajiD J . F R E S L , SSCR^TfiJ iY O ? STATE OT THS S T A T S Or 

DELAHARS, tX3 HERESY C E R T I F Y "S iC i S I T E S , I N C . " I S DrjI,Y 

INCORPORATED UNDEft THE LAWS OF THE STATE OF DELAWARE? iA.̂ ^D I S II)" 

idr FAH, A3 THS aOOD STAKDIWG AND HAS A LEOAL CORPORATE KXISTEHCE ai 

.M. RECORDS OP THIS OFFICE SHOW, AS OF THB THIRTEENTH DAY O? .J-Jl-Y, 

A . D , a a 0 0 . 

AJTO I n o HEREBY FUTITHER C E R T i r Y THAT THE 3 A I D "SKY S I T E S -

I N C . " WAS INCORPORATED ON THE TWENTY-SECOND DAY OF J U N E . A . D . 

1 9 9 0 . 

• PCTO X DO HTiREBY T i n i T H E R C E R T I F Y THAT THE ANNUAL REPORTS HAVE 

BEEN P I L E D TO D A T E . 

AND I DO HEREBY FURTHER C E R T I F Y THAT T H S F R A N C H i a E TAXES 

HAVS S E E N P A I D TO D A T E . 

3 2 3 * 0 9 0 0 3 0 0 

0 0 1 3 S 5 ? 9 S 

Edward [ Tnel, Seeretan^ of State ' 

0 5 5 7 7 4 7 
.•MTTHSNTICAnON^ 

0 7 - 1 3 - 0 0 
DATE; 

•/•••. 
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The Por t A u t h o r i t y of NY & NJ 

B. Executive Summary 

JCDecaux 

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 ofthe 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 f inancial re turn to the Port Author i ty w i l l reach unprecedented levels: 

Projected Revenue 

Guaranteed Payment to PANYNJ 

Projected Payment to PANYNJ 

10-Year Total 

$1,034 billion 

$400 million 

$683 million 

15-Year Total 

$1,792 billion 

$601 million 

$1,185 billion 

20-Year Total 

$2,759 billion 

$802 million 

$1,824 billion 

In addition, JCDecaux wi l l make an upfront payment of $50 mi l l ion upon execut ion 
of the contract , to be recouped from the Minimum Annual Guarantee in years 1 and 2 of 
the concession. 

'/••• 



The Por t A u t h o r i t y o f NY & NJ 

B. Executive Summary 

JCDecaux 

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. 

• Ai rpor ts 
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 
• 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 Airiines 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 ofthe 
new Terminal 8 that is due to open this summer. In addition, JCDecaux, American 
Airiines and The New York Public Art Foundation have combined to develop the most 
stunning visual concept to appear at JFK since the opening of the Eero.Saarinen TWA 
terminal in 1962. Thirty-two digital LCD screens would be installed In the connecting 

\, 
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The Por t A u t h o r i t y of NY & NJ 

B. Executive Summary 

JCDecaux 

corridor between the new Terminal 8 and Concourse C. The screens will provide a 
canvass for worid-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 ofthe 
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 ofthe new, iconic Calatrava Worid 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 ofthe 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 



The Por t A u t h o r i t y of NY & NJ 

B. Executive Summary 

JCDecaux 

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

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

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

Imp lemen t i ng 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 Litserty 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 
o f the facilities in 2007. 

>>, 11 



The Port Author i ty of NY & NJ JCDecaux 

B. Executive Summary 

• Local Manufactur ing 
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 part ic ipat ion 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 
(AM AC). 

• Sales and Market ing 
John F. Kennedy International Airport is the most important gate of entry to America 
- "Where America Greats the Worid". Newark Liberty Intemational 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 worid's most influential media buyers and corporate advertisers. 
Shanghai seiected 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 
JCDecaux, including $1.5 million at JFK and LGA in 2005 alone. 

International advertising sales at JFK accounted for $5 million or 3 1 % 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 



The Por t A u t h o r i t y o f NY & NJ 

B. Executive Summary 

JCDecaux 

Our sales this year in LGA are up almost 50% over last yean 

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. \ 

Qual i f icat ions 
JCDecaux is uniquely qualified to implement a plan that meets the goals and vision of this 
RFP: 

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

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

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

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

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

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

JCDecaux is the most profitable ofthe three largest OOH companies in the worid. 

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

/ • ' - 13 



The Por t A u t h o r i t y o f NY & NJ 

B. Executive Summary 

JCDecaux 

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 worid-class, multi-faceted organization serving the region, the nation and the worid. 

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 Por t A u t h o r i t y 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 infonnation (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 mto between the Port Authority and us). Any such infomiation 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, lo grant to the Port Authority rights to any matter which is the subject 
of valid existing or potential letters patent. The foregoing applies to any information, 
whether or not given at the invitation of the Port Authority. 

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

JCDecaux Airport Inc. 

js=r-CCDmire«y 

aa±2Xu 
(Signature) 

co-CEO 
(Title) 

June 8, 2005 

(Date) 

1 
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The Por t A u t h o r i t y o f NY & NJ 

D. Contractor's Integrity Provisions 

JCDecaux 

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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The Por t A u t h o r i t y o f NY & NJ 

R Organization Chart 

JCDecaux 

Company Organizat ion Chart 

rJCDecauxA rport, nc . ^ : - i | 2 r«^ 
'35 Airport Properties in.the U;S l̂ 

rJCDecaux North America;Inc." 
tjP^WSffi; 

.JCDecaulMa lisca p e ^ C - ^ 4 
<99! Premier. Shop ping Malls;-^^ 

«-:s'i.&£rtW£+^*fW-Jv*^; 'JCDecaux San.Francisco; LLC 

te^ 

-"Mr1i«-fc**?>-ixi'ivi-'- -

CityofL^sAngelet l i y . i " * - ^ - -
*50% JoiXt V e i i t u r e ' t ^ , i r ^ ^ . i 

ViacomDecaux •:.:T-'Z:J-.•-•'•: 

:soXJoint Vent u r'e ̂ ?-''4::,* I' 

JCDecaux Airport, Inc. is a 100% owned subsidiary of JCDecaux North America. 
JCDecaux North America is a holding company for all of JCDecaux's activities in the United 
States and Canada. It is 100% owned by JCDecaux S.A.. 
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The Por t A u t h o r i t y o f NY & NJ 

R Organization Ciiart 

JCDecaux 

Corporate Management Organizat ion 

JCDecaux Nortt i America 

•^Ar^^^f^ ̂ . ' * i i . - 7,1,^-

S - ^ » O a t .city 1< Min Pn • » ( { • • ' , ^ . 'Af i iwt l>n>p>ft t«?^.X' 
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The Por t A u t h o r i t y of NY & NJ 

G. Business Plan 

JCDecaux 

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 worid in more 
than 150 airports, 1500 cities and multiple train, subway and tram systems. We have also 
done it right here in New York, at JFK and LGA airports for 15 and 9 years respectively. 
This visionary RFP now offers a very unique opportunity to bring these programs one step 
further. 

The advertising marketplace is in constant evolution: new technology, changes in lifestyle 
and consumer habits. Even fashion and social trends influence how advertisers 
communicate with their target audiences. JCDecaux continuously monitors and evaluates 
the marketplace. We constantly adapt our oiffering 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 
Out-of-Home from a niche hnedia into a mainstream one. 

Whether it is radio, television or Out-of-Home messages, our environment is cluttered. This 
makes it difiicult 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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The Por t A u t h o r i t y of NY & NJ 

G. Business Plan 

JCDecaux 

JCDecaux knows wha t i t tal<es to del iver vaiue to advert isers. 
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 woridwide to dp 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 Worid 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. 

20 
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G. Business Plan 

JCDecaux 

b. Maximizing the Port Author i ty 's Assets and Media Potential 

b . l Aviat ion 

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 airiines as terminals are upgraded and 
new terminals open. Current plans include the soon-to-open American Airiines 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 In te r io r Products 

Prestige Digi tal 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 dollar 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 eariy 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 Washington, DC airports in 2003 have 
single handedly delivered a 50% increase in sales in 2004. 

PowerPoles 
JCDecaux has designed the first-ever branded recharge station for travelers. These highly 
attractive kiosks will be located in key dwell areas and near gate hold rooms, they are 
designed to help the harried traveler by providing them "easy access" to recharge their cell 
phones, laptops and PDAs. No more sitting on the floor next to a power outlet! Most 
importantly, they will be a high visibility opportunity for a major advertiser who will pay a 
premium to sponsor these stations. Several potential clients have already expressed strong 
interest for this new.product. 
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Electronic Art System 
JCDecaux, American Airiines 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 worid-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 relnvigorate 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 T l and the new T8 at JFK. 
These displays will be sold at a premium to companies seeking to position themselves as 
high-end brands. 
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New Exter ior Products 
Exter ior adver t is ing is one of the fastest g rowing segments of a i rpor t adver t is ing. 
JCDecaux is the global leader In designing and instal l ing these unique and high 
prof i le signs at a i rpor ts around the w o r l d . 

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

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

There are many more opportunities to generate revenues at all three NY/NJ area airports 
with this kind of signage. JCDecaux has surveyed each location and forecasts that there is 
at least $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 we are recommending include: 

John F, Kennedy In te rna t iona l A i rpor t 
• 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 A i rpor t 
• Scrolling backlit signs on the sidewalk outside the departure entrance to terminals 
• Two large front-lit displays on the Central Terminal Parking Garage 
• Large backlit signs outside the CTTB, Delta Flight Center, Marine Air and U.S. Airways 

terminals 
• Jet bridges exterior wraps 

Newark Liberty In te rna t iona l A i rpor t 
• Large backjit signs in front of Terminals A, B and C 
• AirTrain cars exterior wraps 
• 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 Author i ty Trans-Hudson (PATH) 

The current advertising program in the 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 worid: 
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 f rom the exist ing 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). 

• 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. 

Imp lemen t new Premium Networks th roughout the PATH stat ions 
• JCDecaux will create several new Premium Networks to attract more revenue from 

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

-All advertising panels will be located in highly visible locations 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 niaximize 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. 

• 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 wa l l w rap locat ions 
• Back in 1999, JCDecaux pioneered the use of wall wraps in transportation facilities. We 

worked together with 3M to 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 like the 
flexibility, uniqueness and spectacular aspect of these installations. 

• We believe that the same technique can be used inside and outside the PATH stations. 
We have identified several highly visible walls in various PATH.stations that will provide 
a great opportunity for advertisers seeking to make a spectacular statement. Uke the 
Premium Networks, it is likely that advertisers present at the airports will be interested 
by these opportunities as well. 

Develop other types of t rad i t iona l advert is ing displays 
• We will work with the PATH teams to identify suitable locations for other types of 

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

Develop a l ternat ive media oppor tuni t ies 
• 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 d ig i ta l displays inside cars and on p la t forms 
• 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. 

>.. 26 
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The hew Wor ld Trade Center Transportat ion Hub 
• As the new Santiago Calatrava-designed Worid Trade Center Transportation Hub is 

developed, it will become a major attraction visited by millions of commuters and 
tourists every year. This will make it a very attractive venue for advertisers. 

• The symbolic aspect of the location makes it particulariy important that advertising 
displayed there be presented in the most tasteful manner. 

• JCDecaux has worked with architects all oyer the worid on similar projects. We will 
work with the Port Authority's teams as well as the new hub's architects to design a 
program that will be on par with the grand architecture and extraordinary meaning of 
the location. 

27 
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b.3 Tunnels,,Bndges, Terminals and Port Commerce 

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

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

The opportunities described below are merely the ones that we have been 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. 

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 particulariy coveted. 

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

• 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. 

• Up to 10% of the display time will be offered to the Port Authority to broadcast its own 

j /v . . 
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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. 

Bul let ins 
• 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. 

Wal l Wrapsi/Stretched Banners 
• 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. 

Al ternat ive Media 
• Some of the Port Authority's venues offer opportunities for non-traditional Out-Of-Hpme 

campaigns, such as sample/leaflet distribution at tollbooths, laser shows on a bridge, 
event-related banner programs, etc. 

• JCDecaux's marketing department will work together with the Port Authority's staff to 
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 

Authority's bus terminals, and expand them as demand from advertisers grows. 
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b.4 Other Opportuni t ies 

Sponsorships 
Sponsorship marketing is a vibrant and growing sector of the overall advertising business. 
According to the industry's trade body, the lEG, North American companies will spend over 
$12 billion fn 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 pi-ograms. To do this, one must examine the 
driving forces behind sponsors' decisions to enter into a contract. lEG in collaboration with 
Performance Research conduct an annual suryey 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 that has the right combination of advertising signage experi
ence, working knowledge of your key assets, existing advertiser/sponsor relationships and 
the necessary resources to deliver innovative sponsorship packages. 

We will draw upon our experiences in sponsorship marketing campaigns throughout the 
worid to implement your program. We have recently developed sponsorship programs at the 
Hong Kong Mass transit system for HSBC and for Vodaphone at Heathrow Airport. 
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Vodaphone, Heathrow Airport 
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HSBC Sponsorship Campaign - Hong Kong Mass Transit System 

't--. 
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c. Capital Inves tment and Projected Revenue; 

Capital Investment 

Ai'rports 
Path & Bus Terminals 
Tunnels, Bridges arid Marine Terminals 

$14 million 
$1 million 
$5 million 

Total Capital Investment $20 million 

Revenue Projections 
{in Smiiiion) 

Year 

2006 

2007 

2008 

2009 

2010 

2011 

2012 

2013 

2014 

2015 

10-year 
Total 

Airports 

53.9 

63.3 

73.5 

77.2 

81.1 

85.1 

89.4 

93.8 

98.5 

103.5 

819.3 

Path & Bus 
Terminals 

0.3 

1.1 

3.6 

4.5 

5.0 

5.4 

5.7 

6.0 

6.3 

6.6 

44.4 

Tunnels, Bridges 
& Marine 
Terminals 

15.1 

15.9 

16.7 

17.5 

18.4 

19.3 

20.3 

21.3 

22.4 

23.5 

190.5 

Total 

69.3 

80.3 

93.8 

99.2 

104.5 

109.9 

115.4 

121.1 

127.2 

133.6 

1,054.2 

2016 

2017 

2018 

2019 

2020 

15-year 
Total 

108.6 

114.1 

119.8 

125.8 

132.0 

1,419.6 

6.9 

7.3 

7.6 

8.0 

8.4 

82.6 

24.7 

25.9 

27.2 

28.6 

30.0 

326.9 

140.2 

147.3 

154.6 

162.4 

170.4 

1,829.1 

2021 

2022 

2023 

2024 

2025 

20-year 
Total 

138.7 

145.6 

152.9 

160.5 

168.5 

2.185.8 

8.8 

9.3 

9.7 

10.2 

10.7 

131.3 

31.5 

33.1 

34.7 

36.4 

38.3 

500.9 

179.0 

188.0 

197.3 

207.1 

217.5 

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 advertising displays for the Port Authority Facilities and Property. 

Prestige Digital Units (PDU) 
JCDecaux has designed and will install the first 
in-concourse digital 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 alt departing and arriving passengers. 

The base ofthe 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 ofthe 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 serhi-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, JCDecaux has developed SAMS, a proprietary narrowcasting ap
plication. It is a full-blown content creation, scheduling, distribution and playback system 
including advanced control and monitoring functionalities. SAMS is currently used at JFKTl , 
John Wayne Airport in Orange County, as well as many airports in Europe and 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, WlFl, dedicated 
cats 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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DIMENSIONS ARE FOR REFERENCE ONLY - CONSULT JCD ENGINEERING DEPT. FOR ACTUAL DIMENSIONS 

JCDecaux 

PDN - DIGITAL 57" DIAG DOUBLE SIDED 
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PowerPole Network 

^ c : 

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 airiine passengers have 
experienced the frustration of being 
stuck in an airport with their- eel! phone, 
laptop or PDA-out of power. The 
current solution is to sit on the floor 
next to a power outlet when one can 
be found. The PowerPole solves this 
issue by providing power outlets at 
standing level, close to passenger dwell 
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 will be equipped with four grounded l lOV power outlets and a surge protector. 
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JCDecaux 

POWER POLE - RECHARGING STATION 
DESIGN-CUSTOM 
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The Wave 
JCDecaux has developed a unique concept for an undulating banner that will become an 
attraction of iconic proportions. I t 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. 

80> r r 
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Electronic Ar t System 
JCDecaux and pur proud partners at American Airiines 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 worid-renowned artists for the project on a regular basis. This will ensure 
the art display remain 'Afresh" and vibrant to travelers. 

Several major corporations have already expressed interest in sponsoring the "ElectronicArt 
System" thereby ensuring that the operation will not only benefit passengers and staff with 
beautiful works of art but also generate substantial revenue streams. 

P^"^!PIPflW^gi^^^5i^ 
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LightBag Displays 
The LightBag is an Internally lit 
translucent suitcase that can be placed 
on baggage carousels in airport arrivals 
areas. The advertising copy is printed 
on 3M vinyl mounted on both sides. 
The translucent shell can be painted to 
match the advertising copy's color for a 
stunning effect. This fun new format is 
both contextual and aesthetically 
pleasing. We strongly believe that the 
introduction of this new display will 
boost baggage claim revenues. 
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Vert ical Scrol l ing Displays 

JCDecaux invented the eye-catching Scrolling Advertising 
Display Unit, one of our most popular displays. The unit displays 
2 or 3 standard-size posters on a scrolling loop. The movement of 
the creative adds visual excitement, enhancing the traveler's 
experience and delivering more value to the advertisers. With 
thousands of scrolling units already in operation in the U.S. and 
worldwide, JCDecaux has perfected this technology and made it 
totally 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 in order to maximize the 
potential revenue per location. 

/ • • • • 
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CO 

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

VISIBLE 46" X 67" 

5 

u y n * - 8" 1/4 
3==C ' " • " ^AX WIDTH 

OF STRUCTURE 

52" 5/8 

APPROXIMATE MAX. WEIGHT - 725 LBS 

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

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 APPUCABLE. 

SEE FA-01 FOR BASIC ANCHORING. 

* - BLANK ON SINGLE SIDED PANEL (SSP) 

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

SSP AND DSP FLAT 
DESIGN - CLASSIC 

REV. 06/01/05 
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Curved Column Unit 

Lripm-., 

ETA: You decide. 

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 riot fit. 

Measuring 6'x 4', this curved sign Is mounted on a column. 
These structures are mounted no less than eight feet from 
the ground to ensure good visibility, as well as to prevent any 
hindrance or obstacle for passengers. 

We have already installed these displays in JFK and we plan 
to introduce them to LGA. 

/ " ' • • ' 
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APPROXIMATE MAX. WEIGHT - 300 LBS 
(MOUNTING BRACKET NOT INCLUDED) 

ELECTRICAL - 120 VAC 4 AMP DRAW 

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

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

SEE FA-10 FOR BASIC ANCHORING. 

DIMENSIONS ARE FOR REFERENCE ONLY - CONSULT JCD ENGINEERING DEF^. FOR ACTUAL DIMENSIONS 

SINGLE SIDED CURVED 
DESIGN - CLASSIC 

REV; 06/01/05 
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1/3 and 3 / 3 Kiosk 

A variation on the Curved Column Unit, these freestanding, 
curved units can be placed in front of columns where a flat 
panel, such as our vertical scrolling displays, might not fit as 
precisely. Three of these units placed together form an elegant 
cylindrical kiosk. These displays, a staple of our advertising 
programs, have recently been installed in the British Airways 
ticketing area in Terminal 7 at JFK. 

/ • ; - , 
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53" DIA. 40" DIA. 

APPROXIMATE MAX. WEIGHT - 575 LBS 

ELECTRICAL -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 APPUCABLE. 

SEE FA-32 FOR BASIC ANCHORING. 

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

ONE THIRD KIOSK 
DESIGN - CLASSIC 

REV. 06/01/05 
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Ê  

S 

53" DIA. 

CO 

40" DIA. 

Hb 
APPROXIMATE MAX. WEIGHT - 1700 LBS 

ELECTRICAL -120 VAC 4 AMP DRAW EACH, 12 AMP DRAW TOTAL 

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 APPUCABLE. 

SEE FA-30 FOR BASIC ANCHORING. 

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

THREE THIRD CYLINDRICAL KIOSK 
DESIGN - CLASSIC 

REV. 06/01/05 
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Ai rpor t Ameni ty Units 
We have developed the Airport Amenity Unit (AAU) with two goals in mind: 

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

viewing public 

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

• -• G I S ' Z .-HI 

This summer 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. 

I. . ^ n . 
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e r 5/16 

66" 

8-7/3 

17-

•14" 

APPROXIMATE MAX. WEIGHT - 700 LBS 

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

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

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

•BLANK PANEL ON SINGLE SIDED UNIT. 

SEE AAU-A-01 FOR BASIC ANCHORING. 

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

JCDecaux 

AAU - BASIC 
DESIGN - AIRPORT AMENITY UNIT 

t . 

AAU-02 

REV. 06/01/05 
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Diorama 

For all new Diorama installations we are introducing a new 
State-of-the-art slim line Diorama unit measuring only two 
and a quarter inches deep. Contrary to the standard units 
currently found throughout North American airports, our 
nevy diorama features safety glass in front of the poster 
instead of Plexiglas. The result is a much crisper look for 
the ads, and a much more durable product for you. 

Dioramas will be wall-mounted, and only placed where 
they can be seen head-on by the traveling public. 
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I— 2.62 DOOR 

68.00 

VISIBLE 60.00X41.00 

4.00 

49.00 

r 4.00 

3.00 

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 

DIORAMA - SINGLE 
DESIGN - DIORAMA STANDARD 

REV. 06/01/05 
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spectacular Displays 

These large, back-illuminated units can be wall 
mounted or free standing. Each is strategically 
placed to deliver,mass audience reach while 
providing creative impact. 

As with the dioramas, JCDecaux is developing its 
own line of spectacular displays. These units are 
thin, only,4" deep, and most of them use safety 
glass instead of Plexiglas to protect the poster. 

We will place these displays in prominent 
locations in main passenger arteries, concourse 
heads, next to VIP lounges and baggage claim 
carousels throughout JFK, LGA and EWR. The 
structure comes in a variety of configurations 
including: 4 ' x 10', 6 x 6 ' and 6' x 12'. 
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•120.00"-

4.00"-

40.00" 

iia.oo''-

p4 .00" 

48.00" 

4.00" 

- 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 

JCDecaux 

DIORAMA - 4' X 10' SPECTACULAR 
DESIGN - DIORAMA STANDARD 

SS-19 

REV. 06/01/05 
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74.00-

4.00" • 

66.00' 

66.00-

4.00-

74.00-

•4.00' 

-2.63-
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 

JCDecaux 

DIORAMA - 6* X 6' SPECTACULAR 
DESIGN - DIORAMA STANDARD 

SS-15 

REV. 06/01/05 
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4.00-

80.00-

-1 

.50" 

9.00-

30" 

J 
. 3.00" 
DOOR 

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. FOR ACTUAL DIMENSIONS 

JCDecaux 

DIORAMA-6'X 12' 
DESIGN - DIORAMA PICTURE FRAME 

SS-26 

REV. 06/01/05 
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Wraps 
JCDecaux pioneered the first use of vinyl wall treatments in U:s. airports at JFK through a 
partnership with 3M. Large, head-on wall wraps are highly coveted by advertisers who view 
them as perfect opportunities to separate themselves from the general visual clutter that 
tends to prevail in transit facilities. As such, they command very high prices. 

Wail wraps have two additional benefits: they do not create any impediment to traffic, and 
when the location is not under contract, the wall can be left clean. Exact measurements 
and advanced posting techniques ensure that the wall facades are free of any "bubbling", to 
further assure a quality visual experience. 

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

r-. 
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Banners 
These large format canvases can be placed in high-ceiling atriums and concourses where 
they provide high-impact without creating an impediment to traffic. Depending on the 
physical location, they can be installed as one, spectacular,unit, or several smaller banners 
side-by-side or in a row creating a domination effect. 

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. 

T". 
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st re tched banners 
Stretched banners can be placed on outdoor walls, allowing wrapping of any vertical surface 
for a spectacular effect. We propose to use this technique in particular at the New Jersey 
entrance of the Uncoln Tunnel. 
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Exhibits 
We will offer exhibit opportunities throughout JFK, LGA and EWR Airports, as well as major 
PATH stations such as 33th street, Hoboken, and the Worid Trade Center. We will work with 
the Port Authority and the airiines to identify acceptable locations for temporary or 
permanent exhibits. These exhibits can be simple kiosk displays or more elaborate installa
tions including sitting areas with services sponsored by the advertisers. 

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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Jetbr idges 
Jetbridges are the newest form of airport advertising and have tremendous visual 
impact. Wall Wraps located in the Jetbridges from the terminal to/from the airplane 
allow advertisers to be the first and last messages travelers see. These powerful ads are 
available in different sizes and formats; 

We plan to install these in all 3 of the Port Authority's Airports. 
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HSBC Sponsorship Campaign - Hong Kong Ai rpor t 
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Daktronics Pro Star Video Display Plus 
JCDecaux will install the most dynaniic, eye-catching and technologically advanced LED 
Video display units available in the market today. Three Daktronics ProStar Video Plus 
Displays will be placed above the tollbooths at the George Washington Bridge, Lincoln 
Tunnel and Holland Tunnel. These spectacular digital displays measure 12' x 38.5' and 
guarantee excellent visibility and image quality from up to 300 feet avyay. 

With trillions of different colors to dazzle audiences, outdoor ProStar technology creates 
unsijrpassed crisp, clear imagery at wide viewing angles. Daktronics unique calibration 
process further enhances displays by adjusting the intensity of individual modules. The 
module design includes 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 give the ability to adjust color, gamma and brightness settings, 
guaranteeing that a display looks like new throughout its lifetime. 

JCDecaux will work with each advertiser to design the most effective creative and make the 
most of the LED screen characteristics. We will also work with KeyFrame, a,division of 
Daktronics that specializes in video 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 including advanced control and monitoring functionalities. 

Our Network Operating Center (NOC) is hosted at the state-of-the art JCDecaux data center. 
All content 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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Backlit Wi imot te Display 

Jean-Michel Wiimotte designed this worid 
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' 
excluding the base which is custom built. It 
is a back illuminated sign finished in brushed 
aluminum with a glazed door. 

/ ' • ' • 
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21-3/4' 

(—23.63" 

APPROXIMATE, MAX. WEIGHT - TBD LBS 

ELECTRICAL - 120 VAC XX AMP DRAW 

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

FINISH - ARCHITECTURAL GRADE POWDER COAT WHERE APPLICABLE 

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

JCDecaux 

BILLBOARD-10'X 20' 
DESIGN-WILMOTTE 

CD-05 

REV. 06/01/05 
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Foster Ambassadorial Beacon 

At JFK, JCDecaux will install one of the most elegant and striking 
exterior advertising displays of any airport in the world. 
Worid-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'xl0') would 
complement the specific location chosen to ensure esthetic integrity 
is maintained and directional signage messaging is not compromised, 

T- . 
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35.44 104.38" 

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 

JCDecaux CD-06 

COLUMN - FOSTER AMBASSADORIAL BEACON REV. 06/01/05 
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Unipole - 3-sided (27'x 36') 

I I i 
y ^ y AnwicniiMa ^Uc;.,J£j 

wH/ooYouay? 

duon 

L 

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

^ g . ^ ^ ^ The location of this unit was specifically identified at JFK 
to ensure 360-degree visibility and therefore enable us to 
command a high rate policy for the location. 

/ • ' - . 
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Foster Spectacular ( 2 0 ' X 60 ' ) 
Designed by worid-renowed British architect Sir Norman Foster, these elegant structures 
give a whole new meaning to the word "billboard". Combined with the quality of computer-
painted vinyl images, they will beautifully complement rather than take away from the 
buildings and other locations where they will be placed. 
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Giant Front- l i t Display ( 2 0 ' x 90 ' ) 
These premier billboards will be located on top of the garage at LaGuardia, highly visible 
from the expressway as well as passengers arriving and departing the airport. 

/ • • • • 
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e. Imp lementa t ion Plan: Engineering, Product ion & Insta l la t ion 

JCDecaux Is the only Out-o f -Home advert is ing company in the United States w i t h 
i ts o w n des ign, engineer ing, p rocurement and qua l i t y assurance organizat ion. 

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

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

Design and Engineering 
• 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 fixtures 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 designed for easy maintenance and repair, ensuring that they will always be 
kept in "as new" condition by our trained maihtenance teams. 

Suppl ier Sourcing 
• Our very experienced procurement team will source qualified vendors that can 

fabricate and install our designs, based on JCDecaux's stringent specifications and 
under our strict supervision. 

• Our team has 15 years of experience utilizing the NYC metro supplier base. 
• 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, quality assurance systems, trade license, 
union affiliations and MBE/WBE certification from the Port Authority. 

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

• 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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Qual i ty Assurance 
• 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. 

Ins ta l la t ion 
• On-staff JCDecaux supervisors and project managers will oversee the installation of our 

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

137 (Sheet Metal & Poster Hangers) and IBEW Local 164 (Electrical). 
• 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. 
• We will endeavor to mihimize 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. 
• We will keep our contact person at the Port Authority informed at all times of the 

progress and completion of the work. 

73 
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f. MBE/WBE Part ic ipat ion Plan 

Select ion of Certih'ed Contractors for Construct ion and Insta l la t ion 
JCDecaux has the most stringent supplier and contractor selection criteria in the industry. 
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 installation 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-qualified 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 3 1 % 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 o f the advertising concession. 

Local Contractor Part ic ipat ion 
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 fan 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; Bin Haddock 
Director of Materials Managemem 
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 contiiiued close management ofthe corporation by Carol Kleinberg as assisted by 
Paui 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. 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 appeiirance ofthe 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, 

Carol Kleinb 
President 
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Lie. #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 973-242-5738 

May 25, 2005 

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

Dear Bill, 

Thank you for including SSd 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 Uberty Intemational Airport. 

In our meeting with you and Eric Buchman, you asked S5J Electrical Contractors, Inc. to consider 
me complete installation of advertising signs. Based on these discussions, I feel confident In 
offering S&J Electrical Contractors. Inc.; services to execute this project. I am sure that we can 
exceed your production and quality expectations, as well as meet your demanding schedule. 

If awarded this project, S&J Electrical Contractors, Inc., will dedicate 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 si^ificant 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 multi-jurisdictional experience in all aspects of Electrical, Communications, and Fiber 
Optics. Our expertise Is particularly well suited for this program based on our ability to fully 
manage virtually any size, project so 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 IHaskell Company, 
and Air Canada Airllnesi 

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

Sincerely yours, 

/ • • 
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ELECTRIC CORPORATION 

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 ofthe Fort Authority of NY &NJ Advertising 
proposal. After meeting with you at our office to review the scope, scheduling, and expectations 
required for a jbb 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 projecL 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 gready 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 

3D-3D Northern Blvd. Long Island Cicy. NY 11101 • 7 i e - 7 8 4 - 9 0 i a * R « 71B-7Q4-9015*www.quantumec.com 
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Sheet Metal Workers' International Association 
ANTHONY MASTANOUNO 

Vico President 

RlCHAfiD QUARESIMA 
Financial 

Sectfliary-Treasurer 

SIGN MANUFACTURERS AND ERECTORS 
LOCAL UNION No. 137 

21-42 44tt i Drive 

Long Island City. N.Y. 11101 

Phone (718) 937-4514 

Fax (718) 937-4113 

STEVE DODD 
Business flapresentative 

New Jersey 

DANTE DANO. JR. 
Business RepresenlBtive 

New York 

PAUL COLLINS JR. 
President & 

Business Manager 

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. J. Storeh 

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' Intemational Association Local Union 137 represents the employees that 
perform the fiinction ofthe 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 ofthe 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 liave found them to be reasonable and fair employers that have taken an interest in the 
wellbeing of dieir employees and their families and have demonstrated their civic corporate 
responsibility. 

. UfiiiniivnTX -

• - I * ' ! nrl CB..iuiD.Tn4n C<iu~«*iv>n.ur«i- nMrunn . tut. C~>ir b H ^ aM IJaDucm Tr><« Cm-M-
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We are pleased to support JCDecaux's efforts to secure a new contract for advertising on behalf 
ofthe 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. 

SAcereiy, 

PaVl C m h i ir. 
President/Business Manager 

PCJJo 

-2-

80 



PrdposSr-RePenuilP3»K;=;?^*5i^i 

'•.WW ~ f 

'^•:.S>:r- l " ' - n - i i 
A ^ *r^. 
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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. 

Min imum Annual Guarantee — $400 Mil l ion 

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 $milllon) 

Airports 

Path & Bus Terminal 

Tunnels, Bridges and Marine Temiinal! 

Total MAG 

2006 

35.0 

0.2 

4.0 

39.2 

2007 

35.0 

0.6 

4.0 

39.6 

2008 

35.0 

0.8 

4.0 

39.8 

2009 

35.0 

1.2 

4.0 

40.2 

2010 

35.0 

1.2 

4.0 

40.2 

2011 

35.0 

1.2 

4.0 

40.2 

2012 

35.0 

1.2 

4.0 

40.2 

2013 

35.0 

1.2 

4.0 

40.2 

2014 

35.0 

1.2 

4.0 

40.2 

2015 

35.0 

1.2 

4.0 

40.2 

10-Year 
TOTAL 

350.0 

10.0 

40.0 

400.0 

Airports 

Path & Bus Temiinal 

Tunnels, Bridges and Marine Terminal 

Total MAG 

2016 

35.0 

1.2 

4.0 

40.2 

2017 

35.0 

1.2 

4.0 

40.2 

2018 

35.0 

1.2 

4.0 

40.2 

2019 

35.0 

1.2 

4.0 

40.2 

2020 

35.0 

1.2 

4.0 

40.2 

2021 

35.0 

1.2 

4.0 

40.2 

2022 

35.0 

1.2 

4.0 

40.2 

2023 

35.0 

1.2 

4.0 

40.2 

2024 

35.0 

1.2 

4.0 

40.2 

2025 

35.0 

1.2 

4.0 

40.2 

20-Year 
TOTAL 

700.0 

22.0 

80.0 

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 
Path & Bus Terminal 
Tunnels, Bridges and Marine Terminals 

65% 
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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Projected Percentage Fee Payments to the Port Author i ty 

Based on our projected revenues, JCDecaux expects paying the following amounts to the 
Port Authority 

(In $mlllton) 

Airports 

Path & Bus Temiinal 

Tunnels, Bridges and Marine Tenninais 

Total Percentage Fee 

2008 

37.7 

0.2 

7.6 

45.5 

2007 

44.3 

0.7 

7,9' 

52.9 

2008 

50.0 

2.4 

3.3 

60.7 

2009 

52.5 

2.9 

8.8 

64.2 

2010 

55.1 

3.3 

9.2 

67.6 

2011 

57.9 

3,5 

9,7 

71.1 

2012 

60,8 

3.7 

10.1 

74.6 

2013 

63,8 

3.9 

10.7 

78.4 

2014 

67.0 

4,1 

11.2 

82.3 

2015 

70.4 

4.3 

11.7 

86.4 

10-Year 
TOTAL 

559,5 

28.9 

95,2 

683.6 

(in Smitllon) 

Airports. 

Path & Bus Temiinal 

Tunnels, Bridges and Marine Terminals 

Total Percentage Fee 

2016 

73.9 

4.5 

12.3 

90.7 

2017 

77.6 

4.7 

12.9 

95.2 

2018 

81.4 

5.0 

13.6 

100.0 

2019 

85.5 

5.2 

14.3 

105.0 

2020 

89.8 

5.5 

15.0 

110.3 

2021 

94.3 

5.7 

15.7 

115.8 

2022 

99.0 

6.0 

16.5 

121.6 

2023 

103.9 

6.3 

17.4 

127.6 

2024 

109.1 

6.7 

18,2 

134.0 

2025 

114.6 

7,0 

19.1 

140.7 

20-Year 
TOTAL 

1.488,7 

85.5 

250.3 

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. 

Assumpt ions 

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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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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John F. Kennedy International Airport 

Interior Displays 
{Please refer to maps on pages 113 to 133 for locations) 

Type of Display 
Diorama 
Airport Amenity Unit 
Vertical DisDlays 
Business First scroller 
Prestiqe Digital Network Unit 
4' X 10' backlit disDiav 
6" X 6' backlit display 
6' X 12' backlit disDJay 
Custom spectacular backlit 
Wall Wrap 
Banner 
The Wave 
PowerPole 
Exhibit 
Bag Deck Diorama 
LightBag 
Jet Bridges interior wrapping 
Total 

T1 
23 
0 
5 
2 
4 
13 
3 
0 
10 
49 
15 
1 
7 
3 
0 
5 
11 
151 

T2 
2 
4 
2 
1 
3 
2 
5 
0 
0 
8 
0 
0 
6 
1 
0 
2 
10 
46 

T3 
15 
1 
8 
3 
3 
12 
0 
0 
0 
18 
0 
0 
8 
2 
0 

14 
16 
100 

T4 
9 
0 
9 
2 
3 
0 
0 
6 
6 

41 
25 
0 
8 
1 
7 
7 

17 
141 

T6 
12 
1 
4 
0 
4 
0 . 
0 
0 
1 

34 
4 
0 
8 
2 
0 
9 

20 
99 

T7 
29 
0 
17 
3 
3 
1 
4 
2 
0 

46 
3 
0 
5 
3 
0 
8 
12 
136 

OldTS 
13 
1 
3 
1 
2 
7 
0 
0 
3 

38 
0 
0 
6 
0 
0 
9 
11 
94 

NewT8 
0 
7 
11 
2 
2 
0 
6 
0 
3 
7 
0 
1 
6 
2 
0 
0 
17 
64 

Total 
103 
14 
59 
14 
24 
35 
18 
8 
23 
241 
47 
2 
54 
14 
7 
54 

114 
831 
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John F. Kennedy Internat ional A i rpor t 

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

Unit# Location Display Type Ad Size 
Van Wyck expressway New backlit display 90'W x 20'H 
Van Wyck expressway New backlit display 103'W X 6'H 
Van Wyck expressway New backlit display 103'W X 6'H 
T l exterior glass wall Cling wrap on glass 
T l AirTrain connector Cling wrap on glass 
Delta AirTrain connector Cling wrap on glass 
T7 BA AirTrain connector Clfng wrap on glass 
T4 Garage Stretched banner 
Roadway Inner loop Unipole 3-slded spectacular 36'W X 27'H 

10 Van Wyck • arrivals Foster Ambassadorial Beacon lO'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 1D3'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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Newark Liberty International Airport 

Interior Displays 
(Please refer to maps on pages 136 to i 47 for locations) 

Type of Display 
Diorama 
Double diorama 
Vertical Diorama 
2-sided pedestal Diorama 
Small vestibule diorama 
6 x 6 
7 x 1 1 
Overhead spectacular 
Wall wraps 
Sofit wraps 
Window clina 
Floor Exhibit 
Interior Banners 
Exterior Banners 
Visitor Information Center 
Interior Banners 
PowerPoles 
PDNU 
Vertical scroller 
Business First 
Light Bags 
Jet Bridges Interior wrapping 

Total Displays 

Terminal A 

29 
0 
0 

14 
0 

15 
3 
0 
3 
9 
7 
3 
0 
0 
3 
3 

12 
6 
3 
3 
9 

26 

119 

Terminal B 

57 
4 

14 
3 
0 

18 
0 
0 

11 
1 
4 
3 
6 
0 
3 
3 

12 
6 
6 
3 

15 
25 

166 

Terminal C 

51 
0 
0 
0 

26 
55 

1 
22 

3 
11 
0 
3 
0 
0 
2 
3 

16 
11 

3 
5 

13 
48 

222 

AirTrain 
60 
0 
0 
0 
0 

10 
0 
0 
0 
2 
0 
0 
0 
1 
0 
0 
0 
0 
0 
0 
0 

n/a 

87 

Total Airport 

197 
4 

14 
17 
26 
98 

4 
22 
17 
23 
11 
9 
6 
1 
8 
9 

40 
23 
12 
11 
37 
99 

594 
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Newark Liberty Internat ional A i rpor t 

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

Unit# Location Display Type Ad Size 
Front of Terminal A building Backlit Wiimotte Display 20'W X lO'H 
Front of Terminal B building Backlit Wiimotte Display 20'W X lO'H 
Front of Terminal C building Backlit Wiimotte Display 20'W X lO'H 
Exit Booth Banner 
All Jet Bridges Exterior branding 
AirTrain cars Exterior wrapping 
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LaGuardia A i rpor t 

Interior Displays 
(Please refer to maps on pages 150 to 158 for locations) 

Type of Display 

Diorama 
Airoort Amenity Unit 
Vertical Displays 
Business First scroller 
Prestiqe Digital Network Unit 
4" X 10' backlit display 
6' X 6' backlit display 
6' X 12' backlit display 
Custom Spectacular backlit display 
Wall Wrap 
Banner 
The Wave 
PowerPole 
Exhibit 
Baa Deck Diorama 
LIqhtBaa 
Courtesy Phone Center 
Jet Bridqes Interior wrapping 

Total 

Delta Marine 
Air Terminal 

4 
0 
0 
3 
2 
0 
7 

. 6 
0 
2 
0 
0 
2 
1 
2 
2 
1 
6 
38 

Delta Flight 
Center 

5 
2 
3 
1 
2 
7 
6 
1 
0 
8 
0 
0 
3 
1 
0 
6 
1 

10 

56 

US Airways 

11 
4 
7 
4 
5 
0 
11 
9 
1 
15 
8 
0 
8 
2 
3 
8 
2 

20 

118 

Central 
Terminal 
Building 

59 
8 
8 
5 
9 
4 
11 
8 
0 
19 
0 
0 
8 
5 
7 
15 
4 
33 

203 

Total 
LaGuardia 

Airport 

79 
14 
18 
13 
18 
11 
35 
24 
1 

44 
8 
0 
21 
9 
12 
31 
8 
69 

415 
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L a G u a r d i a A i r p o r t 

Exterior Displays 
(Please refer to map on page 148 for locations) 

Unit# Location Display Type Ad Size 

US Airways Backlit Wiimotte Display 20'W x lO'H 
Central Terminal Building Backlit Wiimotte Display 20"W X lO'H 
Central Terminal Building Skybridge Foster Spectacular 60'W X 20'H 
Central Terminal Building Garage Front-lit display 90'W X 20'H 
Central Terminal Building Garage Front-lit display 90'W X 20'H 
Marine Air Terminal access road Foster Spectacular 60'W X 20'H 
Marine Air Terminal Parking Backlit Wiimotte Display 20'W X lO'H 
Delta Flight Center Backlit Wiimotte Display 2Q'W X lO'H 
Delta Flight Center Parking Front-lit display 40'W X 13'H 

10 69 Jet Bridges Exterior branding 
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P A T H 

32nd Street Station 

Unit# 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 

Location 
Track bulkhead 
Track bulkhead 
Track bulkhead 
Station wall 
station wall 
Station wall 
station wall 
Station wail 
station wall 
Station wall 

Display Type 
Freestanding Single sided scrolling panel 
Freeslandinq Single sided scrolling panel 
Freestandino Single sided scrolling pane) 
Wail-mounted single-sided scrollinq panel 
Wall-mounted single-sided scrollinq panel 
Wall-mounted single-sided scrolling panel 
Wall-mounted sinqle-sided scrolling panel 
Wall-mounted sinqle-sided scrollinq panel 
Wall-mounted sinqle-sided scrolling panel 
Wall-mounted sinqle-sided scrolling panel 

Ad Size 
46-W X 67"H 
46"W X 67"H 
46"Wx6rH 
46''W X 67"H 
46"W X 67"H 
46"W X 67"H 
46-W x 67'H 
46"W X 67" H 
46"W X 67"H 
46"W X 67"H 

23nd Street Station 

Unit# 
11 
12 

Location 
Station wall 
Station wall 

Display Type 
Wall-mounted sinqle-sided scrolling panel 
Wall-mounted single-sided scrolling panel 

Ad Size 
46"W X 67"H 
46"W X 67"H 

14th Street Station 

Unit# Location jDlsplayType 
13 
14 

station wall 
station wall 

Wall-mounted sinqle-sided scrollinq panel 
Wall-mounted single-sided scrolling panel 

Ad Size 
46"Wx67"H 
46''W x 67"H 

9th Street Station 

Unlt# 
15 
16 

Location 
Station wall 
Station wall 

Display Type 
Wall-mounted sinqle-sided scrolling panel 
Wall-mounted single-sided scrolling panel 

Ad Size 
46"Wx67"H' 
46"W X 67-H 

Christopher Station 

Unit# 
17 
18 

Location 
Station wall 
station wall 

Display Type 
Wail-mounted single-sided scnsllinq panel 
Wall-mounted single-sided scrolling panel 

Ad Size 
46"W x 67"H 
46"W x 67"H 

Hoboken Station 

Unlt# 
19 
20 
21 
22 
23 
24 
25 
26 
27 
28 
29 
30 

Location 
Track bulkhead 
Track bulkhead 
Track bulkhead 
Track bulkhead 
Track bulkhead 
Track bulkhead 
Station wall 
Station wall 
Station wall 
Station wati 
station wall 
station wall 

Display Type 
Freestanding Single sided scrollinq panel 
Freestandino Sinqle sided scrollinq panel 
Freestandinq Sinqle sided scrolling panel 
Freestanding Sinqle sided scrolling panel 
Freestanding Single sided scrollinq panel 
Freestandinq Sinqle sided scrollinq panel 
Wall-mounted sinqle-sided scrollinq panel 
Wall-mounted sinqle-sided scrollinq panel 
Wall-mounted sinqle-sided scrollinq panel 
Wall-mounted sinqle-sided scrollinq panel 
Wall-mounted sinqle-sided scrollinq panel 
Wall-mounted single-sided scrolling panel 

Ad Size 
46"W x 67" H 
46"W x 67"H 
46"W X 67"H 
46"W x 67"H 
46"W X 67"H 
46"W X 67" H 
46"W X 67"H 
46"W X 67"H 
46"W X 67"H 
46"W X 67"H 
46"W X 67"H 
46"W X 67"H 
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PATH 
Pavonia / Newport 

Unit# 
31 
32 
33 
34 
35 
36 
37 
38 
39 
40 

Location 
station corridors 
Station corridors 
Station wall 
station wail 
Station wall 
Escalator soffit 
Corridor 
Corridor 
Corridor 
Corridor 

Display Type 
Freestandinq double-sided scrollinq panel 
Freestandinq double-sided scrollinq panel 
Wall-mounted sinqle-sided scrollinq panel 
Wall-mounted sinqle-sided scrollinq panel 
Wall-mounted sinqle-sided scrollinq panel 
Wrap 
Wrap 
Wrap 
Wrap 
Wrap 

Ad Size 
46"W X 67"H 
46"W X 67"H 
46"W X 67"H 
46"W X 67"H 
46"W X 67"H 

Journal Square 

Unlt# 
41 
42 
43 
44 
45 
46 

Location 
Station corridors 
Station corridors 
Station wall 
Station wall 
Station wall 
Escalator soffit 

Display Type 
Freestandinq double-sided scrollinq panel 
Freestandinq double-sided scrolling panel 
Wall-mounted sinqle-sided scrollinq panel 
Wall-mounted sinqle-sided scrollinq panel 
Wall-mounted sinqle-sided scrollinq panel 
Wrap 

Ad Size 
46-W X 67"H 
46"W X 67"H 
46"W X 67"H 
46-W X 67'H 
46"W X 67'H 

Exchange Place 

Unit# 
47 
48 
49 
50 
51 
52 
53 
54 
55 
56 

Location 
Station corridors 
Station corridors 
Station wall 
Station wall 
Station wall 
Escalator soffit 
Escalator soffit 
Station wall 
Station wall 
Exterior soffit 

Display Type 
Freestandinq double-sided scrollinq panel 
Freestandinq double-sided scrollinq panel 
Wall-mounted sinqle-sided scrollinq panel 
Wall-mounted sinqle-sided scrollinq panel 
Wall-mounted sinqle-sided scrollinq panel 
Wrap 
Wrap 
Wrap 
Wrap 
Wrap 

Ad Size 
46"W X 67"H 
46"W X 67"H 
46"W X 67"H 
46"Wx67"H 
46"W X 67-H 

World Trade Center 

Unlti¥ 
57 
58 
59 
60 
61 
62 
63 
64 
65 
66 
67 
68 
69 
70 
71 

Location 
Station corridors 
Station corridors 
Station corridors 
Station corridors 
Station corridors 
Station corridors 
Station corridors 
Station corridors 
Escalator soffit 
Escalator soffit 
Station wall 
Station wall 
Station wall 
Station wall 
Station wall 

Display Type 
Freestandinq Sinqle sided scrollinq panel 
Freestandinq Sinqle sided scrollinq panel 
Freestandinq Sinqle sided scrollinq panel 
Freestandinq Sinqle sided scrollinq panel 
Freestandinq Sinqle sided scrollinq panel 
Freestandinq Sinqle sided scrollinq panel 
Freestandinq Sinqle sided scrollinq panel 
Freestandinq Sinqle sided scrollinq panel 
Wrap 
Wrap 
Wrap 
Wrap 
Wrap 
Wrap 
Wrap 

Ad Size 
46-W X 67"H 
46"W X 67"H 
46-W X 67"H 
46-W X 67"H 
46"W X 67"H 
46-W X 67"H 
46-W X 67"H 
46-W X 67"H 
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Holland Tunnel 
(Please refer to page 167 for locations) 

New Jersey Side 

Unl t# 
1 

Location 
Above toltbooth 

Display Type 
Daktronics Pro Star Video Display 

Ad Size 
38.5'Wx12'H 

Lincoln Tunnel 
(Please refer to maps on pages 168-169 for locations) 

New Jersey Side 

Unlt# 
2 
3 
4 
5 
6 
7 

Location 
Above tollbooth, facing west 
Above tollbooth 
Above tunnel entrance 
Above tunnel entrance 
Above tunnel entrance 
Wall on right side before tunnel entrance 

Display Type 
Daktronics Pro Star \fldeo Display 
Bulletin 
Stretched banner 
Stretched banner 
Stretched banner 
Stretched banner 

Ad Size 
38.5'Wx12'H 
40'Wx13'H 
30"W X 20'H 
3 0 ^ X 20'H 
3 0 ^ X 20'H 
60'W X 20'H 

Washington Bridge 
(Please refer to map on page 170 for locations) 

New Jersey Side 

Unlt# 
8 
9 
10 
11 

Location 
Above tollbooth, facing west 
^ o v e tollbooth, fadnq east 
On PA technical area between lanes 
Above lower-level too plaza 

Display Type 
Daktronics Pro Star Video Display 
Bulletin 
V-shaoed bulletin stnjcture (2 faces) 
2-sided bulletin on pylon 

Ad Size 
3a.5'Wx12'H 
40'Wx13'H 
48'W X 14'H 
48'W X 14'H 

Goethals Bridge 
(Please refer to map on page 171 for locations) 

New Jersey Side 

Unit# 
12 
13 

Location 
Interchange north of toll booth 
Interchange north of toll booth 

Display Type 
V-shaped bulletin structure (2 faces) 
3-sided bulletin structure 

Ad Size 
48'W X 14'H 
48'W X 14'H 

New York Side 

Unlt# 
14 
15 
16 
17 
18 

Location 
Administration building facina NJ 
Administration buildino facinq NY 
Central island west of train tracks 
North side of hiqhway. west of toll 
South side of highway, west of toll 

Display Type 
Wrap 
Wrap 
2-sided bulletin 
V-shaped bulletin structure (2 faces) 
V-shaped bulletin structure (2 faces) 

Ad Size 
40'Wx13'H 
40'Wx13'H 
48'W X 14'H 
48'W X 14'H 
48'W X 14'H 
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Outerbr idge 
(Please refer to map on page 172 far locations) 

New Jersey Side 

Unitff 

19 
20 

Location 

North side of highway 
North side of hiqhway 

Display Type 

V-shaped bulletin structure (2 faces) 
V-shaped bulletin structure (2 faces) 

Ad Size 

48'W X 14'H 
4a'W X 14'H 

New York Side 

Uni t# 
21 
22 

Location 
Above tollbooth 
North of hiqhway between tol lbooth and bridge 

Display Type 
2-Sided bulletin 
V-shaped bulletin structure (2 faces) 

Ad Size 
48'W X 14'H 
48'W X 14'H 

Bayonne Br idge 
(Please refer to map on page 173 for locations) 

New Jersey Side 

Unl t# iLocation 
23 North of highway east of Marqareth St. abutement 

Display Type 
V-shaped bulletin structure (2 faces) 

Ad Size 
48'W X 14'H 

New York Side 

Uni t# 
24 
25 

Location 
Above tollbooth 
South of highway east of tol lbooth 

Display Type 
2-Sided bulletin 
V-shaped bulletin structure (2 faces) 

Ad Size 
48'W X 14'H 
48'W X 14'H 

Marine Terminals 

New Jersey Side 

Unl t# 
2 6 - 3 5 

Location 
Locations to be determined 

Display Type 
2-sided or V-shaped bulletins 

Ad size 
48'W X 14'H 
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PATH 

Where do you advertise when you want to reach evetybody? 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 \ Other 2.2% 

Shopping 2.6%- 4.8% 

To/From School 5.6% 

Business Travel 7.4% 

Weekend (Saturday) travelers 

Other 1.9% 

•.̂ yisit-Famny/ ;:| 
• "Friendsifgreo/or" 

Work 
Commute 

20.2% 

y Shopping 
V 19.0% 

™*S^%!a>K-!&>*'*='''-' ?^* 

Business Travel 4.0% 

•To/From School 3,8% 

/ " • • • 
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Where the A i rpor t , Mall, Street Furni ture and Transi t Audiences meet 
With the unique demographics that PATH travelers deliver, it is easy to see that advertisers 
who target airports for their audience will want to have a presence In this venue as well. 
For the same reason, advertisers who currently advertise in malls and on street furniture 
through our portfolio will act similarly; Business and consumer advertisers wil lbe 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 A i rpor t Adver t is ing Categories: 

Financial Business to Business Telecommunications 

OntheGoGear 
Just Around 
the Comer. 

Computers, Software 
and Internet 

Public Transportation 
and Travel 

^ ^ ^ E L E V A T E 

Top 5 Ma l l /S t ree t Furni ture Advert is ing Categories: 

Food and 
Media & Movies Beverage Financial 

Apparel and 
Accessories 

Cosmetics, Beauty Care 
and Medical 

y - . 
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With such a broad spectrum of potential advertisers, the potential for growth of advertising 
revenues Is particulariy good. All it takes is the right product 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 
Washington Mutual 
Bank of America 
Citibank 
Fidelity 
ING 
Geico 

Movie, enter ta inment , media 
TNT 
CNN 
Broadway Shows 
Fox News 
NY Times 
Internet sites 

Package goods 
P&G 
Starbucks 
Coke 
Unliver 

Telecommunicat ions 
Nextel 
Verizon 
Cingular 

Air l ines 
American Airiines 
Lufthansa 
Jet Blue 

Automot ive 
BMW 
GM 
Toyota 

Fashion/Apparal 
Nike 
bebe 
CK 
Levis 
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Bridges, Tunnels and other propert ies 

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 niarket or location in the worid. 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 (1-95), the GWB has an annual vehicular 
traffic of about 108 million, making it the worid'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 
• Walt Disney 
• McDonald's 
• Time Warner 
• Miller 
• General Motors 
• Cendant 
• Diageo 
• Verizon 

$49.3 million 
$33.3 million 
$33 million 
$31.9 million 
$31.2 million 
$29.2 million 
$25.7 million 
$23.3 million 
$18.3 million 

/ " ' • 
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Giant Digi ta l Displays 
To maximize the advertising potential of these exceptional venues, JCDecaux is proposing 
exceptional products. Rather than installing more traditional billboards, we propose 
installing state-of-the-art giant digital displays that will capture the attention of advertisers 
and viewers alike. These products are particulariy 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 

NEW JERSEY & VlClNriY 

« L GftAPMCAl RBTCSWIIONS AKE WmCMKWE , 
FOR EXTEHTS Of MIOPB?" « e (WUOE OF (HOrelW 
WTSKSTSSEECnAVMNS Wff2 
WIEDA-I-U 

LEGEND 

PORT AurHOnnv pirapeiTi' 

^ a ^ ^ l j g pom liUIHOfilfY EASEMENT 

I3 ' x40 'LED Sign 

HOLLAND TUNNEL 
PORT AUTHORITY 

PROPERTY INTEREST 
INFRASTRUCTURE MANAGEMENT 
TUNNELS: BRIDGES ft TFRUIWAI "̂  

/ • • • • 
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Lincoln Tunnel 

AU OMOCM-OFRfSWIOWIWE APPnOKIME. 
rcfienera OF Pocrany WD NWJK w fRorem 
KiatsmffiCKWWNQ MHT-TWA 

LEGEND 

PORT nmowT'PROPBnV 

pofSMiacan EASEMENT 

I3'x4a' Bulletin 

I3'x40' LED Sign 

io'x6o'Wallscape Banner 

jo'uo'Wallscape Banner 

LINCOLN TUNNEL 
PORT AUTHORITY 

PROPERTY INTEREST INFRASTRUCTURE MANAGEMENT 
Tll^aMCl<! tWirv^Q *Ttr>NUMftie 

/ ' • • 
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George Washington Bridge 

ML oaifHOt. unsiMncra Nit «l«3«M*Ii , 
Kx iMsm Of nKvenvwo )iius or mcKitrr 
tf lsoa as cnAWNS s u r j m i * 

tESOC 

I K l I l u a c w i H B M 

ij'lt^o'LEOSign 

, ij'Mo'Bulletln 

I Double sued t4'x48'Bulletin 

GEORGE WASHINGTON BRIDGE 
PORT AUTHORITY 

PROPERTY INTEREST 
INFRASTRUCTURE MANAGEMENT 
TilMMFi? noirv:;ec ft TCDtJiMAie 

'/"••• 
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other Display Opportuni t ies 
The other PANYNJ properties offer greater opportunities for signage when they are on or 
close to niajor thoroughfares. While not as valuable as the entrance to the Washington 
Bridge or the two tunnels, these locations are exposed to enough vehicular traffic to justify 
investing in traditional billboards. 

Goethals Bridge 

^ (sided H'iyS' 

. V-Shaped I4'x48' Bulletin 

S S Double Sided I4'x43'Bulletin 

^ ^ 1 ] ' K 4 0 ' B u l l e t i n 

GOETHALS BRIDGE 
PORT AUTHORITY 

PROPERTY INTEREST 

NBWYORK 

Fcn [WBfli Cf fftOfffiiY *N0 wjuje Of poocEiw 
ME»ai tacM.wt is SUIT 
tUKDJWJT, 1913 

Aa GHAPHICW. Re?ReS»I10MS «fiE >/«iCBOM«E . 
fOI EXrajTS Of PBOPBJT/AND NATURE Cf PnOfffiTV 
MERESIStSnftAWWS &4-7 
[WIEDJMIT, 1933 

JOBESIflVI 

/ ' • -
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Outerbr idge Crossing 

MI OWHCAl ReKESUKMt JW AmxmMUI. 
K » GeTtKO Cf ( K v o i r WO NATUH OF prnrem 
M i B s n SEE cmviwa PM)U 
c u m JXN IT. 1933 

LE6BC1 

H H I poniAimonnYpnoPERTr 

POfll WIHOIVrr EAJEMEW 

^ V-Shaped I4'x48' Bulletin 

NEW JERSEY 

OUTERBRIDGE CROSSING 
PORT AUTHORITY . 

PROPERTY INTEREST 

LEGEND 

PORT AUlHOmiV PRCPERTY 

POmAUIHCnnV EASEMENT 

w V-Shaped I4 'X4S' Bul let in 

I ^ S Double Sided i4'x4S'Bulletin 

NEW YORK 

OUTERBRIDGE CROSSING 
PORT AUTHORITY 

PROPERTY INTEREST 

INFRASTRUCTURE MANAGEMENT 

TUNNELS. BRIDGES & TERMffJW.S 

AIL GHAPMICAL REPRESIHlONS A M APHtOaMVE . 
f C f i EXTENTS OF PRCPEHiy A M ) kAHf iE OF mcPEBTT 
NTBiESTS S S a i f l M U G P M M 
DATED JAN 17,1933 

INFRASTRUCTURE MANAGEMENT 
T l iMMr i ^ BDHVICC 0, TT:n»^IMAIC 
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Bayonne Bridge 

BAYONNE 
NEW JERSEY 

LEGEND 

PORT AyiHOBftV PROfMIY 

fOm AUIHOnnY EASEMENT 

V-Shaped 14'X48'Bulletin 

® 

BAYONNE BRIDGE 
PORT AUTHORITY 

PROPERTY INTEREST 

NEW YORK 

M u n 4 4 0 

Ml GiurHCAi REPREnuou t K ^vmoKMUE -
FCn DOEMS OF ntOCBnV WD IMIU» OF PRCfERlY 
rJlSSniSEEClRAMNQ n- l lb 

INFRASTRUCTURE MANAGEMENT 
TUNNELS. RRtnGF.-l ft TFR î1I^IAI S 

Jitey^ut!BSf»>fliip.:^-QWjf^raii5i«a 

FOn EXIENre OF IWXtBTf AND MUUTE Cf PBOPEJfTV 
•JIEKSnSEECWWWS TS-JI4 
QArH>*-I9-t5 

LEGEND 

p c w AuiHowTi'pBoretir 

PORT AUlHOfflTV EASEMENT 

^ V-Shaped 14'>C4S' Bulletin 

^ 3 Double Sided I4'x4a' Bulletin 

BAYONNE BRIDGE 
PORT AUTHORITY 

PROPERTY INTEREST INFRASTTiUCTURE MANAGEMENT 

TUNNaS, BRIDGES & TERMINALS 
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IMPLEMENTING THE PLAN 

Design, Product ion, Ins ta l la t ion and Operat ion 

JCDecaux's dedicated team of engineering, manufacturing, procurement and quality 
assurance professionals have set up and maintained advertising programs throughout 
North America. This team - working under the leadership of Nicolas Clochard-Bossuet, who 
managed the creation of advertising furniture for our mall-advertising program as well as 
for the City of Chicago - can be set into motion to implement the Port Authority program 
as soon as we are seiected. This w i l l ensure t ha t the f i rs t new structures can be 
instal led w i t h i n months of award . 

As soon as the new concession contract is signed, JCDecaux will initiate the following steps 
for the smooth and efficient implementation of the advertising program: 

Basic Assumpt ions Planning Sessions w i t h the Port Author i ty 
• Establish meetings with each Port Authority facility manager or line department and ap

propriate staff 
• Review each project under their control to confirm details and general acceptance of 

process and approach 
• Review any specific Port Authority/other facility projects that are proposed by others 

over the same projected timeframe 
• Determine any conflicts 
• Propose solutions to conflicts and restructure project process and approach as needed 
• Reach general consensuses on projects and set targets points for reevaluation 
• Obtain list of appropriate contacts and establish specific project coordinators for the PA 

and JCDecaux 
• Follow-up meeting and updates as established to meet project targets 

Site A p p r o v a l Permit and Ins ta l la t ion Process 
• Tour of all proposed sites by JCDecaux with Port Authority, in order to confirm each 

location, type of advertising fixture and final placement 
• Determination of permitting and TAA process with Port Authority and specification of all 

supporting documents and materials required 
• For each location, upon permit and TAA approval by Port Authority, manufacturing of the 

corresponding advertising fixture will kick off immediately along with the site 
preparation and electrical connection work 

• All site preparation and electrical work performed maximizing the use of licensed 
contractors with the appropriate union affiliation, MBE/WBE certified contractors in 
order to meet our participation goal. Such work will be closely coordinated with the 
Port Authority in order to minimize the impact on the passengers (off hours work in 
public areas when required) 

• Finalization of the on-site installation schedule based upon the delivery schedule for the 
fixtures, with validation from the Port Authority in order to minimize the impact on the 

/ ' • 
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passengers and the facilities operations (off hours work in public areas when required) 
• Routine meetings both internally and externally with all involved vendors, 

subcontractors, installers, etc. will be held to monitor (and adjust when necessary) 
schedules, keeping airport and specified staff updated. 

• Final reception of each site with the Port Authority once the installation of the 
corresponding fixture is fully completed, following a thorough inspection and approval 
from JCDecaux Quality Assurance professionals 

Display Insta l la t ion 
• Overseen by full-time JCDecaux managing supervisors and project managers for each 

property installation 
• Work directly with local unions, including IBEW Local 3 (Electrical), IBEW Local 137 

(Sheet Metal & Poster Hangers) and IBEW Local 164 (Electrical) 
• Utilize Port Authority-certified M/WBE contractors to exceed the Port's requirements 
• Work within security requirements of Port and TSA to ensure safety 
• Work at hours to minimize impact on traveling public 
• Maximize off-peak hours for preliminary work 
• Ensure all Port procedures are followed from TAA submittal to final punch lists 
• Communicate installation completion to contact person(s) when finalized 

••••.v:''''<iQ!tii^'f.u<irhh\f2Port Author i ty o f New y^ Timeline'>iJ:S^^~<t:^T^^-ii.-'-:^» •' 

mmsmmstBtPAiiisYKnoHsm^Piiixmsia 
P(rmlt*n'AA Approval 
Manuticlurlna 
In •!« nation 

IBMslMI l>2dbe~JI| iirA^>ot9liiiiiiv^t41fnun^Jlin;Di^rai| 7Aug^T;i| 

^ ^ ^ ^ 
^ • ^ ^ ^ ^ ^ H 
1 ^ ^ T i ^ ^ ^ ^ B ^ B 
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Timing 

We will develop detailed schedules in conjunction with the Port Authority of NY & NJ to 
ensure that permitting, construction, manufacturing, and installations are all synchronized. 
Manufacturing suppliers will be given a rolling quarteriy forecast so they can plan their 
production and purchase any long lead-time raw materials and components. Installation 
and prep-work contractors will be provided with contract schedules for grouping of displays 
that cover two to four months of installation volume. Site-specific weekly schedules will 
be provided to prep-work teams as well as to the final assembly and installation teams. 
JCDecaux will oversee weekly production meetings between manufacturers and the final 
assembly facilities. 
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The Technical and Field Staff 

JCDecaux has a fully dedicated, New York based operations team. Staff members are 
already in place with experience and,dedication to our existing New York and New Jersey 
Operations. In the airports alone, we propose to double the Operations Department to a 
full-time staff of, at least, 12 members. These dedicated employees would be provided with 
24-hour communication with the appropriate supervisors. 

JCDecaux already has a fully dedicated industrial and manufacturing team located in New 
Jersey. From this location we design all of our advertising products. 

Bernard P"r '>o*.;s«-^[I ;CVi 
PresiJi^nt&M-CEO.-x:^'?:>•-. 

Nicolas Clochard-Elossuet " .Paul denOuden 

• v<.«?f^-v^j^^?,^i;-.: 

In'dustrlal/ManLifactu'rlng 

RobMager , • , . ; ' . ' „ ; : 
Plrector.'of Engineering 

^ - i ^ ^ ^ i - ^ U r i (fcji^Y^^ jis-' 

/ ^^• . : • '< •^iilj^--^*\-:'\-'.'l3h'j.i 
'-:••• • -•'-•'-•'• ,. -Ope'riitions/Mialntenance/PropertvRelations J: , •, . „ 

-DireVtorofiviaterials'j 
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SrMaryanneKImba î *i,<H'.,'.,i •-
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Display Maintenance 
Maintenance Technicians, provided with attractive uniforms, quality tools and safety 
equipment as well as a well-maintained vehicles, will be fully trained in repairs, 
maintenance and ad panel posting. 

For the airports, given the size of the 3 airports and the volume of displays under this 
agreement, we will divide operations into 2 regions. We will have the JFK/LGA Team, which 
will focus on JFK, LGA and JFK AirTrain and the EWR Team, which will focus on EWR, EWR 
AirTrain, the Downtown Heliport and the PATH. Each team will have it's own supervisor, 
technicians, vehicles and local warehouse. All Maintenance Technicians will belong to Local 
137 (Sheet Metal & Poster Hangers Union). 

Maintenance falls into three fundamental categories: preventive, corrective and structural 

Prevent ive 
• Ongoing cleaning of af( fixtures 
• Ensure proper illumination, ballasts, circuit-breakers 
• Remove unauthorized posters, stickers, etc. 
• Poster installation for contracted advertisers and community information 
• Check overall appearance 
• File any necessary reports and report to field supervisor 
• Random inspections by supervisors and management team 

Correct ive 
• Replace non-working or flickering light bulbs or ballasts 
• Remove unauthorized posters, stickers, etc. 
• Check advertising for proper placement and visibility 
• Fix or replace all damaged parts on our fixtures 
• File any necessary reports and report to field supervisor 
• Staff available 24/7 for emergency response 
• Technicians equipped with mobile phones for immediate notification 

St ructura l 
• Supervisors systematically inspect all fixtures 
• Ensure framing is in good condition 
• Ensure acrylic/glass face is presentable 
• Review mechanical soundness of equipment 
• Regular electrical inspections by authorized electricians 
• File any necessary reports and report to field supervisor 

- / ' - - • 
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JCDecaux Quali ty Assurance Program 

JCDecaux's commitment to quality shows through in every product we produce. The 
company-wide policy is based on the globally recognized ISO 9001:2000 Standard. The 
focus of th is program is to promote qual i ty at every level of the company through 
all the di f ferent depar tments and develop one goal : A Commitment to Excellence. 

This quality begins at the design phase, where only the finest materials and finishes are 
integrated into each product, ensuring not only beauty but also long-term durability for the 
life of the contract. 

A strong partnership with each supplier ensures their Quality System meets the stringent 
ISO based JCDecaux Quality Standards so that Receiving, In-Process, and Final Inspection 
develop an all-inclusive program. 

During the manufacturing stage, work instructions are developed along with inspection 
checklists for each step of the process. The focus is on continuous improvement and 
refining each step of manufacturing from in line fixturing to state-of-the-art statistical 
process control. 

Architectural grade powder coating is used to produce U.V. stable, anti-grafftti, long-term 
finishes. Only certified applicators with the proper pre-treatment system are used. This 
entitles JCDecaux to a ten-year warranty against fading, blistering, and peeling of the 
powder coat finish. 

An onsite inspection checklist is completed for each installation to ensure proper 
functionality of the units prior to leaving the site. 

Through years of real worid maintenance experience, JCDecaux has refined our materials 
and products to enable quick and efficient on-site restoration and repairs. 

All supporting quality documentation is kept on file to ensure traceability throughout the 
life cycle of our products. This enables us to track and utilize information for the ultimate 
target of continuous improvement. 

JCDecaux sets the standard for quality throughout the Out-Of-Home advertising industry. 
Our Quality Assurance Program starts at the design phase with material selection, 
encompasses a stringent supplier selection process, monitors all aspects of manufacturing, 
oversees the installation phase of the project, and takes pride in our all-embracing 
streamlined maintenance program. 

Through strong partnerships, a comprehensive quality program, and a thorough 
understanding of our products, JCDecaux has the ability to consistently deliver a worid-class 
product on a timely basis. 
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Sales Admin is t ra t ion and Market ing 

An Experienced, Dedicated Professional Sales Organizat ion 
JCDecaux is unmatched in our sales efforts regionally, nationally and internationally. 
The Port Authority will capitalize on our sales leadership by enjoying maximum revenue 
potential and return. JCDecaux's national sales team is positioned in the major markets 
in the U.S. Headquartered in New York City, with offices in Chicago, Los Angeles, San 
Francisco, Boston, Miami, Dallas and Atlanta, these sales professionals have established 
relationships with agencies throughout the country. To focus on this new total advertising 
opportunity for the Port Authority we will increase our current sales organization with the 
addition of dedicated personnel in our INJew York office an in the major advertising markets. 

Nevy York is the number one advertising market in the worid. The Port Authority's assets 
are the most viable media option in the Out-pf-Home arena. The combination of these two 
forces will give JCDecaux's salespeople the opportunity to offer clients the finest advertising 
program in the worid's top city. 

In addition to our national cities, malls and airports sales teams, the regional saleis staff 
based in our offices in New York; Chicago; Los Angeles; Washington D.C; Seattle; Dallas; 
Boston; Atlanta; San Francisco and Miami contact local and regional advertisers and 
advertising agencies to secure additional revenues for key Port Authority campaigns in the 
top markets. 

Team Effort 
Our sales process is highly developed and oriented to produce maximum revenues with the 
highest quality sales, marketing and service organization. JCDecaux's sales teams drive the 
business. They do this by prospecting and contacting the advertising community, securing 
appointments and making detailed presentations, customizing proposals to find solutions to 
the advertisers special needs and securing the contract. However, the sales team cannot 
ultimately be successful without the combined efforts of the sales support team. 

Market ing/Graphics Team 
A centralized. New York based marketing team provides the essential pre and post sales 
tools for the national and regional sales teams. JCDecaux's proficient and efficient 
marketing, graphics and research staff prepare all selling materials. Including but not 
limited to sales brochures, product information sheets, state-of-the-art CD-ROM based sales 
presentations, mapping programs with advanced technology, audience databases and a 
comprehensive librai-y of secondary research. 

Market ing Leadership 
JCDecaux's' talented marketing department is unmatched in the industry. We make 
significant investments in our marketing and presentation materials to help clients better 
understand their advertising options in the Out-Of-Home marketplace. The materials we 
provide them will allow advertisers to make the most informed decision when it comes to 
selecting the Port Authority properties as a key component of their advertising plans. 

/ • ' • 
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In 2004, JCDecaux launched the first-ever OOH Advertising Upfront for our Airport Division. 
Over 150 advertising executives from across America and Europe gathered at JFK's Terminal 
4 and were presented with our latest product innovations and newly developed locations 
throughout our portfolio. As a result of this event, JCDecaux secured new advertisers and 
renewed a significant number of contracts. An estimated $4.2 million was generated from 
this Upfront sale, of which $2.4 million was booked at LGA and JFK. 

JCDecaux reinforced its leadership position and that of the New York Airports at this 
event. Awards for the best airport advertising campaigns were delivered to some of our 
largest advertisers for their spectacular displays at JFK and LGA. This prestigious list of 
advertisers included American Express, Royal Bank of Scotland and National Insurance. 

Market ing Materials 
We design eye-catching, in-depth custom brochures for each facility in the JCDecaux 
Portfolio. These publications give prospective clients insights on the targeted audience, 
available displays, and advertising rates. 

World Leader in Airport Advertising 

We send the JCDecaux Newsletter via e-mail to existing and prospective clients and 
advertising agencies, providing important and tirhely information about the Out-of-Home 
advertising business. These newsletters highlight the latest successful ad campaigns, newly 
acquired markets, and new product offerings. Our highly regarded newsletter allows us to 
continuously brand JCDecaux's various media platforms and remain top-of-mind with clients 
and advertising agencies. 

^ ^ C i ^ i s s x . 
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Promotional brochures and literature are regulariy sent out to clients, offering give-aways 
and prizes as incentives in order to remain in the forefront of our clients' thoughts in a very 
cluttered media worid. 

Our state-6f the-art Web site: http//www.jcdecauxna.com/, provides an overview of the 
company, the markets we serve, and the products we offer in an easy to navigate and 
informative format. 

We produce targeted videos and CD ROMs in-house, showcasing outstanding creative 
campaigns and the reactions of people/passengers viewing them. Our interviews capture 
the public's views on airport advertising as a medium and how they are influenced by it. 
Category specific, the videos are used to convince new potential advertisers to explore the 
effectiveness of airport advertising. 

' rjciieeaiix ' *, 

UFECOMESATVOU FAST. 
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Campaign Showcases - JCDecaux's Marketing and in-house Graphic Design team produce 
framed collages for major advertisers to commemorate their latest advertising programs. 

We give small-scale models of our display units, with the client's ad affixed, to advertisers 
and agencies. Great collectors items, these gift:s often are displayed on clients' desks and 
serve as a constant reminder of JCDecaux's high-quality standards. 

/ • ' • • 
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Sales Admin is t ra t ion 
Often referred to as "the keepers of the gate," the sales administration team steers the 
business. They take reservations and book space, manage inventory, execute contracts, 
instruct the operations department on what is to go where, invoice and provide proof of 
performance. Utilizing the sophisticated software tools of Indigo, Monitor and Epicore, the 
sales administration team manages all aspects of the system and is in fact the "conscience" 
of the department, maintaining integrity throughput the process. 

I nd igo and Moni tor 
These powerful software programs were developed exclusively for JCDecaux. They enable 
us to administer and monitor the sales operation frohn pre-sale to proof-of-posting photos, 
streamlining the advertising sales process so we can maximize revenues and ensure that 
our clients get the posting and billing efficiency they demand. 

Ind igo Mapping System 
A proprietary mapping system developed by JCDecaux, Indigo allows our sales executives 
to show potential advertisers exactly where their ads would go. Enabling graphical 
visualization of the location and environment in which the advertising face in question sits, 
be it on a tunnel, at an airport or on a PATH train. Indigo's powerful search engine gives 
our sales professionals instant access to availability and competitive sales information. I t 
allows our sales team to build a custom campaign easily, graphically selecting the faces 
to be displayed in specific locations with a simple click. Each proposed campaign is 
automatically saved in our booking system, allowing the sales person to follow up with 
several types of reports, including maps and pictures ofthe campaign's proposed sites. 

Moni tor : Management of Adver t is ing Siales 
JCDecaux's Monitor software manages a|l of our advertising sales, including booking and 
billing, tracking, the shipping and receiving of materials and the posting of ads on the 
appropriate structures. $300,000 is spent annually for development and maintenance of 
this vital system. 

First our sales and marketing teams research opportunities and present to clients. Once a 
potential sale of space is agreed upon, the subject network (group of advertising faces) is 
reserved for that client while awaiting execution of the contract. When JCDecaux receives 
the signed contract, the commitment is confirmed, and the advertising campaign is 
scheduled within Monitor for posting on the appropriate date and locations. 

Moni tor 's core act iv i t ies include: 
• Inventory Management - The creation and upkeep of inventory to ensure accuracy for 

Sales and Operations 
• Number of advertising panels in 2004 - 26,900 

• Booking - Selection of faces, assist in sales planning 
• Number of advertising contracts in 2004 - 2,600 

• Billing - The preparation of invoices relating to postings within a specific posting period 
• Number of invoices prepared in 2004 - 21,500 
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• Traffic - Communication regarding contracts and ad copy, to facilitate posting 
• Data Processing - Preparation of posting activity with regards to faces and advertising 

materials 
• Number of faces posted In 2004 - 71,500 

Posting and Bil l ing 
The JCDecaux Operations Department uses the contract information within the Monitor 
system to track receipt of the posters at our warehouse. Monitor also provides a detailed 
posting list with instructions for the specific structures for posting each client's campaign. 

Once the ads have been posted, a photographer takes a digital photo of the campaign. We 
call this Proof-Of-Performance (POP). Our Digital POP provides assurance to our advertisers 
that we have delivered according to our contractual commitment through an online POP 
reporting tool. This toot is completely automated and streamlined for client access and 
is directly interfaced with our Monitor tracking system. Digital POP expedites delivery of 
materials to advertisers and improves the payment cycle. It provides advertisers 24-hour 
access to campaign infomiation, photographs, location lists and completion information. 

Epicore: Management of Financial Controls 
JCDecaux employs Epicore business management software to administer collection of 
advertising revenues and payment of bills. This system will facilitate our reporting to the 
Port Authority. 

Credit and Collections 
No contract is scheduled for posting or reported as revenue until a detailed credit review 
has been performed. Only upon validation from JCDecaux's credit Department is a 
booking record updated to Contract status in Monitor, and scheduled for posting. For 
current customers, we use past payment history as well as credit analysis data. For new 
customers, we perform a complete credit check, using external credit reporting agencies. 

In conjunction with billing, the appropriate accounts receivable data is interfaced from 
Monitor to JCDecaux's financial/accounting system Epicore, which furnishes data from 
JCDecaux's Credit and Collection Department. Information on past due or aged receivables 
is available to allow for follow-up via phone and letter. Client statements are prepared and 
mailed every month to provide information on outstanding invoices. 

Traffic Department 
Once a booking is elevated to Contract status in Monitor, the Traffic Department starts 
gathering the specific posting instructions from the customers. At this time we contact the 
customer's printing company to be certain that the posters will be printed correctly and 
will arrive on time at the proper destination. Before production of the poster begins, the 
Traffic Department acquires approval of the creative designs to be posted from JCDecaux 
management and, where necessary, from its partner companies who own/operate the 
properties where the designs are to be posted. 

185 
/ • • • 



The Por t A u t h o r i t y o f NY & NJ 

H.2 Marketing Strategy and Approach 

JCDecaux 

By taking this pro-active approach, the Traffic Departrifient is able to ensure that JCDecaux 
will meet the customer's expectations regarding which creative designs are to be posted 
and how they will be distributed. At the same time, there will be conflrmation that the 
posters will be printed according to JCDecaux specifications and will be of the proper 
quantity and design. All of these steps are tracked and logged so that all relevant JCDecaux 
personnel can view the status and progress of any given campaign at any tjme. 

Management of Adver t is ing Content 
JCDecaux sells its advertising to flrst-class clients. We screen all of the ads for good taste 
before they are posted. On the rare occasion when a question of taste has been raised, the 
ads have been promptly removed. Our years of experience in this area have allowed us to 
develop a great sensitivity regarding what is acceptable in a public facility. 
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JCDecaux has an outstanding reputat ion wor ldw ide for a lways del iver ing on i ts 
promises. I n fact , we are known for under-promis ing and over-del iver ing. 

Over the years, we have proven our dedication to exceeding our sales and operations 
goals at the Port Authority's airports. From a long-term perspective, that commitment has 
provided significant advances in operational implementation and revenue growth. Most 
recently, the installation of our "Business First" project was completed on time, on budget 
and provided dramatic revenue increases in 2005 and beyond. 

This ability to exceed our performance standards is experienced throughout the country by 
our municipal, airport and mall partners, as well as advertisers. 

New York Ai rpor ts 

Since being awarded the concession at John F Kennedy and LaGuardia airports, JCDecaux 
and its predecessor, SkySites, have increased revenue at an average annual compounded 
rate of 16% and 17.7% respectively. Right now, JFK is experiencing one of its strongest 
sales years ever and LGA sales have increased over 50% vs. last year. 

We are proud that year in, year out, both airports lead the country in advertising revenue 
generated by passenger. At JFK, we continuously rank first in total advertising revenue 
generated in any U.S. airport. 

We are also proud of the excellent working relationship we have established and maintained 
with the Port Authority and the Airiines. Please read the attached reference letters from 
American Airiines, Terminal 1 and British Airways. 

/ • ' • 
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tfcmMiMONE 
|FK INTHNATIONAL AIRPORT 

May 27, 2005 

Port Autiiority of New York & New Jersey 
Purchasing Services Division 
One Madison Avenue, 7"* Floor 
New York, NY 10010 

REF: RFP for Advertising #0000007920 

Attention: T, J. Storch 

Dear Mr. Storch; 

Please allow this letter to serve as a personal recommendation for JCDecaux. 

1 have had the pleasure of working with the JCDecaux Team for almost six years at Terminal One. 

Terminal One has a unique blend of some ofthe most demanding clientele in the business. As such, 
our standards and demands are well above the norm, and often present unique challenges for the 
JCDecaux Team. Advertising within our facility is closely scrutinized by the Carriers for placement 
and content, and can quickly meet opposition if found to be inappropriate or intrusive. Because of 
the intemational exposure of JCDecaux in many ofthe markets serviced, by our Carriers, they 
thoroughly understand these cultural challenges and have been very successful at tailoring the 
advertising effort to meet these challenges. It is by and large due to the superb leadership, 
management abilities, and skills found in the JCDecaux Team that permits Terminal One to meet 
and exceed each and every goal set forth for advertising revenues. 

Concession revenue is an increasing portion of our basic source of incremental income, income that 
facilities like Terminal One require lo offset the ever increasing cost of doing business at JFK, costs 
that often cannot be passed onto the Carriers or Customers that utilize this facility. The financial 
condition of many Carriers have resulted in cost cutting efforts that, of course, have a trickle down 
effect on Terminal Operators. This has forced Terminals to place significant pressure on airport 
concessionaires for higher levels of revenue generation when they were experiencing their own 
revenue crises from less passengers, more stringent operating conditions and for some concessions, 
the airport environment was seen as a less desirable place to advertise or operate. Many of these 
same concessions became unprofitable yet continued to provide a revenue stream without any 
contractual altematives. 

TEHMiNAl ONE MANAGEMENT. INC. TEBMINAL ONE JfK (MIiBK*nOf<Al. AK̂ PORT JAMAICA. NVl U30 lEl 718,751.1700 FAX 7(8,751,1720 
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Page 2 

JCDecaux is one of these concessionaires. We have found that JCDecaux, our advertising partner, 
has worked with us from before the terminal was opened. JCDecaux worked with the Terminal One 
design staff to develop advertising programs that were integrated into the fabric ofthe building. We 
have worked as partners since the opening of the facility to continue to develop new advertising 
venues and have found that we embraced difficult opportunities that ultimately paid off for both the 
Port Authority and us. 

As we enter the second half of 2005,1 believe our challenges are even greater, We see little chance 
for new ways to offset higher operating costs including those driven by the Port Authority of New 
York and New. Jersey. Our airlines have experienced unprecedented increases in fuel costs with 
little improvement in ticket yields. We are facing an unforeseeable future of continuing budgetary 
constraints with significant operating concems. 

Keeping all these issues in mind, I must recommend that JCDecaux be retained as the advertising 
provider for JFK. Any change would most certainly result in a learning curve for another company 
that could be disastrous for us financially. As I mentioned earlier, JCDecaux has worked with us to 
obtain the highest advertising revenues in the industry and specifically for Terminal One and JFK. 
They have developed a niche advertising market at JFK that I doubt could be repUcated by any 
other advertising vendor and. therefore, would not deliver the same revenues. Taking such a risk at 
anytime would be cause for concern but, under our current circumstances, could resuh in the loss of 
millions of dollars to Terminal One. 

All of this can be avoided by allowing JCDecaux to remain as the advertising permitee at JFK. 
Additionally, allowing them a sufficient term to permit a redevelopment of a substantially new JFK 
would serve both The PANY&NJ and Terminal One with enhanced advertising programs. They are 
a well established. New York City based, company that has shown iimovation in developing 
revenue while being responsive to the airport and Terminals special needs. 

I request that you consider this letter as support and a reference for JCDecaux and the great work 
they have done here at Terminal 1. 

Sincerely, 

Edward J. Paquette 
Executive Director 
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BRITISH AIRWAYS 

June 1,2005 

Port Authority of New York & New Jersey 
Purchasing Services Division 
One Madison Ave, 7"" Floor 
NewYork, NY 10010 

REF: RFP for Advertising #0000007920 

ATTN: T.J. Storch 

British Airways is pleased to write this letter of recommendatran on behalf of JCDecaux. 
Airport Inc. 

We have worthed with JCDecaux over the past 15 years to develop our in-terminal 
advertising program in Temninal 7 at JFK. Over this period of time we have formed a 
partnership that has remained viable because of JCDecaux's unique understanding of 
the intemational advertising marketplace and their worldwide presence. They bring to 
our facility the premium companies that find real value in the high-end passenger traffic 
we handle and deliver the revenue to prove iL 

On a day-to-day basis we have found JCDecaux willing to work with us regardless of the 
circumstances or situation. When our facility was going through ttie throws of 
construction, the Decaux staff could always be counted on to make whatever 
adjustments to their schedule the changes dictated. With virtually no notice units were 
removed and relocated to accommodate tfie revenue of our advertisers and 
accommodate our passengers during construction. This type of action has been the 
basis of our relationship as we work together to deliver the much needed non-airiine 
revenue to support Tenminal 7's operating costs. 

JCDecaux worits at keeping its equipment in top shape. Cleaning and maintenance are 
as important to them as the advertising sale. As part of their renewal program they have 
added equipment that keeps the building looking fresh and ir^troduced new technology 
when it is appropriate for the venue and maritetplace. 

Sincerely 

Donna Oliver-Walker 
Director Supplier Development NA 

Email: donna.olivgr-walker(a>britishainwavs.com 

75-20 Astoria Boulevard, [ackson hIeiKhls, New York 11370 

Bntiih A in . ** i HI. fl^iUnTfl o f f f r Wi im id r , l '.[l. Uo< 16i. Hdrmiindwu'ih. l l f i J OCl l flPS-im-rtin EPfftoiirfNo. ITJ7J777 
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June 1,2005 

Port Authority of New York & New Jersey 
Purchasing Services Division 
One Madison Ave, T"" Floor 
New Yori<, NY 10010 

REF: RFP for Advertising #0000007920 

ATTN: T.J. Storch 

Over the course of the past few years, American Airlines staff at JFK 
has been worthing with JCDecaux to maintain important advertising 
revenues under difficult circumstances. JCDecaux worked with us 
during the comeback period following 9/11 as well as the ensuing 
period of terminal construction to keep the critical advertising revenue 
flowing. We found that JCDecaux was always looking for new sources 
of revenue as the landscape in and around Terminals 8 and 9 
changed. We have become accustomed to the exceptional revenue 
stream they have provided us under these difficult circumstances. 

As we approach the prospect of moving in to our new Terminal this 
summer, JCDecaux has committed capital and marketing resources to 
put the advertising plan in place that we have jointly worthed on. This 
includes an iconic electronic art system that they have proposed which 
they will be unable to do without an assurance of not being the 
advertising concession at JFK, American is anticipating that the 
electronic Art System going into our Terminal will become as 
recognizable to our Terminal and JFK as the "Ticker Tape" sign is to 
Times Square. Of greater importance is that we secure the increased 
revenue that we expect as a result of their efforts and the new 
advertising program and structures they will put in place. 

JCDecaux has made us aware that their concession permit will expire 
at the end of 2005. This would expose us.to the potential of a-new 
advertising concessionaire just 5 months after our new facility opens 
and at a mid-point of our complete redevelopment program. This 
presents us with a serious revenue concern. 
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The experience, advertising knowledge and airport familiarity, at JFK, 
that have been developed over many years of partnering with 
JCDecaux have broughfa solid revenue stream to American and is 
worthy to be continued, with planned growth into the future. 

I request you consider this letter as a reference in support of 
JCDecaux based on or working with them for almost 15 years. I 
believe that they are the right choice and with renewal of their contract 
will allow them to develop a long-term strategic plan for additional 
revenue growth for American at JFK. 

Sincer 

Manager-Facilities Maintenance 
JFK 

CC: 

M. Dupont-JFK 
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June 3, 2005 

Port Authority of New York & New Jersey 
Purchasing Services Division 
One Madison Avenue, 7'̂  Floor 
New York, New York 10010 
Attention: T.J. Storch 

Re: Reference letter for PANYNJ's Advertising RFP #0000007920 

Dear l\/1s. Storch: 

JCDecaux has operated the advertising concession at GO's Terminal E at Houston 
Bush Intercontinental since the opening of that facility in 2003. In addition, as the 
operator since 1993 of the Houston Airport System's advertising concession 
throughout the remainder of the Terminals at lAH, JC Decaux has been a close, albeit 
indirect, business partner of CO throughout the term of that contract. 

In working with JCDecaux,! have found the staff to be professional, thorough and 
innovative. JCDecaux's approach is to deliver a well-placed advertising program that 
enhances the traveler's experience, while also providing revenue, consistent with 
Continental's goals. They are responsive to their client's needs and interests, and 
never fail to work cooperatively with us to find positive solutions when the inevitable 
operational need or construction project impacts the advertising program. 

We look forward to continue to developing future advertising programs with JCDecaux 
and I highly recommend them to you to be your advertising partner as well. If you need 

. any additional information please do not hesitate to contact me. 

Sincerely, 
. ? • 

Michelle Baden 
Sr. Director-Airport Affairs, Global Real Estate 
Continental Airlines, Inc. 

(713)324-2690 
mbaden@coair.com 
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City of Chicago Insta l la t ion 

In 2002, JCDecaux signed a coordinated street furniture contract with the City of̂  Chicago 
to manufacture, install and maintain approximately 2,500 fixtures. JCDecaux selected 
and contracted with local vendors to ensure local manufacturing and final assembly ofthe 
equipment occurred within the City. Through this selection process, we exceeded the Initial 
MBE/WBE requirements (30% participation) set by the City and guaranteed to reach a 
minimum of 37% over the entire duration of the contract. 

The installation phase started ahead ofthe contractual schedule, with a record-time 
implementation of more than 1,500 bus-shelters installed in less than 18 months. We 
are operating a 50,000 sq. feet facility 7-days-a-week in the SW side of the City. This 
facility is fully operational to service all installed units Citywide 24/7, with a staff of 40 fully 
trained JCDecaux Maintenance Technicians dispatched every day to service the needs of the 
program. 

> • ' • • -
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HICHA.HD M. DALEY 
M H O B 

O F F I C E OF T H E MAYOR 

C I T Y OF C H I C A O b 

June 17, 2004 

To Whom It May Concern: 

As Mayor and on behalf of the City of Chicago, I write to commend JCDecaux for its 
manufacture and installation of street furniture in Chicago. 

In June of 2002, the City of Chicago signed a contract w i th JCDecaux to provide and 
maintain 2,175 bus shelters, 26 news stands, 110 news racks and other street furniture. The 
installation of the bus shelters began in December of 2002. To date, JCDecaux has installed 
over 1,500 bus shelters and shows every indication that the entire coniplement of bus shelters 
wil l be installed by the end of this year, as required by contract. The remaining street furniture 
is also being installed in a timely manner. 

The bus shelters are beautiful and have garnered wide public acclaim. We are pleased 
wi th JCDecaux and their staff. Thank you for your kind consideration. 

Best wishes. 

/ " • • • -
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Indus t ry Opinion 

Customer Satisfaction Survey of Outdoor Media Owner 
Conducted by PSB Associates, Fall 2004 

'Whicl i company do you rate most h ig l i l y?" 

Marketing Sales Admin 

PSB Customer Satisfaction Survey 

Sales Team Product Quality Maintenance of 
Panels 

Overall Business Impac t Score 

1, JCDecaux 
2. Clear Channel 
3. Viacom 
4. Van Wagner 
5. Metrollte 
6. Titan Outdoor 
7. Cemusa 

184 
112 
105 
86 
37 
31 
5 

Maximum score = 203 
PSB Customer Satisfaction Survey 

/ • • 
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Airpor t Advert iser Test imonals 
Royal Bank of Scotland 
Jim t^arshailf Group Head Brand Communication, Royal Bank of Scotland Group 

"We believe Airport advertising is a cost effective way of reaching up-scale consumers and 
we are delighted with the impact created by our new branding campaign at JFK and 
LaGuardia Airports." 

^ ^ ' ^ ^ it hap. 

^*C ?iRBS 

t/^ 
f/is#--

^ ^ y "ess. Mean "̂  ' ""ean more 
" ' ' * = " tappen 

^ms 

:>tK R B S '<\ Less mouth. More motoi. 

^ 1 ^ 

-J 1 Say less. Mean more. 

1 f̂  "f̂  
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L'Oreal 
Joffrey Chartler, LVreal Area Manager, North America 

"Attraction ended up being # 1 during the month of the launch. The whole advertising pack
age definitely helped us building an awareness towards the product." 
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Bacardi 
Maggie Matias, Travel Marketing Director for Bacardi Global Brand 

"JCDecaux partnered with our team in helping the Bacardi Global Brand achieve its objec
tives. Our campaign was very impactful in both reaching consumers and in driving sales." 

/ • • • • 
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Bacardi 
Jose Chao, VP Travel Retail Marketing Bacardi Global Brands 

"Reaching travel consumers and making sure advertising works hard at driving awareness 
was one of the challenges Bombay Sapphire Gin faced When considering their media 
strategy. Delivering the WOW factor was essential, thus the development of the 7-ton fish 
tank exhibit. The tank installed in New York JFK and London's Heathrow has delivered the 
media punch it was looking for and is now being sought by other airport authorities around 
the globe." 
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Wall Street Journal 
Jessica Hirsch at WSJ's Trahan Burden & Charles 

"JCDecaux's global capabilities allowed us to effectively plan and execute the airport 
campaign." 

/ • • • • 
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Lexus 
Carolyn K. Walkin, VP Associate Director, Zenith Media 

"JCDecaux Airports provides an excellent advertising package. In-particular the creative 
treatments look great in the backlit diorama structures, the ability to reach our core audi
ence at a great price made this campaign an extremely valuable proposition." 

/ • ' • • 
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EMC Outdoor 
Betsy McLarney, CEO of EMC Outdoor 

"Our pharmaceutical clients find that Airport Advertising is a very effective medium for 
reaching their target audience, either for event marketing or brand recognition purposes. 
Our partnership with JCDecaux to deliver these campaigns has always produced great 
results." 

/ " • • 
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Outdoor Vision 
Mary Prisco, Out of Home Expert, Outdoor Vision 

"Airports provide advertisers the opportunity to reach a consumer in a quality environment 
versus traditional put of home. Additionally, airport displays are intrusive, they are In close 
radius to the consumer with placements on walkways and check in areas. Lastly, the airport 
traveler is always a good demographic to reach." 

'/'•• 
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The Media Kitchen 
Paul Woolmington, Head Chef, The Media Kitchen 

"JCDecaux's airport advertising provides The Media Kitchen and our clients with a unique 
angle at reaching today's elusive and busy consumers. Airport advertising through the open 
minded and innovative JCDecaux company allows for interesting targeting opportunities and 
capabilities. It also guarantees viewership of our clients messages and added Involvement 
within a highly relative environment." 

/ - • • • 
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San Francisco Advert iser Test imonal 
Apple Computer 
Christine Well, Worldwide Advertising Manager, Apple 

"At Apple, we like to do things in the biggest and best way possible. With the launch of the 
new flat-panel iMac at MacWorld San Francisco in January, we wanted to blanket the city 
with the revolutionary news. The vast, citywide coverage and superior design ofthe 
JCDecaux Kiosks were the only natural fit to deliver this message. The incredible response 
from our customers and the people of San Francisco confirmed the success of the program 
and our committment to our partnership with JCDecaux." 
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Chicago Advert iser Test imonals 
Chicago Bears 
Linda Connors, Director of Marketing and Communications, Chicago Bears Football Club 

"The opening ofthe new stadium marked a new era in the Bears' rich tradition and history. 
JCDecaux bus shelters were an effective part of the Chicago Bears '03 marketing campaign. 
The bus shelters provided a perfect palate to showcase fan loyalty, deliver the story of the 
Chicago Bears and celebrate the next chapter in the franchise's history. It definitely 
enhanced the Bears' overall branding message as it added a strong visual, grass roots 
community component to the media mix. In addition, the JCDecaux staff is professional, 
responsive and knows their business. They, quite simply, manage expectations and get the 
job done." 

'/"••• 
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Ferragamo 
Jean-Marc Gallot, President, Ferragamo USA 

"We seized the opportunity to be a part o f the Chicago street furniture launch and work with 
Decaux's passionate and professional sales team and we don't regret it: 50% Increase in 
our boutique traffic during the campaign and a sales Increase of more than 20%! Certainly 
our biggest local success in a long time.'' 

/ ' • • • 
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Outdoor Media Group 
Alison Kruse with Outdoor Media Group 

" I want to express to you my continued satisfaction in working with JCDecaux's media 
opportunities. We've always been able to come back to you year after year for all types 
of airport signage for Emerson and Standard Federal Bank. We've also seen our regional 
McDonald's and LaSalle Bank clients advertise on your beautiful bus shelters. I've been re
ally excited just in the past few months to see our new clients utilize many of JCDecaux's 
opportunities. For example, we've had regional McDonald's, LaSalle and Standard Federal 
Banks to advertise in your ma|ls and we have had Chicago Tribune advertise on your shelr 
ters just in the past four months! To see our clients see the benefits of what your company 
has to offer and to see them be pleased with the results is very gratifying." 
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A Global Player 

JCDecaux is a t rue global player in the Out-Of-Home industry: 

• #1 worldwide in transport advertising 
• #1 worldwide in street furniture advertising 
• #1 in Europe in billboard advertising 

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

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

• Constant innovation to better serve the public and advertisers 
• Highest quality standards - in designs, construction and maintenance 
• Best advertising product - we deliver the highest value to advertisers 
• Highest yield - we deliver more revenue than anyone else to our public authority 

partners 
• Ability to work with public authorities and maximize revenues for them while respecting 

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

is the most profitable of the 3 largest OOH companies in the world. 

Here at Home 
JCDecaux has had a strong local presence in New York and New Jersey for over 10 years. 
We have in depth knowledge ofthe area and the market. 

We have worked with the Port Authority for many years, at JFK since 1990 and at LaGuardia 
since 1996. JCDecaux has established strong partnerships with the Port Authority's staff 
and the Airlines, who are key players in the airport advertising concessions. We know the 
Airlines needs, their constraints, and how best to serve them. 

JCDecaux has delivered the highest advertising revenue performance for the Port 
Authority. Since being awarded the concession, we have increased revenues at an 
average annual compound rate of 16% at JFK and 17.7% at LGA. Revenues per 
passenger at these two airports are the highest of any major U.S. Airport. 

A Highly Qualif ied Team 
We have a local, national and international presence. The Port Authority will benefit 
from the synergy of our global and local experience - In airports, billboards, cities and 
transportation systems. Our people are the most experienced, most dedicated, with track 
records proving our years of sales success. 

r-
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Our U.S. team is the most qualified in the Industry to design, build, operate and market all 
the components of this multi-faceted program. In addition, the port Authority will benefit 
from the experience of other JCDecaux entities around the world that have relevant 
experience and know-how that can be transferred and applied here. For example: 

• Our comprehensive advertising and sponsorship program for the Mass Transit Railway 
System in Hong Kong 

• Wrapping of the Sydney (Australia) monorail cars 
• Digital projection technology in the Vienna (Austria) subway system 
• Large, spectacular wallscape wraps and stretched banners in Europe 
• Digital screen networks in London Heathrow, Paris Charles de Gaulle and Frankfurt 

International airports 

Ciommitted to Constant Improvemen ts 
JCDecaux is committed to improving and innplementing new products, services and 
technologies as advances become available that can help generate more revenue and/or 
deliver a better service to the Port and the public. This is what we have done at JFK and 
LGA over the past 15 years, and now propose to Implement for all of the Port Authority's 
Properties. For this program alone, we are proposing the deployment of several brand new, 
Innovative products that will deliver valuable services, excitement and increased revenues. 

Take the Full Tour 
The brief highlights above should already give you a good idea of who we are and how we 
will achieve and surpass the Port Authority's goals. The following pages, which describe our 
experience in more detail, will give you even more reasons to select JCDecaux as your 
long-term partner for a total advertising solution. 
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JCDecaux: A Wor ld Leader in Outdoor Advert is ing 

A Few Facts about JCDecaux SA 
• 658,000 advertising faces in airports, transit, street furniture and billboards, reaching 

170-million people every day in 45 countries, 3,500 cities. 

• 6,900 employees worldwide 

• Public company, listed on Euronext (Paris Bourse) 
(See enclosed 2004 corporate annual report for additional information) 

• Worldwide Revenue $2.1 billion - 2004 

• # 1 in Transport advertising worldwide - 150 airports and more than 150 transport 
contracts in metros, buses, trains and tramways (157,000 faces) 

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

• # 1 in Biilboard advertising in Europe (197,000 faces) 

• • . ' — , " 

France Australia 
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Global presence 
JCDecaux reaches over 170 mi l l ion people in 45 countries every day 

J^Eurp'p^^mmt 
-AUSTRIA 
-BELGIUM 
-DENMARK 
-FRANCE 
-RNUND 
-GERMANY 
-ICELAND 
-rrALY 
-LUXEMBOURG 
-NETHERLANDS 
-NORWAY 
-PORTUGAL 
-REPU8UC OF IRELAND 
-SPAIN 
-SWEDEN 
-SWITZERLAND 
^TURKEY y 

wm^^m^ 
-UNFFED KINGDOM 
-BOSNIA -
HERZEGOVINA 

-BULGARIA 
-CROATIA 
-CZECH REPUBUC 
-ESTONIA 
-HUNGARY 
-LATVIA 
-LITHUANIA 
-POLAND 
-SERBIA & 
MONTENEGRO 

-SLOVAKIA 
-SLOVENIA 
-RUSSIA 

V 

' / " • • 
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World Leader in Transport Advert is ing 

JCDecaux has applied its international experience and commitment to quality advertising 
to securing numerous concessions for airports, subways, trains, trams, buses and monorail 
stations and platforms, both inside and outside. In each country, JCDecaux focuses on the 
individual assets to create and best place displays that will give clients the coverage they 
demand. In each instance JCDecaux delivers quality infrastructure and service to the asset 
owner 

JCDecaux's transport advertising covers 4 continents. 66% of our transport activities are 
in airports. We have a presence in 150 airports in 13 countries; in 9 underground networks, 
1,800 buses and 200 trams in 14 countries. This is a grand total of more than 156,700 
transport advertising panels in 20 countries. 
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JCDecaux A i rpor ts Around the Wor ld - 13 Countr ies, 150 A i rpo r t s * 

Balt imore 
Baton Rouge 
Bi rmingham 
Boston 
Cleveland 
Des jvioines 
Great Falls 
Hllo 
Honolulu 

Madison 
Memphis 
Miami 
New York - JFK Int . 
New York - LaGuardia 
Oklahoma 
Omaha 
Orange County 
Orlando 

Poitiers 
Reims 

Toulouse 
Vannes - Meucon 

Houston - Bush Philadelphia 
Houston - Hobby Pittsburgh 
Indianapolis Salt Lake City 
Kahului San Jose 
Kapalua Seatt ie 
Knoxvil le Tampa 
Kona - Keahole 
Lafayette 
Lihue 
Long Is land, New York 
Love Field, Dallas 
Washington D.C. - Dulles 
Washington D.C. - Reagan 

F r a n c e 

Agen cpif iai 
Angouleme Grenoble 
Avignon La Rochel 
Bale Mulhouse Le Havre 
Beauvais Le Puy 
Biarr i tz Lille 
Bordeaux Limoges 
Caen Lorient 
Cannes Lyon - Br 
Chambery Lyon - St 

Le Puy 
Lil le 
Limoges 
Lorient 
Lyon - Bron 
Lyon - St.Exupery 

Clermont FerrandMarseil le 
Cotmar 
Deauvil le 
Di jon 
Nice 
NTmes 
Paris - CDG 
Paris - Orly 
Perigueux 
Perpignan 

Metz / Nancy 
Montpel l ier 
Nantes-St Nazaire 
Rennes 
Roanne - Renaison 
Rouen 
Strasbourg 
Tarbes 
Toulon 

Aberdeen Londc 
Heathrow Londc 
Edinburgh 
Glasgow 
Stansted 
London - Southampton 

London-Gatwick 
London - Luton 

S p a i n j g ^ j 

Alicante 
Almeria 
Barcelona 
Bilbao 
Girona 
Granada 
Leon 
Malaga 
Melllla 

P o r t u g a l (=. 

Faro 
Flores 
Horta 
Ponta Delgada 
Lisbon 

P o l a n d 

Gdansk 
Katowice 
Krakow 

M e x i c o ' 

Cancun 
Cozumel 
Huatuico 
Merida 
Minatitian 

Italy , I 
Bergamo 

Murcia 
Pamplona 
Reus, Es 
Sabadell 
San Sebastian 
Valencia 
Vitoria 
Zaragoza 

Madeira 
Porto OPO 
Porto Santo 
Santa Maria 

Poznan 
Warsaw 
Wroclaw 

Oaxaca 
Tapachula 
Veracruz 
Villahermosa 

Milan - Linate 
Milan - Malpensa 
Pescara 
Rome - Piumicino 

G e r m a n y -

Frankfurt - Hahn 
Frankfurt - Mainz 
Saarbruecken 

Ch ina ' 

Hong Kong 
Shanghai 

S w e d e n 

Stockholm 
Arlanda 
Bromma 
Skavsta 

N o r w a y - I I 
- | | 

Bergen 
Haugesund 
Kristlansand 
Stavanger 
Trondheim 

D e n m a r k 

Copenhagen 

• as of June 2005 
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• JCDecaux manages adve r t i s i ng concess ions in 
s ix o f t h e Wor l d ' s t o p t e n av ia t i on m a r k e t s 
( L o n d o n , New York ,Par is , Dal las, F rank fu r t , 
Hous ton ) 

• 359/b m a r k e t share o f t h e w o r l d a i r t r ave le rs 
• Reaching 972 m i l l i on passengers a year 

217 
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Wor ld Leader in Neon Signs and Wallscapes Innovat ion 
JCDecaux's ARTveFtising division deploys eye-catching wall wraps and neonlights that really 
stand out. These displays create true added value that magnifies the power ofthe adver
tising message. Our spectacular signs are placed in high visibility locations in and around 
major urban centers. 

• Our creative use of the neon tube, has made JCDecaux the leading player in this 
advertising sector. 

• The format and locations of JCDecaux ARTvertislng wall wraps offer unique space 
solutions, guaranteeing maximum visibility and impact. Strategically located in 
high-flow areas, JCDecaux ARTvertising displays are guaranteed to be noticed. 
Premium locations ensure they are seen by the largest audience possible, maximizing 
visibility and therefore advertising revenue. 

JCDecaux ARTvertising has over 150 sites across the world, including 62 in France. These 
units are among the most innovative in the market, combining quality and originality to 
benefit the brands they serve and the exceptionally busy environments in which they are 
placed. 

• ^ Bouygues Telecom 

B r a n d t 

- «PENTA>/ '^ 

Paris, France 
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The Wor ld Leader in Street Furni ture 

First-class design combined with first-class maintenance attracts first-class advertisers. 

JCDecaux street furniture is found in 1,500 cities in 36 countries 
• 74,000 bus shelters 
• 3,000 automatic public toilets (in 500 cities) 
• Countless vending kiosks, multiple news racks, trash receptacles, lampposts, 

benches, recycling bins 
• Over 304,000 street furniture ad panels worldwide 
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2004 REVENUES - $2 .1 bi l l ion 

By Business (% of total) 

Transport 

Billboard 
Street Furniture 

By Region (% of total) 

Asia-Pacific 

Americas 

UK \ * 6 % 
7 % \ 

15% 

3 8 % 

France 

3 4 % 

Rest of Europe 
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JCDecaux North America: Leader in Ai rpor t , Mall and Street 
Furni ture Advert is ing 

While JCDecaux has set a standard in cities across Europe for more than four decades, the 
success of its entry into U.S. cities over ten years ago proves that JCDecaux's products and 
services are equally well received here. 

JCDecaux entered into the U.S. market in 1992, with a demonstration of its automatic 
public toilets in New York City. This changed the way cities all over the U.S. looked at their 
street furniture programs. Today, the U.S. division has Airport Advertising, Street Furniture, 
and Mall Structures in some 56 North American cities. JCDecaux North America was 
incorporated in 1994, and today has over 180 employees. 

^ H a M M a . • ^ - - - - - . -

K.lBililt'-l".'^ * •<" • • • t. ' . 'S 

' , ' ^ ' i ^ H—lan/a.' liMli lnMwiidiiMl.1 

• JCDecaux MallScape 

I JCDecaux Street Furniture 

'^o JCDecaux Airport 
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JCDecaux A i rpor t : Leader in A i rpor t Advert is ing 

JCDecaux operates advertising concessions in 37 U.S. airports, including JFK and LaGuardia, 
Miami International, and Bush International in Houston. 

JCDecaux Airport is by far the most experienced developer and operator of display 
advertising concessions in airports across the U.S., with over 6,000 ad panels. 

The JCDecaux Airport division, called Sky Sites until 2001, was founded in August, 1990, 
with the award of the contract at New York's JFK International Airport. The contract for 
LaGuardia followed in 1996. 
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JCDecaux Ai rpor t 

• Airports in 7 o f t h e top 10 United States DMAs 
• Comprehensive DMA coverage w i t h major i ty of Origin & Destinat ion 

airports 
• In ternat iona l coverage w i t h a i rpor ts tha t are gateways to and f rom 

the U.S. ( i .e. JFK, Miami, and Houston In tercont inenta l ) 

/ • • • • -
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JCDecaux North Amer ica: Leader in Street Furni ture 
With street furniture contracts in San Francisco, Chicago, Los Angeles, Boston and 
Vancouver - JCDecaux North America has won more street furniture contracts than any of 
the other U.S. bidders. 

* Viacom Decaux - JCDecaux North America, Inc. Is a 50/50 owner-operator with Viacom Outdoor, Inc. in the Los Angeles 
street furniture program. The completed program will have 2,500 bus shelters, 150 automatic public toilets, 100 newsstands, 
500 City Information Panels, and more. 

** JCDecaux North America owns 50% of Wall USA and is the exclusive advertising sales representative for Wall's street 
furniture programs in the U.S. In Boston, the completed program will have 250 bus shelters, 4 newsstands, 8 automatic 
public toilets, 71 City Information Panels, 15 telephone pillars, 5 map piKara, 9 Infomiation pillars. 

/ ' • 
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JCDecaux MallScape: Leader in Shopping Mall Advert is ing 
99 prestigious shopping malls in the top U.S. markets 

JCDecaux MallScape LLC, was established in 1998. It began as an ambitious program to 
position the mall as a new advertising medium integrating elegantly designed structures 
with amenities at malls in the top U.S. markets. Today it has a nationwide network of 
over 7,000 panels in the most sought-after markets around the U.S., reaching 108 million 
visitors every month. In the New York area, JCDecaux MallScape operates advertising 
programs in 17 malls, including such high-profile properties as The Mall at Short Hills (NJ), 
Roosevelt Field in Long Island and The Westchester in White Plains (NY). 

The WestchMter^^mJfeJ^Pj^a^ 
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MallScape Port fo l io : New York City - Tr i -state Area DMA 

marke t ove rv i ew ast facts 
50% of all mall shoppers jotal DMA adult population 
and over one third (35%) cf 

14,926,940 

all adults in the MallScape Primary coverage area population* 9,524,505 
primary coverage area shop ._ . 
at a MallScape mall at least Share of Upscale mails 
once a month. 

52% 

Total average visits per month 15,985,000 

*MaJiScape shoppers represent 50% or 
more of all mall shoppers 

MallScape malls 
NY DMA 
MallScape primary coverage area 

•*•• MaliScape secondary coverage area 
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Re levan t Exper ience A r o u n d t h e W o r l d 

Mjami International Airport 
City: Miami 
Contract: Date started: 1994 

Date to end: month to month 
Locations: Panels throughout the airport, including ticketing, baggage claim, concourses 

and exteriors 

/ • - • 
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Wil l iam P. Hobby and George Bush In tercont inenta l A i rpor ts 
City: Houston 
Contract: Date startled: 1981 

Date to end: 2009 
Locations: Panels throughout the airport, including ticketing, baggage claim, concourses 

and exteriors 

^ ^ ' I ' O I I I ... 

" Laptop 
or magic corpot? 

^m.i,s^' 
'^r< . 

William B.'Hobby International Airport 
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Seattle-Tacoma In ternat iona l A i rpor t 
City: Seattle 
Contract: Date start:ed: 1996 

Date to end: 2007 
Locations: Panels throughout the airport, including ticketing, baggage claim, concourses 

and exteriors 
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Ronald Reagan Washington National A i rpor t 
Washington Dulles In te rna t iona l A i rpor t 
City: Washington, DC 
Contract: Date started: 1993 

Date to end: 2009 
Locations: Panels throughout the airport, including ticketing, baggage claim and 

concourses 
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UK Ai rpor ts : 
Heathrow, Gatwick, Stansted, Edinburgh, Glasgow, Luton, Aberdeen. 
Contract also includes Heathrow Express and London Eurotunnel (see fo l lowing 
pages) 
Contract - Date startled: 1988 

Date to end: 2007 
Locations; Exclusive rights to all signage locations inside and outside all terminals , 

JCDecaux has had a special relationship with the British Airport Authority (BAA) for the past 
17 years. We provide advertising opportunities in their eight airport terminals, in the 
Heathrow Express "train to the plane" from Central London, and we service the 
Eurotunnel that connects Paris and London. 

Together, through this important collaboration with BAA, we have transformed the face of 
commercial signage and media opportunities in the airport advertising industry all over the 
world. 

Our partnership has generated numerous "firsts" that have since become accepted stan
dards in the Industry: 

• At London Heathrow, we pioneered the introduction of large spec tacu la r s i gnage 
with the British Airways "Concord " site. This spectacular offering continues today with 
the recent opening of the "RBS Welcome" location. Outdoor units of this nature now 
represent almost $16 million in annual gross revenue. 

• In 1995, we introduced the concept of c a m p a i g n n e t w o r k s across all BAA airports, 
greatly increasing revenues across all eight of their properties. 

• Sc ro l l i ng un i t s , able to display three separate advertisers, were placed in our most 
desired areas enabling our network campaigns such as "Business First" to generate in 
excess of $3 million a year for just 41 locations. 

Today, our entrepreneurial approach continues with the formation of "Sphere", an in-house 
specialist division of JCDecaux that was created specifically to maximize revenues from 
special promotions and exhibitions. 

/ • ' • • , 
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Heathrow Express 
City: London 
Geographic area covered: Heathrow to Central London 
Contract: Date started: 1988 

Date to end: 2007 
Locations: Escalator panels, platform signs, wall panels, on-board train signs 
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London Eurotunnel 
City: Folkestone, UK & Coquelles, 

France 
Geographic area covered: Terminals at 
Folkstone, UK & Coquelles, France 
Contract: Date started: February 1, 2000 

Date to end: April 30, 2010 
Locations: Mainly outside terminal buildings 

(some inside) 

/ " ' • 
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Paris A i rpor ts : Charles de Gaulle In te rna t iona l A i rpor t and Orly Ai rpor t 
Contract: Date started: 1972 

Date to end: 2011 

Locations: Exclusive rights to all signage locations inside and outside both terminals 

Elegant and sophisticated design has been at the core of our relationship with Aeroports de 
Paris. Working together, we have developed unique structures that complement the visual 
characteristics of the airport. The "voyage" or "sail" theme that is Interwoven throughout 
the airport was extended to include the design of our exterior advertising units. The cur
vature of the units, as well as its mounting and support mechanism, resemble a giant sail, 
mast and rigging. This care and attention to visual aesthetics and beauty enables JCDecaux 
to attract the worid-class, prestigious brand advertisers who regulariy buy the units. 

These same advertisers also purchase the newest addition to our airport furniture portfolio: 
the Totem. These tasteful vertical units were specifically developed to complement the mag
nificent dome structure of the new terminal 2E. 

Sii'trsnoiifs CfUS 
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Hong Kong In ternat iona l A i rpor t 
Contract: Date started: 1998 

Date to end: 2008 
Locations: All Interior advertising signage locations. Including baggage trolleys 

At the Hong Kong International Airport, we have managed and operated the in-terminal 
advertising concession for 211 fixed advertising sites and 8,000 baggage trolleys on behalf 
of the Hong Kong Airport Authority since the airport opened. During this time JCDecaux 
has consistently maintained an average sold position of over 75%. The Airport contract 
showcases a variety of advertising formats including bulkhead lightboxes; landside trolleys; 
banners on columns; display stands; and exhibition areas throughout the airport. 

Resilience and perseverance have been the hallmarks of our operation in Hong Kong over 
the past three years. From the terrible tragedy of September 11th to the debilitating SARS 
outbreak, JCDecaux worked tirelessly to maintain advertisers' confidence in the territory 
and its airport. 

Faced with a 35% drop in scheduled flights; JCDecaux quickly devised and Implemented 
new sales Initiatives. Advertisers were approached with unique proposals to encourage their 
continued expenditure at the airport. In 2004, we were delighted to report that revenues 
had surpassed all expectations. 
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Hong Kong Mass Transi t Rai lway (MTR) 
JCDecaux Peari & Dean subsidiary holds 
the advertising contract for the Hong Kong 
Airport as well as the largest and most 
prestigious out of home transit contract 
In Hong Kong, the Mass Transit Railway 
(MTR). Peari & Dean has been operating in 
the Far East for over 40 years, with bases 
in seven countries. Over the last 19 years 
the company has developed into the largest 
outdoor advertising company in the Asian 
region. 

The MTR contract consists of 25,000 panels 
across 43 stations. JCDecaux Peari and 
Dean has introduced, marketed and sold 
both long term and short-term campaigns 
to a local and international client base. 
The contract showcases all forms of adver
tising within the MTR system - including 
12 sheet and 4 sheet panels in the'form 
of free-standing and wall-mounted backlit 
Lightboxes; Escalator Crown Panels; Train 
Card Panels; Special Size Panels; Ultravision 
Panels; LED Infopanels; Rlde'n'Save Guide; 
Rollavision; Motion Duratran; Station 
Exhibitions; Product Showcases; Ticket 

ti. 

Advertising and outdoor advertisements on 
existing MTR structures. 

The MTR is the largest out-of-home 
contract as well as the largest transport 
contract In Hong Kong. Rait, not bus, is the 
dominant form of public transportation in 
this city. We have maximized the revenue 
since 1980, with emphasis oh maintaining 
and projecting further the MTR's interests. 
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Austral ia 
In Australia, JCDecaux operates several 
different Transport contracts: 

Sydney Monorai l 
The Monorail in Dariing Harbour attracts 
over 16-milllon visitors per year. I t is one 
of Sydney's main attractions. JCDecaux's 
contract covers advertising outside the cars, 
as well as on the platforms. 

Melbourne 
The Yarra (area) Trams are a Melbourne 
icon. JCDecaux has the advertising contract 
for the roof, side, back and full car wraps on 
the Yarra Trams. 

Melbourne 
Trains and Train Stations - JCDecaux 
has the advertising contract for station 
displays, train Interiors and train exte
riors for the Connex Rail network in the 
north, north-eastern and eastern suburbs 
of Melbourne. The network consists of 
90 railway stations that transport over 1 
million passengers per week throughout 
the Central Business District of Melbourne. 

Adelaide Buses 
750 buses service the city. The bus 
system is Adelaide's major public 
transportation medium, making 3.5-million 
passenger trips per month. Advertising 
opportunities include numerous bus 
advertising panel sizes as well as interiors, 
bumper stickers and fully wrapped buses. 
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Spain 
Palma de Mallorca A i rpor t 
City: Palma de Mallorca 
Contract: Date started: 2005 

Date to end: 2010 
Locations: Scrolling panels, rotating 
columns, suspended panels, murals, 
outdoor blllboards,"spectaculars," parking 
garage wraps, walkway wraps, stands 

F M i t t f t - f • • ' 
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Spain 
Barcelona Subway 
City: Barcelona - • 
Contract: Date started: 1997 

Date ended: 2003 
Renewed: 2004 
Date to end: 2008 

Locations: Freestanding displays on subway platforms, escalator panels, billboards 
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Santiago de Chile Subway 
City: Santiago de Chile 
Contract: Date started: 2002 

Date to end: 2012 
Locations: Interior subway panels 
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Leader in In ternat iona l Technology 

JCDecaux has a history of developing innovative products using the newest technologies 
available. All of our developments are made w i t h both the public and the 
advert isers in m ind . Technology for the sake of technology is useless, technology with 
purpose is what counts. There is not a single company that can compete with the 
technological advances made by JCDecaux. Below are examples of our technological feats: 

Aeo - the first TV medium dedicated to airport passenger relations was successfully 
introduced in 2003 to inform and, entertain air travelers. Aeo, a high-tech medium offering 
rich information content, makes it possible to "give meaning" to waiting time. Aeo has 75% 
editorial programs and 25% advertising, it has proved highly successful with advertisers. 
Aeo has been installed in Rolssy-Charies deGaulle airport where 40-inch TFT screens, and 
a bank of screens taking up an entire wall, have been installed in the heart of the new 2E 
terminal. 
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In 2004, JCDecaux pioneered a new revenue 
stream for both Heathrow and Frankfurt airports 
by introducing the " G a t e H o l d " TV n e t w o r k . 
At Heathrow, this unique agreement combined 
programming content from the BBC and hardware 
from Samsung. The deal became a substantial 
revenue generator for our partner, the BAA. In 
addition to donating the screens, Samsung also 
entered into a multi-year media deal. 

JCDecaux invented and perfected the scrol l ing technology, allowing us to maximize 
revenues from the best advertising locations. This product is utilized in our Business First 
Networks, 
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In partnership with 3M we pioneered the use of removable w a l l w r a p t echno log ies in 
airports, including new materials and adhesives. 
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INFOSCREEN is a hlgh-tech Information channel that is projected overhead onto two 
bright screens across the tracks on each platform in the Vienna (Austria) Subway System. 
INFOSCREEN shows a 7-minute varied program of news, weather, culture, and current 
events, as well as public transportation information and Interactive games - to the waiting 
passengers. The information content fills 70% of the loop, with advertising filling the other 
30%. 
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Color Scene - We have used special lighting effects to illuminate creative ideas. Color 
changing mood lighting smoothly transforms from one color to the next. 

Bi l lboard Lenticular - In the UK, we custonnized an outdoor campaign for the Discovery 
Network to provide real added value. The advertising was made more eye catching by 
inserting lenticular panels in the center of the posters. 
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Emphasis on Aesthetic Excellence, Functional i ty, Durabi l i ty, and 
Quali ty of Advert isements 

Aesthetic excellence and durabi l i ty : All JCDecaux equipment is designed and built to 
last for generations to come. Every piece of equipment is made with the best materials, 
not only because they are the most beautiful, but they also have to withstand the hardships 
of street life. An example is our street furniture where the structures are exposed to rain, 
sun and snow. Our billboards and other outdoor equipment must be resistant to minor 
forms of vandalism. Even in the protected indoor locations of our airport and shopping mall 
equipment we hold to these quality standards. Additionally, our displays be able to stand 
up to the rigorous requirements of changing posters and servicing the equipment on a 
regular basis. The design and choice of materials for all of our products is therefore largely 
influenced by their ability to be efficiently maintained by our trained technicians. 

Every advert is ing panel is designed by our in-house design team to provide the 
advert is ing cl ient w i t h a f i rst-class f rame in which to present the i r advert is ing 
message. Every st ructure is designed w i t h long-term durabi l i ty in mind ensuring 
that i t w i l l provide the public and the advert is ing cl ient, day after day, w i t h the 
same level of qual i ty services and product in format ion. 

Funct ional i ty: JCDecaux is an Out-of-Home advertising company with a public service 
focus. Wherever possible and practical, we design our advertising structures to provide an 
integrated service. In airport structures this could Include electronic information directories, 
touch-screens, Wi-Fi or recycling bins. See Section G - for more details on the functionality 
of our products. 

Quality of Adver t isements: JCDecaux believes that quality display panels attract quality 
advertisers. JCDecaux sells its advertising to first-class clients. We screen the ads for good 
taste before they are posted. Our years of experience in the Out-of-Home advertising 
business have allowed us to develop a great sensitivity regarding what is acceptable in a 
public environment. 
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Demonstrated Abi l i ty to Achieve Results: The PANYNJ Example 

JCDecaux has been the Port Authority's advertising concessionaire at JFK and LGA airports 
for 15 and 9 years respectively. Over those years, we have achieved results for the Port 
that are vastly superior to our competitors': 

Unequaled Revenues: 

• Since being awarded the concession we have increased revenues at an 
average annual compound rate of 1 6 % at JFK and 1 7 . 7 % at LGA 

• Our advert is ing revenues at JFK have consistent ly ranked f i rs t in the U.S., 
ou tper fo rming our nearest r iva l Chicago O'Hare by 3 9 % in 2004 

• Wi th $.43 in advert is ing revenue per passenger, JFK clearly surpasses any 
other large a i rpor t in the count ry , w i t h LGA tak ing second place at $.29 per 
passenger (EWR was th i rd a t $.27 in 2004) 

Constant Innova t ion : 

• Over the years, we continuously worked with the Port Authority to develop new 
advertising opportunities, resulting in higher sales 

• We developed and installed the first exterior advertising displays in a U.S. airport at JFK 
in 1994. To date, this program remains the largest exterior advertising program in any 
U.S. airport 

• One of those exterior signs, "The Gateway Structure", won the Queens Design Award in 
1998 

• Recently, we developed and installed several large outdoor displays at LGA generating 
more than $1.3 million in revenue in 2004 

• In eariy 2005, we installed the new Business First network at LGA. This new product 
immediately caught the attention of advertisers and has been sold at record rates 
from the day of installation 

A Mutual ly Rewarding Partnership w i t h the Port Author i ty and the Air l ines 

Our existing relationship with the Port Authority of New York and New Jersey provides 
us with an additional advantage. We already understand the unique needs ofthe Port 
Authority and have the necessary relationships with the Airiines that are a vital part of the 
airport advertising programs. 

• With the support of the Port Authority, we have worked with the airiines at JFK, to 
develop new advertising displays and increase revenues in airline controlled areas 

• As required to meet the specific needs for each terminal at JFK, we have developed new 
products while being sensitive to the needs of the public 

• We have hired aviation and airiine experienced employees to better understand the 
specific needs in the airiine environment 
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We worked with the Port Authority and airlines, to introduce the wall wrap concept to 
U.S. airports, resulting in new revenue streams for the airiines and the Port Authority 
We worked hand-in-hand with the Port Authority and the airlines to develop advertising 
concepts for the new Terminals 1, 4 and 8 and the redevelopment of Terminal 7 at JFK 
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Management and Staff Credentials 

JCDecaux North America is headquartered in New York. There are nine additional regional 
offices - Boston, Chicago, Dallas, Indianapolis, Los Angeles, Miami, San Francisco, Seattle 
and Washington D.C, along with many additional satellite offices throughout the U.S. 

The following corporate functions are based in our New York headquarters: 

• Finance 
• Sales Administration 
• Information Technology (IT) 
• Marketing 
• National Sales 
• Human Resources 

Corporate technical support for equipment design and manufacturing, operation and 
maintenance (Including central spare parts management and technical training) are 
headquartered in our New Jersey Office. 

JCDecaux StafJFi'ng Phi losophy and Structure 

JCDecaux is an equal opportunity employer and makes all employment decisions without 
regard to race, color, age, religion, sex, sexual orientation, national origin, ancestry, marital 
status, mental or physical disability, handicap, military or veteran status or any other 
manner prohibited by law. JCDecaux falriy recruits without regard to gender and race/ethnic 
make-up in all positions within the company, focusing on skill levels and qualifications. 

JCDecaux is committed to providing a work environment that is free of discrimination. I t 
is our policy to treat all employees fairiy, equitably, and with courtesy and to apply policies 
and procedures uniformly. In keeping with this commitment, JCDecaux maintains a strict 
policy, which prohibits harassment in any form, including sexual, verbal, physical, and 
visual harassment. This policy of non-discrimination covers all matters affecting employees 
and applicants for employment and all aspects of their employment relationship, including 
recruiting, hiring, promotion, salary or other compensation, benefits, transfers, discipline, 
layoffs, termination and training. 

In partnership with the Port Authority, JCDecaux's Corporate and Local Teams will be 
Involved in managing your advertising program. Every JCDecaux contract involves staff 
from all levels and departments of our company. By utilizing our full resources, we can 
ensure a smooth operation. 

Through our years of experience with the Port Authority, we have developed an effective 
business relationship with the Port's staff and look forward to building on this strong 
foundation. 

V 
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Bernard Parisot 
Ti t le: Co-CEO 
Year jo ined JCDecaux: 1994 
Relevant pr ior exper ience: Under Mr. Parisot's leadership, JCDecaux 
North America has become the country's fourth-largest outdoor advertising 
company. He directly oversees business development in the Airports and 
Street Furniture divisions, including negotiation and implementation of al! 
JCDecaux North America advertising programs. He is responsible for the 
development of Mallscape, the first upscale mall advertising program. 
Role in the Port Author i ty p rogram: He will directly oversee all 
operations and management for the implementation and ongoing 
operation of the Port Authority program. 

Name: Jean-Luc Decaux 
Ti t le: Co-CEO 
Year jo ined JCDecaux: 1990 
Relevant prior experience: Mr. Decaux expanded the company's 
advertising sales In North America with the new street furniture contracts 
in Chicago, Los Angeles and Vancouver. Mr. Decaux oversees sales in those 
cities as well as San Francisco, and Boston for the JCDecaux-Wal! USA 
Partnership. He is also responsible for the sales and marketing effort for 
Airports and Mallscape. 
Role in the Port Author i ty p rogram: He will directly oversee 
all advertising sales, marketing and sales administration for the Port 
Authority program. 

Name: Laurence Raoult 
Ti t le: Chief Financial Officer 
Year jo ined JCDecaux: 1997 
Relevant prior experience: Ms. Raoult manages all of the financial aspects 
of our business, including capital investment, cash management, and the 
issuance of profit and loss statements and balance sheets. She oversees 
JCDecaux's contract administration, human resources, information 
technology and credit control departments. 
Role In the Port Author i ty p rogram: She will provide the financial 
oversight responsibilities for the Port Authority program. 
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Name: Paul den Ouden 
t i t l e : Exec. Vice President 
Year j o ined JCDecaux: 1996 
Relevant pr ior exper ience: Mr. den Ouden's career Includes 25 years 
of senior management with a former major domestic and international 
airiine, and was the proprietor of an aviation-focused consulting business. 
Now in the airport advertising business with JCDecaux, he has the overall 
responsibility for managing the airport relationships throughout the U.S., 
including property issues. 
Role in the Port Au thor i t y p rogram: He will supervise the property and 
airiine relations for the Port Authority program. 

Name: Eric Selby 
Ti t le : Regional Vice President 
Year jo ined JCDecaux: 1993 
Relevant pr ior exper ience: Mr. Selby oversees activities for 
JCDecaux North America pi-opertles in the Northeast region, including 
the management of facilities, operations and administration in the New 
York market. He manages the regional operational goals to assure that 
maximum revenue, customer service, and quality facilities are achieved for 
greater revenue sharing for our business partners. 
Role in the Port Au thor i t y p rogram: He will be directly responsible for 
the operational management for the Port Authority program. 

Name: Bob Cilia 
T i t le : Exec. Vice Preisident, Sales 
Year jo ined JCDecaux: 2001 
Relevant pr ior exper ience: Mr. Cilia has over 20 years experience in 
advertising sales and marketing management, including 8 years managing 
New Business Development at Gannett. He has managed major national 
advertising accounts for some of the worid's most pre-eminent advertising 
agencies. He manages all airport sales for North America. 
Role in the Port Au thor i t y p rogram: He will have supervisory 
responsibility for the sales and marketing teahn selling the advertising 
at all three airports for the Port Authority program. 

Name: Gayle Z immerman 
Ti t le : Exec. Vice President, Sales 
Year jo ined JCDecaux: 1999 
Relevant pr ior exper ience: Ms. Zimmerman is a 20-year veteran in the 
out-of-home industry and is the top producer for our Mall/Street Furniture 
division. She was responsible in 2004 for over $14-million of net sales. 
She manages all street furniture, transit and mall sales in North America. 
Role in the Port Author i ty p rogram: She will have supervisory 
responsibility for the sales and marketing team selling the exterior and 
transit advertising for the Port Aut^hority pi-ogram. 
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Name: Renaud Couillens 
Ti t le: Market ing Director 
Year jo ined JCDecaux: 1999 
Relevant pr ior experience: Mr. Couillens heads the Marketing and 
Graphic Design Graphics team and was instrumental in developing all sales 
and marketing materials for the successful launch of JCDecaux MallScape 
as well as the Airport Advertising Division of JCDecaux. He and his team 
design and produce demographics, lifestyle reports and maps to help the 
sales team demonstrate the benefits of using JCDecaux's various media 
platforms. 
Role in the Port Author i ty p rogram: He will create a top-notch 
promotional campaign announcing the launch ofthe all-inclusive Port 
Authority program and will supervise ongoing production of targeted 
marketing materials and research for the Port Authority program. 

Name: Nicolas Clochard-Bossuet 
Ti t le: Chief Operat ing Officer 
Year jo ined JCDecaux: 1998 
Relevant pr ior experience: Mr. Clochard-Bossuet served as COO of 
the JCDecaux MallScape program, overseeing the design, fabrication, 
installation and maintenance of 5,000 advertising fixtures in 99 
high-end shopping malls nationwide. He directly manages the overall 
implementation of our Street Furniture contract with the City of Chicago. 
Since its Inception in 2002, he has overseen the design, fabrication and 
installation of over 1,700 bus shelters and other street furniture. 
Role in the Port Author i ty p rogram: He will supervise the engineering 
and development team for the successful implementation of the 
advertising fixtures, including the setting up of all assembly/ 
fabrication procedures and the quality inspection and approval of all fix
tures prior to installation for the Port Authority program. 

Name: Francois Nion 
Ti t le : Executive Vice President 
Year jo ined JCDecaux: 1988 
Relevant pr ior experience: Mr. Nion set up the San Francisco subsidiary 
and oversaw the Installation and operations of the street furniture program 
and launched the sales and marketing effort there. Subsequently, he was 
responsible for securing and implementing the contracts for.Los Angeles 
and Vancouver for pur joint venture Viacom Decaux. He is responsible for 
JCDecaux's street furniture business development in North America. 
Role in the Port Author i ty p rogram: He will manage the development 
of the transit and exterior opportunities, including the PATH, bridges & 
tunnels for the Port Authority program. 
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Name: Cindy Samuel 
T i t le : Sales Planning Manager 
Year jo ined JCDecaux: 1992 
Relevant pr ior exper ience: Ms. Samuel is Sales Planning Manager for 
our Sales Administration Department. She supervises data entry and proof 
of performance coordinators; produces and reviews advertising contracts 
to ensure product delivery; produces invoices; and trains sales staff on 
JCDecaux systems and procedures. 
Role in the Port Author i ty p rogram: She will set up and manage the 
sales administration effort and supervise the team responsible for the Port 
Authority program. 

Name: Andrew Korniczky 
Ti t le : Vice President, Business Development 
Year jo ined JCDecaux: 1992 
Relevant pr ior exper ience: Mr. Korniczky helped pioneer Innovative 
developments at JFK Airport, such as large spectacular sites, exterior 
advertising, and network diorama campaigns. He left the company In 
1997 to establish his own airport advertising agency in the U.S., rejoining 
JCDecaux in 2002. His responsibilities encompass the group's global 
airport sales efforts, and development of new business opportunities for 
JCDecaux and our business partners. 
Role in the Port Author i ty p rogram: He will manage the identification 
and ongoing development for new business opportunities as well as over
see the sponsorship projects for the Port Authority program. 

Name: Stacey Ferris 
Ti t le: Business Development Manager 
Year jo ined JCDecaux: 2002 
Relevant pr ior exper ience: Ms. Ferris manages the expansion and 
development of the display programs and contract agreements throughout 
the U.S. for JCDecaux. She is involved at all levels of our business 
development. Including on-site field surveys, capital management and 
business plan implementation. In addition, Ms. Ferris provides the 
competitor and industry analysis vital in being a leader in the out-of-home 
business. 
Role in the Port Author i ty p rogram: She will coordinate with our 
material management, engineering and Quality Assurance departments 
ensuring a timely and smooth,Installation as well as provide ongoing 
business analysis of our program to ensure that we continue maximizing 
revenue for the Port Authority program. 
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Name: Craig Ferber 
Ti t le: Sr. Account Executive 
Year jo ined JCDecaux: 2001 
Relevant pr ior exper ience: Mr. Ferber owned a production company; 
writing, directing and producing TV commercials and worked as an Account 
Executive at two major advertising agencies. He has sold major national 
Out-of-Home media campaigns to major clients such as AMEX, IBM, 
Motorola, Yahoo, BMW, Cingular. 
Role in the Port Author i ty p rogram: He will cultivate and manage 
national advertising accounts and branding opportunities as well as man
age the sales team to exceed sales goals for the Port Authority program. 

Name: Denise McNamara 
Ti t le: i n te rna t iona l Sales Manager 
Year jo ined JCDecaux: 1991 
Relevant pr ior experience: Ms. McNamara is the Internatiohal Sales 
Manager for JCDecaux since joining the company in 1991. 90% of her 
clients are booked into JFK and LaGuardia Airports. She also works with 
JCDecaux offices throughout the worid to extend our profile of clients and 
learn new ideas and concepts from other large international airports. 
Role in the Port Author i ty p rogram: She will cultivate international 
advertising accounts bringing large campaign buys to the Port 
Authority program. 

Name: Bret t Morgan 
Ti t le: Nat ional Account Executive 
Year jo ined JCDecaux: 2003 
Relevant pr ior exper ience: Mr. Morgan has 14 years experience in 
advertising sales specializing in Out-of-Home media. He has closed many 
advertising contracts for backlit, exhibition and out-of-the-box concepts, 
such as banner programs for the Port Authority properties. 
Role in the Port Author i ty p rogram: He will cultivate and manage 
both regional and national advertising accounts focusing on EWR and the 
AirTrain at both EWR and JFK for the Port Authority program. 
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Name: Bryan Hackmeyer 
Ti t le : Nat ional Account Executive 
Year jo ined JCDecaux: 2003 
Relevant pr ior exper ience: Mr. Hackmeyer has over 13 years of media 
sales experience, Including print, Internet and out-of-home. He sells 
advertising and sponsorship opportunities for the Port Authority properties 
and has consistently exceeded goals for the program. 
Role in t h e Port Author i ty p rogram: He will cultivate and manage 
regional and national advertising accounts to continue to increase revenues 
for the Port Authority program. 

Name: Melanie Lauridsen 
T i t le : Account Executive 
Year j o ined JCDecaux: 2002 
Relevant pr ior exper ience: Ms Lauridsen develops new clients for 
JFK and LaGuardia from the airport community and surrounding areas. 
She works with many local advertisers as well as national accounts. At 
LaGuardia, she mamtains and develops courtesy phone center sales. 
Role in the Port Au thor i t y p rogram: She will develop local and regional 
prospects in the New York and New Jersey area for the Port Authority 
program. 

Name: Faith Garbol ino 
Ti t le : Natronal Accounts Manager 
Year jo ined JCDecaux: 2001 
Relevant pr ior exper ience: Ms. Garbolino has specialized her media 
sales efforts on our product inventory in malls and street furniture 
programs. Based in the New Jersey, she develops and manages both 
regional and national accounts. Her ongoing commitment to providing 
successful, innovative and targeted campaigns for her clients has made her 
successful and well respected in the Out-of-Home media field. 
Role in t h e Port Author i ty p rogram: She will cultivate and manage 
regional and national advertising accounts and branding opportunities 
for the Port Authority program. 
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Name: Melinda Ponzio 
Ti t le: National Sales Executive 
Year jo ined JCDecaux: 2000 
Relevant pr ior exper ience: Based in Los Angeles, Ms. Ponzio specializes 
her sales talents in the entertainment industry. The majority of her +15 
years in the business have been focused on the motion picture business. 
She also has built strong relationships with the television and home video 
divisions ofthe major Los Angeles/Hollywood studios. 
Role in the Port Au thor i t y program: She will capitalize on her 
experience and expertise in developing the entertainment sector to the 
Out-Of-Home opportunities for the Port Authority program. 

Name: Dan Helmin 
Ti t le: Nat ional Sales Executive 
Year jo ined JCDecaux: 1999 
Relevant pr ior exper ience: Based in Chicago, Mr. Helmin is responsible 
for creating a significant customer base for JCDecaux in all major 
mid-western markets. With over a decade of experience in the out-of-
home industry, Mr. Helmin is able to optimize his strong relationships with 
key media buyers in the mid-western region to maximize revenues. 
Role in the Port Au thor i t y program: He will capitalize on his experi
ence and expertise in closing Out-of-Home business in the mid-west U.S. 
market for the Port Authority program. 

Name: Maryanne Kimbal l 
Ti t le: Director of Facilit ies 
Year Joined JCDecaux: 2000 
Relevant pr ior exper ience: Ms. Kimball has 19 years experience in 
the aviation industry working for Trans Worid Airiines in New York in both 
Operations and Management. She directs the JCDecaux facilities team at 
our Port Authority properties, develops airport relations and oversees the 
facilities at JFK and LaGuardia. 
Role in the Port Author i ty p rogram: Her ongoing priority will be to 
maintain our commitment to quality service and maximize the presentation 
of our fixtures by managing the day-to-day facilities responsibilities for the 
Port Authority program. 
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Name: Richard DeFreitas 
Ti t le ; Project Manager 
Year jo ined JCDecaux: 1999 
Relevant pr ior exper ience: Mr. DeFreitas has overseen the Installation of 
•literally thousands of display fixtures throughout the country for JCDecaux. 
From the significant roll-out of our Mallscape program in 99 malls to 
the Installation of our street furniture program in Chicago. Mr. DeFreitas 
has supervised numerous employees and contractors, including M/WBE 
contractors for successful implementation. Now based in New Jersey, he 
supervises the installation of our fixtures in the New York and New Jersey 
area. 
Role in the Port Author i ty p rogram: He will supervise the contractors 
and facilities personnel in the installation of the advertising fixtures, 
ensuring a smooth transition of the new displays for the Port Authority 
program. 

Name: Donna Saunders-Bennett 
T i t le : Facil i t ies Manager 
Year jo ined JCDecaux: 1995 
Relevant pr ior exper ience: Ms. Saunders-Bennett has had a well 
rounded role at JCDecaux, as she has served as Account Assistant, Sales" 
Coordinator and Tracking Manager before assuming the role of Facilities 
Manager. In this role, she is responsible for managing inventory, trafficking 
the campaigns, posting the ads and overseeing the maintenance of the 
display units. 
Role in the Port Au thor i t y proigram: She will work closely with the 
Director of Facilities and our Maintenance Technicians to ensure that all 
of our displays maintain unprecedented quality and service for the Port • 
Authority program. 

Name: Wi l l iam Haddock 
Ti t le : Director of Materials Management 
Year jo ined JCDecaux: 2000 
Relevant pr ior exper ience: Mr. Haddock joined JCDecaux to oversee 
purchasing and resource planning. He is directly responsible for sourcing 
strategic suppliers, negotiating contracts for materials and developing our 
state-of-the-art production planning systems. 
Role in the Port Au thor i t y p rogram: He will source appropriate 
suppliers and contractors for the Initial installation and ongoing plant 
management as well as supervise the purchasing, production planning and 
inventory control fol- the Port Authority program. 
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Name: Robert Mager 
Ti t le : Director of Engineering 
Year jo ined JCDecaux: 1998 
Relevant pr ior exper ience: Mr. Mager has over 23 years experience 
in design and development of products for the military, communications 
and manufacturing. For JCDecaux, he has engineered all products for 
our MallScape, City of Chicago street furniture, and Airport contracts to 
exacting schedules and the highest quality. 
Role in the Port Author i ty p rogram: He will manage the 
development, and design as well as engineer the new products. 
In addition, he will customize and refine our current products to ensure 
compatibility with the environments and customer needs for the Port 
Authority program. 

Name: Eric Buchman 
Ti t le : Director of Quality Assurance 
Year jo ined JCDecaux: 1999 
Relevant pr ior experience: Mr. Buchman has established company-wide 
procedures for our production facilities, based upon the ISO Standard. 
He has streamlined standard processes and established a philosophy of 
continuous improvement. Mr. Buchman was also Instrumental in our 
Chicago street furniture program, ensuring that the program meets the 
strict JCDecaux quality standards. 
Role In the Port Author i ty p rogram: He will establish a comprehensive 
Quality Control Program ensuring that the advertising display fixtures, 
airport amenity units, banners and wall wraps meet JCDecaux's worid-class 
level of quality for the Port Authority program. 

Name: Eric Penot 
Ti t le : Chief In fo rmat ion Officer 
Year jo ined JCDecaux: 1998 
Relevant pr ior experience: Mr. Penot manages the Information 
Technology (IT) Department for the entire JCDecaux North America 
operation. He oversees the development of IT solutions that increase 
employee performance and deliver added value services to our advertising 
clients and Port Authority partners. Including our mapping system and web 
portal. Mr. Penot supervises all JCDecaux digital media innovations that 
keep JCDecaux technically advanced from the competition. 
Role In the Port Author i ty p rogram: He will oversee the current digital 
programs as well as the development of new IT solutions to enhance both 
the display presentation and revenue generation for the Port Authority 
proigram. 
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Name: Kristen Tsamoudakis 
Ti t le ; Human Resources Director 
Year jo ined JCDecaux; 1996 
Relevant pr ior exper ience: Ms. Tsamoudakis supports the management 
of all JCDecaux North America activities with Human Resources initiatives 
within the Company. She coordinates all aspects of personnel Issues, 
recruitment, legal, compensation budgets, staff costs, national insurance 
program for the business implementation, and communication of core HR 
strategies. 
Role in the Port Au thor i t y p rogram: She will manage the HR activities, 
including the management of our comprehensive benefits program, 
handling staff issues and ensuring compliance with our union agreement, 
HR policies and procedures for the Port Authority program. 

Name: Louis-Phij ippe Cavallo 
T i t le ; Control ler 
Year jo ined JCDecaux: 1999 
Relevant pr ior exper ience: After working at JCDecaux's headquarters 
in Paris overseeing U.S. and Australia subsidiaries, Mr. Cavallo became 
the Controller of the North American company in 2002 to assist in our 
extensive business development in the U.S. and Canada. 
Role in the Port Author i ty p rogram: He will coordinate all financial 
functions, including accounting, sales administration, billing, collections and 
financial reporting fbr the Port Authority program. 

Name: Heather Krieger 
T i t le ; Manager, Sales Admin is t ra t ion 
Year jo ined JCDecaux; 1997 
Relevant pr ior exper ience: Ms. Krieger has extensive experience in 
transit media administration. As a specialist in the sales and financial 
administration of out-of-home advertising, she provides the expertise and 
working knowledge to maximize information and report processing and 
dissemination to both our advertising clients and business partners. 
Role In the Port Au thor i t y p rogram: She will manage the booking, 
charting and billing while providing the utmost in customer service for the 
Port Authority program. 
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New York: I t ' s Who and Where We Are! 

• JCDecaux's local, regional and national headquarters are based in Manhattan 
• We have many years of experience in New York's media buying community 
• We are interwoven into NY/NJ's metropolitan markets &. transportation facilities 
• We have enjoyed our relationship with the Port Authority since 1990, upon the first 

award for the advertising display program at JFK International Airport 
• The Port Authority increased our responsibility in 1996 by adding LaGuardia to our 

New York portfolio 

JCDecaux understands how to work within the Port Authority environment. In fact, we 
thrive in it! We understand the processes and issues that must be addressed to work 
productively in the New York marketplace while continuing to maximize revenue for the 
Port Authority. 

New Jersey: A Great Work ing Experience 

• In 1998, JCDecaux created JCDecaux MallScape when it signed a 15-year contract with 
Simon Property Group, followed by similar deals with Urban Property Group in 1999 
and The Taubman Company in 2000 

• JCDecaux built and serviced the installation of thousands of advertising structures 
throughout the United States for these contracts 

• JCDecaux established its design and assembly plant in New Jersey, employing neariy 
150 people 

• Our Industrial division (Engineering, Procurement and Quality Assurance) Is based in 
Hasbrouck-Heights (NJ) 

• We operate our MallScape program in 9 New Jersey malls 

Whether it is working with the local unions or simply getting around the local transportation 
facilities, JCDecaux understands the New Jersey market and looks forward to building upon 
this experience. 

Experience in h igh-volume t ranspor ta t ion faci l i t ies 

• With 150 airports and 150' other transportation systems under contract woridwide, 
JCDecaux has an unequalled experience of the specific demands for this type of 
environment 

• This experience expands to two major Port Authority facilities, JFK and LGA, where we 
have been successfully operating for 15 and 9 years 

• Our street furniture background also prepares us well for the priorities of public service 
• JCDecaux understands and is sensitive to the needs of the public to ensure that safety, 

comfort and efficient egress are a priority 
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Open Communicat ion w i t h our Business Partners 

Over the years, we have established a proven track record of open communication with 
the Port Authority. We know that this communication is vital to exceeding revenue goals. 
Currently, we are in constant contact at various levels, working closely with the Port 
Authority on an ongoing, day-to-day basis. 

This conimitment to communication ensures that advertising display programs and projects 
meet and exceed the expectations of the Port Authority and the Port's customers. 

Invo lvement w i t h Organizat ions & Events in the NY/NJ Area 

JCDecaux understands that communication also means involvement. This involvement is 
with our business partners, our advertising clients and with our community. Over the past 
few years, JCDecaux participated in the following New York/New Jersey organizations and 
events: 

JFK Chamber of Commerce 
JFK British Airways Employee Recognition Day 
Kiwanis Club - LaGuardia Airport 
KIwanis Club Annual Charity Ball 
Delta Airiines 75th Anniversary Celebration 
Our Lady of the Sky's Annual Luncheon 
JFK Man and Women of the Year Annual Luncheon 
Chamber of Commerce Annual Ladles Golf Outing 
Good Foundation School Art Display at LGA 
Foundation for a Better Life 
The Boys Club of Queens Luncheon 
Make-a-Wlsh Foundation 
Naval Reserves 
Worid Wild Life Foundation 
The Baptist Church of Queens Luncheon 
The Greater Queens Restaurant Association 
The Nature Conservancy 
The Samaritan Foundation 
USO 
LaGuardia Airport Airiines Management Council (LAAMCO) 
Kennedy Airport Airiines Management Council (KAAMCO) 
Association for a Better New York (ABNY) 
Downtown NYC River to River Festival 
NYC2012 
Friends of the High-Line 
The Wings Club of NY 
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JCDecaux understands that being a part of the business community requires an active role 
in "the community." We are proud of our local participation and organizational involvement 
and look forward to continuing our metropolitan commitments and public service. 

Responsive and Pro-active 

JCDecaux currently has a full-time, dedicated, New York-based facilities team as well as a 
full time, dedicated New Jersey-based operations team. This team is: 

• Experienced and dedicated to the Port Authority operation 
• Equipped with 24-hour communication 
• Committed to replacing non-working components quickly 
• Available 24/7 for emergency response 
• Equipped with mobile phones for immediate notification 

Commit ted to the Continuous Upgrade of our Products and Operations 

JCDecaux has continued to redevelop its advertising program within the New York airports 
over our 15 years of experience. As technology and materiats have changed so has our 
media program. Much of our success is dependent on offering our advertising clients the 
advertising format that best targets their specific needs. We do this by investing in new' " 
products to meet the marketplace demands. We have seen our backlit equipment become 
thinner and more reliable, with better illumination based on new lighting technology 
including our recent addition of scrolling fixtureis. We were the first airport advertising 
company to install plasma screens in the airport environment. With the advent of the 
capability to print large graphics on vinyl, we developed the first airport programs with large 
wall and glass wraps. As a very important part of our continual updating, we are committed 
to having the operational know-how to keep our equipment working at top levels. We 
stock the spare parts that our operational staff require and train them to keep up with the 
changes. This remains an evolutional process that keeps us rethinking and remaking our 
business everyday. 

Other Recent Examples of Program Implementa t ions by JCDecaux 

John Wayne Orange County Airport (SNA) 
Following the award of a new advertising concession in October 2004, JCDecaux worked 
with SNA staff to design specific equipment that met the aesthetic and functional needs of 
their transportation facility while providing for greater revenue potential. For this project, 
JCDecaux: 

• Developed an Installation schedule with the facility staff that would expedite the 
replacement of old equipment while minimizing public inconvenience 

• Conducted most of the work in public areas during off-hours 
• Coordinated the schedules of multiple subcontractors to avoid lost time and conflict of 

trades 
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• Made sure permitting requirements were met, allowing for timely installations 
• Used vendors, that had appropriate security clearances and knowledge of working 

conditions and requirements in the transportation environhnent 
• Efficiently coordinated design, construction, shipping, staging and installation In a 

timely fashion 
• Held routine meetings both Internally and externally with vendors, design team and 

Installers to adjust schedules when necessary keeping specified staff updated at all 
times 

/ • • • • . 262 



The Por t A u t h o r i t y o f NY & NJ JCDecaux 

H.3 Overall Experience and Financial Capability 

City of Chicago 
In June 2002, JCDecaux signed a 20-year contract with the City of Chicago for the design, 
production, installation and maintenance of 2100 bus shelters and various other pieces 
of street furniture, financed through the sale of advertising. JCDecaux worked with the 
Mayor's Office and all Involved departments and agencies (DOT, Chicago Transit Authority 
and Park District) to finalize the design of our equipment to meet the functional needs while 
being sensitive to the site-specific constraints for each fixture location. For this project, 
JCDecaux: 

• Developed an installation roll out with the City and the Chicago Transit Authority 
that would both expedite the setting of the new equipment, minimize the bus-riders 
inconvenience by temporarily relocating the old equipment and minimize the impact 
of the construction work in streets and sidewalks 

• Closely coordinated with the City and DOT to maximize the construction and 
installation work to be performed at night, especially in the downtown area and the 
business district 

• Coordinated the permitting process and subcontractors' scheduling, in order to keep 
the production and installation roll out on or ahead of schedule 

• Selected subcontractors with all appropriate quality and safety programs and long 
experience of work in the public way. All subcontractors required City licenses and 
permits, valid MBE or WBE certification for the majority and wfth the appropriate trade 
union affiliation 

• Constantly coordinated with the DOT, in order- to adjust in real-time the construction 
and installation schedule to accommodate any City special requests (special events, 
holidays, etc.) 
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The Por t A u t h o r i t y of NY & NJ I JCDecaux 

I. Addenda 

All, OniHR TERiMS AND C'ON'DITIO.NS SHALL REMAIN' IHR SAME 

THIS COMMUNlCATiCV .SHOULD DE INiTIALiiD BY VOU AN'I) ANNRXTO TO 
VOUR PROPOSAL UPON SLT3MISSI0N. 

IN CASE ANTi' PROPOSER FAILS TO CONFORM TO THliSE I>J STRUCT IONS, ITS 
PROPOSAL VVTLI. NEVRRTHELnSS BE CONSTRUED AS I flOU'GH THIS 
COMMUNICATION HAD BEEN SO PHYSICALLY ANNEXED AND INIIIALED, 

PORT AUTHORITY OF NY & NJ 

ijiiRRY WAXMAN. MANAGER 
PRIORITY P R O C V ; R E M E N T S 
DIVISION 

PROPOSER'S PERM NAME: ^^P/^dO^UY- . ^ l ^ ' f O / i : , L*c£ . 

INITIALED 

HATE: ._. JUkLcL... lZ . . ^£CO.^ . 

QUESTIONS CONCERNrNG IHIS ADDENDUM MAY BE ADDRESSED TO 
MR. T. J, STORCH, WHO CAN RE REACHED AT (>I2) <135-3936, 

Addend jm 1. Rf P O0OO0O7y20 

/ ' ' • • 

264 



The Por t A u t h o r i t y o f NY & NJ 

I. Addenda 

JCDecaux 

IN CASE ANY PROPOSER FAILS TO CONFORM TO 1HESE INSTRUaTONS, ITS 
PROPOSAL WILL NEVERTHELESS HE CONSTRUED AS THOUGH THIS 
COMMUNICATION HAD BEEN SO PHYSICALLY ANNEXED AND INITIALED. 

POR r ALTn lORlTY OF NY & NJ 

LARRY WAXMAN, MANAGER 
PRIORITY PROCUREMENTS 
DIVISION 

PROPOSER'S FIRM NAME: OCP^ai^!^Jf \vV^' t . [^.a . 

INITIALED: _ : ; : ; ^ ^ [ ^ ~ ^ ^ ^ ^ ^ 

DATE:._jLil^. J2_.__.<5&£> -. 

QUESTIONS CONCERNING THIS ADDENDUM MAY BE ADDRESSED TO 
MR. T. J. STORCH, WHO CAN BE REACHED AT (212) 435-3936. 

Addendum 2. RFP 0000007920 
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I. Addenda 

AH PruposeiB arc once again advised ihaf their Proposal sliall be based solely upon iht; 
written Proposal Booklet and any fonnal Addenda issuwl by the Poi1 Authority, Tliercfore. 
no other form of conunuiiications such as, but tiot Umited to, verbal comnienta, whether or 
not eleciroriicaiiy recorded, slial) be considered a part oftlie Request for Proposal Documenis 
or relied upon hy prosptciive Proposers, 

ALL OTHER TERMS AND CONDITIONS SHALL REMAIN THE SAME. 

THIS COMMUNICATION SHOULD BE INITIALED BY YOU AND ANNEXED TO 
YOUR PROPOSAL UPON SUBMISSION, 

IN CASE ANY PROPOSER PAUJS TO CONFORM TO THESE INSTRUCTIONS, ITS 
PROPOSAL WILL NEVERTHELESS BE CONSTRUED AS THOUGH THIS 
COMMUNICATION HAD BEEN SO PHYSICALLY ANNEXED AND INITIALED. 

PORT AUTI-IORITY OP NY & NI 

LARRY WAXMAN. MANAGER 
PRIORITY PROCUREMENTS 
DIVISION 

PROPOSER'S FIRM NAME: _ v 2 2 2 ^ , a ^ ) C _ f i L i p a ' ^ t - , |n.Cl.. 

INITIALED: __ 

DATE: _Ckwe_i£-.~-.2QDS 
QUESTIONS CONCERNING THIS ADDENDUM MAY BE ADDRESSED TO MR. T. 
J. STORCH. WHO CAN BE REACHED AT (212) 435-3936. 

Addendum 3, RFP 0000007920 
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I. Addenda 

iibove referenced RFP is on a different Scope of Work and paal perfomiance may not be a 
good indicator of future or expected perfomiance. 

.•Ml Proposers are once again advised thai their Proiwisal shall be based solely upon the 
written Proposa! Booklet and any fonnal Addenda issued by the Port Authority. ITicrefore. 
no other fonn of communications such as, but not limited lo, vabal comments, whether or 
not electronically recorded, shall be considered a part of the Recjuesi for Proposal Documents 
or relied upon by prospective Proposers. 

Ai.L OTHER TERMS AND CONDITIONS SH/VLL REMAIN THE SAME. 

THIS COMMUNICATION SHOULD BE INITIALED BY YOU AND ANNEXED TO 
YOUR PROPOSAL UPON SUBMISSION. 

TN CASE ANY PROPOSER FAILS TO CONFORM TO THESE INSTRUCTIONS. ITS 
PROPOSAL WILl NEVERTHELESS BE CONSTRUED AS THOUGH THIS 
COMMUNICATION HAD BEEN SO PHYSICALLY ANNEXED AND INITIALED. 

PORl AUTHORITY OF NY & NJ 

LARRY WAXMAN. MANAGER 
PRIORITY PROCUREMENTS 
DIVISION 

PROPOSER'S FIRM NAME: _.2AQ<LdAULy^JQxyV^^):; J j U t ^ 

INITIALED: 

DATE: _..0U.M.-J.Z , . ^ D S - . . 

QUESTIONS CONCERNING THIS ADDENltUM MAY UH ADDRESSED TO MR, T 
J. STORCH, WHO CAN BE REACHED AT (212) 435-3936. 

Addendum 4. RFP 0000007920 
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Financial Information 

JCDecaux 

JCDecaux 
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We, hereby, confirm that we are not aware of any significant events in 
2005 that.would significantly impair the financial position of the company 
JCDecaux Airport Inc. as compared to the financial sitiiation as shown in 
DecembetSI, 2004 financial statements. 

Jean-Ujp, Decau J 

Co-Chief Executive Officer 

Bernard Parisot 

President and Co-Chief Executive Officer 

: z ^ ^ ^ 
Laurence Maouljj"'^ 

Chief Financial Officer 

? Pr,:k Asii!i.!in. i ' l i . l FIri .1 N-ii* ro''-.. Nr lOOIo USA 
Tel&phone: 546 834 1200 • Fax; 646 834 1201 • www.jcdecauxna.corn 
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We submit the following financial information for JCDecaux Airport, Inc.: 

A. (1) Please find Certified Financial Statements for JCDecaux Airport, Inc. for 2004 and 
2003 directly following. 

B. As the aforementioned Certified Statements do not cover a period which includes a date 
not more than forty-five days prior to the Proposal Due Date, we have included a signed 
statement attesting that the present financial condltiori of JCDecaux Airport, Inc. is at least 
as good as that shown on the statements submitted. Please find the statement directly 
follow/ing. 

C. JCDecaux Airport, Inc. currentiy operates advertising concessions in 37 airports in the 
United States. As part of these concessions, JCDecaux Airport, Inc. routinely installs new 
advertising displays in airports as required. Currently JCDecaux Airport, Inc. is working 
on the installation of new equipment at Terminal 8 in JFK as well as Memphis International 
Airport. JCDecaux Airport, Inc. does not have any work on hand for the implementation of 
any new advertising programs at this time. JCDecaux Airport, Inc. does currently have a bid 
outstanding for a short term advertising program at LAX, which does not require any major 
equipment installation. 

D. The following information is for JCDecaux Airport, Inc. 

Banking Institution: JP Morgan Chase 
Banking Representative: Joseph Wassilus 
Federal Identification Number: 
Dun and Bradstreet Number: 61-874-2134 

E. We are not submitting our proposal as a joint venture or partnership. 

Attachment C "Proposer Reference Form" follows directly behind the financial statements. 
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JCDECAUX AIRPORT. INC. 
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The Por t A u t h o r i t y o f NY & NJ 

Financial Information 

JCDecaux 

Certified Public Accountants 

INDEPENDENT AUDITOB^S REPORT 

To the Board of Directors 
JCDecaux Airport, Inc. 
New York, New York 

We have audited the accompanying balance sheets of JCDecaux Airport, Inc. ,• 
(the Company) as of December 31, 2004 and 2003, and the related statements of 
operations, changes in stockholder's equity, and cash flows for the years then 
ended. These financial statements are the responsibility of the Company's 
management. Our responsibility is to express an opinion on these financial 
statements based on our audits. 

We conducted our audits in accordance with auditing standards generally 
accepted in the United States of America. Those standards require that we 
plan and perform the audits to obtain reasonable assurance about whether the 
financial statements' are free of material misstatement. An audit includes 
examining, on a test basis, evidence supporting the amounts and disclosures in 
the financial statements. An audit also includes assessing the accounting 
principles used and significant estimates made by management, as well as 
evaluating the overall financial statements, presentation- We believe that out 
audits provide a reasonable basis for our opinion. 

In our opinion, the financial statements referred to above present fairly, in 
all material respects, the financial position of JCDecaux Airport, Inc., as of 
December 31, 200il and 2003, and the results of its operations and its cash 
flows for the years then ended in conformity with accounting principles 
generally accepted in the United States of America. 

Q̂ \̂(U.k\ k^ \*^ '< 
Constantin Associates 

New York, New York 
January 14, 2005 

- 2 -

PARIS • LONDON • FRANKFURT JrWJBfMMiUMiHaBBal ' ROHERDAM • MONTREAL • MILAN. 
MADRID . BRUSSELS • GENEVA • PfBfff immiCM1iri^W| ^ ^ ^ ^ ^ ^ ^ ^ ^ BUENOS AIRES 

575MAD1SONAVENUE. NEWYORK. NY .10022"> TEL. (212)755-2551 • FAX'(212) 755-6385 
consianiin-L.s©consianiincom • lit!p//www cOnstaritin.com 

/"-• 
275 

http://cOnstaritin.com


The Por t A u t h o r i t y o f NY & NJ 

Financial Information 

JCDecaux 

JCDECAUX AIRPORT, INC. 

• , BALANCE SHEETS 
DECEMBER 31, 2004 AND 2003 

Cetlified Pubic Accoumanu 

'̂  .- 276" 



The Por t A u t h o r i t y o f NY & NJ 

Financial Information 

JCDecaux 

JCDECAUX AIRPORT, INC. 

BALANCE SHEETS 
DECEMBER' 31, 2004 AND 2003 

ASSETS 

Current assets 
Cash and cash equivalents (Note 1) 
Accounts receivable - trade {net of 

allowance for doubtful accounts of 
$1,139,062 and $1,139,062 respectively) 

Account receivable - affiliated {Note 6) 
Other receivables 
Prepaid expenses 
Inventories 
Deferred tax asset (Notes 1 and 4) 

2004 

196,154 

9,694,100 
16,619,921 

23.84S 
1,445,813 

21,053 
624.000 

2003 

8,569,395 
29,651,558 

62,280 
1,660,712 

..1,553,200 

Total current assets 28,624,889 41,497,145 

Property and equipment 
less accumulated depreciation 

(Notes 1 and 2) 

Deposits 

Deferred tax asset [Notes 1 and 4} 

Intangible assets 
Contract value, net (Note 1) 

6,012,135 

721,476 

7,259,632 

10.023,875 

7,421,898 

748,100 

3,117,200 

17,607.553 

Total non-current assets 

Total assets 

24,017,118 

$ 52.642.007 

28,894,751 

$ yo.???.im 

See accompanying notes to financial statements. 
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JCDECAUX AIRPORT, IHC-

5ALANCE SHEETS 
DECEMBER 31, 2004 AND 2003 

L1ABILITIES__AND STOCKHOLDER'S EQUITY 

2004 2003 

Current liabilities 
Accounts payable 
Accrued expenses 
Capital lease obligation -

Current portion (Notes 1 and7) 
Deferred revenue {Note 8) 
Due to affiliates (Note 6) 

Total current liabilities 

Long-term liabilities 
Deferred rent 
Capital lease obligation -

long-term portion (Notes 1 and 7) 
Debt - affiliated 
Note payable (Note 6) 

Total long tenn liabilities 

Total liabilities 

3,504,796 
6,743,787 

37,770 
2,003,665 
7.262,343 

19,552,361 

IBS,475 

103,878 
48,529,992 

48,319,345 

68,371,706 

2,859,702 
9,742,229 

1,139,908 
29,723,097 

43,464,936 

166,925 

37.000.000 

37,166,925 

80,631,861 

Commitments and contingencies (Note 5) 

Stockholders' equity 
Common stock: $1 par value, 
1,000 shares authorized, 
issued and outstanding 

Additional paid-in capital 
Retained earnings 

1,000 
9,000 

(15,739,699) 

1, OOD 
9, 000 

(10,249,965) 

Total stockholders' equity 1 1 5 , 7 2 9 , 6 9 9 ) ( 1 0 , 2 3 9 . 9 6 5 ) 

Total l i a b i l i t i e s and 
Stockholders' equity $ ??iH^ftp7 ? 7 0 - 3 9 1 . B 9 6 

- 3 -
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Financial Information 

JCDecaux 

JCDECAUX AIRPORT, INC. 

STATE^lENtS OF OPERATIONS 
FOR THE YEAR ENDED DECEMBER 31. 2004 and 2003 

2004 2003 

Net sales {Note 1) 
Cost of sales 

$ 62,991,335 
47,393,991 

$ 62,899,218 
49,899,019 

Gross profit 15,597,344 13,000,199 

Operating expenses: 
Selling, general and 

administrative expense 
Depreciation expense (Notes 1 and 2) 
Amortization expense (Note 3> 

Total operating expense 

12,724,236 
2,507,017 
7.583.678 

.22.814.931 

11,307,774 
2,589,282 
4,871,549 

18,768,605 

Loss from operations (7,217.587) (5,768,406) 

Other expense 
Interest expense (net of interest income 
of 55,124 and $15,083, respectively) {1,128,951) (223,028) 

Result on disposal of fixed assets , (404.156) [153,523) 

Total other expense (1,533,107) (376,551) 

Loss before provision for 
income taxes (8,750,694) {6,144,957) 

Provision for income tax 
(benefit) expense (Notes 1 and 4) (3,260,960) (5,759,894) 

Net loss $ (?,-j??,7gl) S (385.0631 

See accompanying notes to financial statements. 
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Financial Information 

JCDecaux 

JCDECAUX AIRPORT. INC. 

STATEMENTS OF CHANGES IN STOCKHOLDER'S EQUITY 
FOR YEAR ENDED DECEMBER 31, 2004 and 2003 

Additional 
Common Paid-in Retained 

Shares Stock Capital Earnings Total 

Balance, 
January 1, 
2003 

Net loss. 
December 
2003 

Balance, 
December 
2003 

Net loss. 
December 
2004 

Balance, 
December 
2004 

31 

31 

31 

31 

$ 1,000 $ 1,000 $ 9,000 $ (9,064,902) S (9.854,902) 

$ l.QQO $ 1-000 $ 9.000 

( 3 8 5 . 0 6 3 ) 

$ l.QQO $ 1 - 0 0 0 • $ l , ^ S 2 . S < i l ^ 

( 3 8 5 , 0 6 3 ) 

i) $(; 

1 5 , 4 8 9 , 7 3 4 ) ( 5 , 4 8 9 , 7 3 4 ) 

>> $ t l 5 . 7 S ? , ? ? ? > 

See accompanying notes to financial statements. 
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JCDECAUX AIRPORT, INC-

STATEhlENTS OF CASH FLOWS 

FOR THE YEARS ENDED DECEMBER 31, 2004 AND 2003 

Cash flows from operating acbivities: 
Wet income (loss) 

Adjustments to reconcile net income (loss) 
to net cash provided by 

operating activities: 

Depreciation and amortization 
Contract valuation amortization 
Contract valuation write-down 
Loss on disposal of fixed assets 
Deferred income tax 

(Increase) decrease in: 
Accounts receivable - trade 
Acccmnts receivable - affiliated (Note 6) 

Other receivables 
Prepaid expenses 

Inventories 
Increase (decrease) inr 
Accounts payable and accrued expenses 
Other current liabilities 

Deferred revenue 

Deferred rent 
Due to affiliates (Note 6) 

Net cash (used in) provided by 

operating activities 

Cash flows from investing activities: 

Purchases of fixed assets 

Deposits 

Net cash used in investing activities 

Cash flows from financing activities: 
Long term capital lease obligation 
Reimbursement of note to JCDecaux SA 
Intercompany - debt 
Line of credit with JCDecaux NA 

Net cash provided by (used in) 
financing activities 

2004 

$ (5,489,734) 

2,507,017 

1,853,398 
5,730.280 

' 417,709 

{3,213,232} 

(1,124,703) 
13.031,636 

38,432 
214,900 
(21,053) 

(2,353,347) 

863,757 
18,550 

(22.460,7551 

(9,987,145) 

(1,514,965) 

26,624 

(1,488,341) 

141,648 

48,529,992 

(37,000,000) 

$ 11,671.640 

2003 

(385,063) 

2,615,591 
571,180 

4,274,060 
153,523 

(4,670,400) 

(2,228,438) 

(23,349,705) 

(7,4351 
(212,906) 

2.931,683 
{277,654) 
296,984 
(52,962) 

22,089,188 

1,747,646 

(588,611) 

(81.616) 

(670,227) 

(39,000,000) 

37,000,000 

$ (2,000,000) 

- 6 -
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JCDecaux 

JCDECAUX AIRPORT. INC. 

STATEMENTS OF CASH FLOWS 
FOR YEARS ENDED DECEMBER 31. 2004 AND 2003 

(Continued) 

2 004 2003 

Net increase (decrease) in 
cash and cash equivalents S 196.154 $ (922,581) 

Cash at beginning of year 

Cash at end of year $ ?.?Q.̂ 5-̂  

$ 922,581 

Supplemental disclosures on cash flow information: 

Cash paid Cor income taxes $ 52,787 $ 127,898 

Cash paid for Interest $ 1,134,075 $ 238,107 

See accompanying notes to financial statements. 
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JCDECAUX AIRPORT, INC. 

NOTES TQ FINANCIAL STATEMENTS 
FOR YEARS ENDED DECEMBER 31. 2004 AND 2003 

Note 1 Summary of Significant Accountinq Policies 

Organization 

JCDecaux Airport, Inc, is a wholly owned subsidiary of JCDecaux 
North America Inc. 

JCDecaux Airport, Inc. is engaged in the management of airport 
advertising concessions. 

Cash and Cash Equivalents 

The Company treats all highly liquid investments with a maturity 
period of three months or less as cash equivalents. Cash 
overdrafts are reclassified to accounts payable. 

Revenue Recognition 

Revenues, net of advertising commissions, are recognized over the 
contracts period or as services are performed. in 2004, one 
customer comprised 5V of the Company's advertising revenue, and 
the five largest customers comprised 18% of the Comp^l^y' s 
advertising revenue. 

Property and Equipment 

Property arid equipment are carried at cost. Depreciation is 
calculated using the straight-line method over the estimated 
useful lives of the assets. 

Depreciation 

Advertising structures, vehicles, equipment and office furniture 
are depreciated using the straight-line roethoii over their 
estimated useful lives. Leasehold improvements are depreciated 
over the shorter of the lease term or their useful lives. Tha 
range of depreciable lives by classification is: 

Years 

Advertising structures 7 to 10 
Computer equipment 3 
Vehicles and office furniture 5 

Cenined Public AccouiiBnis 
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Financial Information 

JCDECAUX AIRPORT, INC. 

NOTES TO, FINANCIAL STATEMENTS 
FOR YEARS ENDED DECEMBER 31, 2004 AND 2003 

(Continued) 

Note 1 Summary of Significant Accounting^ Policies (continued) 

Income Taxes 

The Company has adopted Statement of Financial Accounting 
Standards No. 109, "Accounting for Income Taxes" (SFAS 109) . The 
statement requires a change from the deferred to the liability 
method of computing deferred income taxes. Deferred income taxes 
are recognized for the consequences of "temporary differences'* by 
applying enacted statutory tax rates, applicable to future years, 
to differences between the financial reporting and the tax basis 
of existing assets and liabilities. 

Intangible Assets 

Intangible assets are reported at cost. Amortization is computed 
on the straight-line basis over- the estimated useful life of the 
asset. 

Charge-back Expenses 

Since 2002 the Company consolidates all . back office and 
operational functions to the Mew York office. Under this plan, 
the Company pays some vendors and service providers, on the behalf 
of JCDecaux Mallscape, LLC, JCDecaux San Francisco, LLC, and 
JCDecaux' Chicago, LLC. These payments are then charged-back to 
these entities through intercompany transactions and are shown as 
intercompany receivables arid payables. 

Estimates 

The preparation of financial statements in conformity with 
Generally Accepted Accounting principles requires management to 
make estimates and assumptions that affect the reported amounts of 
assets and liabilities, disclosure of contingent assets and 
liabilities at the date of the financial statements, and the 
reported amounts of revenues and expenses during the reporting 
period. Actual results could differ from those estimates. 

Capital Leases 

The company acquired equipment under the provisions of long-term 
leases. In accordance with the Financial Accounting Standard 
No, 13, minimum lease payments relating to these leases have been 
capitalized. Amortization of the leased equipment is included in 
depreciation expense. 

- 9 -
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Financial Information 
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Note 2 

JCDECAUX AIRPORT, INC. 

NOTES TQ FINANCIAL STATEMENTS 

FOR YEARS ENDED DECEMBER 3 1 , 2 0 0 4 AND 2003 
(Continued) 

Property and Equipment 

Property and equipment, along with its related accumulated 
depreciation as of December 31, '2004 and 2003, are as follows: 

2004 

Advertising 
structures 

Motor vehicles 

Vehicles capital 

Lease 
Plant and equipment 

Computer' equipment 
Office equipment 

Leasehold 
improvements 

Cost 

$ 16,593, 
73, 

165, 
4, 

I,996, 
401, 

392, 

,535 
.493 

,442 
,416 

.241 
,973 

,762 

Accumulated 

Depreciation 

$ 11,232,434 
73,493 

26,904 
2,989 

1,579.890 
343,737 

356.280 

Book 

Value 

$ 5,361,101 

-

138.536 
1,427 

416,351 
58,236 

36,482 

$ 19.627.862 5 ^.nSiA?? 

2003 

Advertising 
structures 

Motor vehicles 

Plant and equipment 

Computer equipment 
Office equipment 

Leasehold 
imp rovements 

$ 

$ 

Cost 

16.965. 

97, 

4, 

1,655, 

388, 

392, 

19.505, 

86? 
,929 
,416 

, 966 

, 244 

,762 

OM 

Accumulated 

Depreciation 

$ 10,089,541 

97,929 
2,355 

1,306,817 

316,960 

269,684 

$ A».„»»A..^S§ 

$ 

S 

Book 

Value 

6,876,326 

-
2,061 

349,149 
71.284 

123,078 

iA^;u.&2& 

Depreciation expense for the years ended December- 31, 2004 and 
2003 was $2,507,017 and $2,589,282, respectively. 

- 10 -
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Financial Information 

JCDECAUX AIRPORT, INC. 

NOTES TO FINANCIAL STATEMENTS, 

POR YEARS ENDED DECEMBER 31. 2004 AND 2003 
(Continued) 

Hote 3 Intangibles 

The Company adopted the provisions of the FAS 142 "Goodwill and 

Other Intangible Assets" effective December 15, 2001. 

As part of the implementation of the FAS 142, The Company 

allocated the goodwill originally reported to the value of 

contracts with airports for advertising acquired from The Ackerley 

Group in July 1998, 

In conjunction with this implementation, it was determined that 
the contract valuation was impaired as of December 31, 2002. As a 
result, its gross amount was reduced by $4,349,000. In addition, 
the amortization period was reduced from forty years to fifteen to 
reflect the duration of the average contract. 

During 2 004. current year testing of the contract valuation 
determined that the gross carrying amount needed to be reduced 
further by $5,730,280. 

Intangible assets as of December 31, 2004 and 2003, are as 
follows: 

2004 2003 

Contract valuation $ 17,688,820 $ 27,800,960 
Acquisition costs 228,665 228,665 
RtD costs 206.980 206,980 

18,124,465 28,236,605 
Less accumulated 

amortization (8.100,5901 (10.629,052) 

Net $ lQ-023.875 $ 17.607.553 

Amortization expense for Che years ended December 31, 2004 and 
2003, related to goodwill and other intangible assets was 
$1,853,398 and $1,879,709, respectively. 

- 11 -
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JCDECAUX AIRPORT. INC. 

NOTES TO FINANCIAL STATEMENTS 
FOR YEARS ENDED DECEMBER 31, 2004 AND 2003 

(Continued) 

Note 4 Income Taxes 

The Company files its federal income tax retum on a consolidated 
basis with its parent, JCDecaux North America, Inc. 

Income tax benefits consist of the following components: 
2004 2003 

Current tax benefit $ 47,728 $ i;089.494 
Deferred tax benefit 3,213,232 4.670,400 

$ 3-pg0.96Q S 5,759.894 

The components of the timing differences are as follows as of 
December 31, 2004 aniJ 2003: 

2004 . ,2003 
Deferred tax assets: 

Allowance for bad debts $ 455,600 $ 455,600 

Reserves 168.400 1,097,600 

Current deferred tax assets 624,000 1,553,200 

Net operating losses 4,062,400 2,410,000 

Depreciation and amortization 3,197,232 707.200 

Long terra deferred tax assets 

Total deferred tax assets 

In 2003, the Company received a refund in a total amount of 
$1,232,189 for the taxes paid between 1998 and 2001. 

- 12 -
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Financial Information 

JCDECAUX AIRPORT, INC. 

NOTES TO FINANCIAL STATEMENTS 
FOR YEARS ENDED DECEMBER 31, 2004 AND 2003 

(Continued) 

Note 5 Commitments 

The Company is obligated under certain noncancelable operating 
leases for office space, and minimum guarantees. 

Total rental expense under operating leases for office space was 
$1,176,593 and $1,593,970 for the years ended December 31, 2004 
and 2003. 

Future minimum lease payments due under airport advertising 
concessions are as follows (these values consist of the sum of 
minimum annual guarantees for all concession contracts until the 
expiration dates of such contracts and also include operating 
lease payments from January 1, 2005): 

2005 31,548,000 
2006 13,702,000 
2007 9,584,000 
2008 6,613,000 
2009 and thereafter 8.726,OOD 

S - ' 0 - 1 7 3 . 0 0 0 

- 13 -
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Financial Information 

JCDecaux 

Note 6 

JCDECAUX AIRPORT, INC. 

NOTES TO FINANCIAL STATEMENTS 
FOR YEARS ENDED DECEMBER 31, 2004 AND 2003' 

(Continued) 

Intercompany Accounts 

At December 31, 2004 and 2003, the intercompany receivables and 
payables are as follows: 

Accounts receivable: 

JCDecaux Chicago 
JCDecaux Mallscape 
JCDecaux San Francisco 
JCDecaux North America 
Other affiliates 

Total 

2004 

2,338,340 
7,294,229 
658,591 

6,328,761 

2003 

$ 1,495,726 
17,395,868 

657,958 
9,856,466 
245,54 0 

Accounts payable: 

JCDecaux 5A 
JCDecaux San Francisco 
JCDecaux North America 
JCDecaux Chicago 
JCDecaux Mallscape 
Other affiliates 

Total $ 

Debt;, affiliated: • 

JCDecaux North America, Inc. 5 

Hote payable ' 

JCDecaux North America 

379,365 

6,411,307 

471,651 

540,778 
1,419,982 

16,247,319 
1,451,763 
9,417,698 
645,557 

37.000.000 

Following the implementation of a line of credit issued to 
JCDecaux North America, Inc. by the ultimate parent, a treasury 
agreement was set up between the US entities. Under this agreement 
entitles with cash in excess contribute and entities with cash 
needs borrow. This agreement expires on December 31, 2008 and the 
interest rate is calculated as 3-month LIBOR + 1.08%. 

In 2004, the average interest rate was 2.54* and the interest 
expense amounted to $1,130,936. 

- 14 -
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JCDecaux 

JCDECAUX AIRPORT, INC. 

NOTES TO. FINANCIAL STATEMENTS 
FOR YEARS ENDED DECEMBER 31. 2004 AND 2003 

(Continued) 

Hote 7 Capital Lease 

The Company acquired equipment through leases, and accordingly, 
recorded an asset for the present value of future minimum lease 
payments and the corresponding liability as an obligation under 
capital lease. 

The following is a schedule by years of future minimum payments 
required under the leases, together with their present value as of 
December 31, 2004: 

Year ending Amount 
December 31, 

2005 $ 42,506 
2006 41,635 
2007 51,291 
2008 15,881 
2009 698 

Total minimum lease payments 152,011 
Leas amount representing interest 10.363 

Present value of future 
minimum lease payments 141.648 

Less current portion 37,770 
Long-term portion of capital 
Lease obligation $ 103.g7q 

Related interest expense for the year ended December 31, 2004 was 
$3,133. 

Note a Deferred Revenue 

The Company receives money in advance from customers for 
advertising that will take place in the future. Revenue is 
recognized concurrently with the renting of the advertising space 
to the customer. Deferred revenues as of December 31, 2004 and 
2003 represented $2,003,664 and $1,139,908, respectively 

Note 9 Concentration of Credit Risk 

Financial instruments that potentially subject the Company to 
concentrations of credit risk consist principally of cash 
equivalent accounts in financial institutions, which from time to 
time exceed the federal depository insurance coverage limit. Cash 
and cash equivalents thatv exceed federally insured limits at 
December 31, 2004 amount to $194,768. 

- 15 -
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The Por t A u t h o r i t y o f NY & NJ | jCDecaux 

Financial Information 

JCDECAUX A I R P O R T , • I N C . 

NOTES T0_ FINANCIAL STATEMENTS 
FOR YEARS ENDEEi DECEMBER 3 1 , 2 0 0 4 AND 2003 

( C o n t i n u e d ) 

Note 10 Economic Dependency 

Although the Company has experienced significant operating losses 
and has a deficit stoc)tholders' equity, its parent company has 
stated that it will continue to support and finance the Company as 
it is an in^ortanC part of the American network. 

- 16 -
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The Por t A u t h o r i t y of NY & NJ 

Financial Information 

JCDecaux 

ATTACHMENT C - PROPOSER REFERENCE FORM 

Name of Proposer: JCDecaux Airport, Inc. 

Please provide a list of references on the firm's performance of similar worl< within the last 
five years, including all current contracts. Use additional sheets as necessary. 

Include the following information for each reference: 

Customer Name; 
Address: 

Contact Name and Title: 
Phone and Fax Numbers of Contact: 

Contract (jate(s): 
Contract Cost*: 
Description of work: 

Customer Name: 
Address: 

Contact Name and Title: 
Phone and Fax Numbers of Contact; 

Contract date(s): 
Contract Cost*: 
Description of work: 

Customer Name; 
Address: 
Contact Name and Title: 
Phone and Fax Numbers of Contact; 

Contract date(s): 
Contract Cost*: 
Description of work: 

JFK International Airport 
225 Park Avenue South, 9th Floor, 
New York NY 10003 
Alfred J. Graser, General Manager 
Phone: (718) 533-3401 
Fax: (718) 533-3421 
6/30/90 - 12/31/05 
$1,142,000 
Designed, manufactured and installed advertising 
structures. Sell advertising panels and maintain 
structures. 

LaGuardia Airport 
225 Park Avenue South, 9th Floor, 
New York NY 10003 
Warren Kroppel, General Manager 
Phone: (718) 244-3501 
Fax: (718) 244-3505 
6/30/90 - 12/31/05 
$409,000 
Designed, manufactured and installed advertising 
structures. Sell advertising panels and maintain 
structures. 

Miami International Airport 
P.O. Box 592075, Miami, FL 33159 
Patricia Ryan, Manager, Commercial Operations 
Phone: (305) 876-8131 
Fax: (305)876-7615 
3/1/94 - monthly 
All Capex paid by Airport 
Designed, manufactured and installed advertising 
structures. Sell advertising panels and maintain 
structures. 

* The Contract Cost reflects JCDecaux's capital investment since 1/1/99. As some of the contracts comenced 

prior to this date, the overall investment may be significantly higher. 
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JCDecaux 

J 

Customer Name: 
Ad(3ress: 
Contact Name and Title: 
Phone and Fax Numbers of Contact: 

Contract date(s): 
Contractcost*: 
Description of work: 

Customer Nahie: 
Address: 
Contact Name an(j Title: 
Phone and Fax Numbers of Contact: 

Contract date(s): 
Contract Cost*: 
Description of work: 

Customer Name: 
Address: 
Contact Name and Title: 
Phone and Fax Numbers of Contact: 

Contract date(s); 
Contractcost*: 
Description of work: 

Customer Name: 
Address: 
Contact Name and Title; 
Phone and Fax Numbers of Contact: 

Contract date(s); 
Contractcost*: 
Description of work: 

Ronald Reagan Washington National Airport 
1 Aviation Circle, Washington, D.C. 20001-6000 
James Bennett, President & C.E.O. 
Phone: (703)417-8610 
Fax: (703)417-8949 
12/1/00- 11/30/09 
$350,000 
Designed, manufactured and installe(d advertising 
structures. Sell advertising panels and maintain 
structures. 

Washington Dulles InternatipnaJ Airport 
1 Aviation Circle, Washington, D.C. 20001-6000 
James Bennett, President & C.E.O. 
Phone: (703) 417-8610 
Fax: (703) 417-8949 
12/1 /00- 11/30/09 
$420,000 

Designed, manufactured and installed advertising 
structures. Sell advertising panels and maintain 
structures. 

Houston William P. Hobby Airport 
P.O. Box 60106, Houston, TX 77205-0106 
Rick Vacar, Director of Aviation 
Phone: (281) 233-1877 
Fax: (281) 233-1864 
12/29/99 - 12/28/09 
$135,000 
Designed, manufactured and installed advertising 
structures. Sell advertising panels and maintain 
structures. 

George Bush Intercontinental Airport 
P.O. Box 60106, Houston, TX 77205-0106 
Rick Vacar, Director of Aviation 
Phone: (281) 233-1877 
Fax: (281) 233-1864 
12/29/99 - 12/28/09 
$957,000 
Designed, manufactured and installed advertising 
structures. Sell advertising panels and maintain 
structures. 

* The Contract Cost reflects JCDecaux's capital investment since 1/1/99. As some of the contracts comenced 

prior to this date, the overall investment may be significantly higher. 

/ • ' • 
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Customer Name; 
Address: 
Contact Name and Title: 
Phone and Fax Numbers ofContact: 

Contract date(s): 
Contractcost*: 
Description of work: 

Seattle-Tacoma International Airport 
P.O. Box 68727, Seattle, WA 98158 
Drake Beaton, Commercial Property Manager 
Phone: (206)431-4040 
Fax: (206)439-6620 
11/1/96-7/31/07 
$571,000 
Designed, manufactured and installed advertising 
structures. Sell advertising panels and maintain 
structures. 

Customer Name; 
Address: 
Contact Name and Title; 
Phone and Fax Numbers ofContact: 

Contract date(s); 
Contractcost*: 
Description of work: 

Customer Name; 
Address; 
Contact Name and Title; 
Phone and Fax Numbers ofContact: 

Contract date(s): 
Contract Cost*: 
Description of work: 

John Wayne Orange County Airport 
3160 Airport Way, Costa Mesa, CA 92626-4608 
Carrie Byron, Real Estate Properties Manager 
Phone: (949) 252-5230 
Fax: (949) 252-5225 
1/1/05 - 12/31/10 
$235,000 
Designed, manufactured and installed advertising 
structures. Sell advertising panels and maintain 
structures. 

Orlando International Airport 
One Airport Boulevard, Orlando, FL 32827-4399 
Cheryl Nashir, Assistant Director of Concessions 
Phone: (407) 825-3523 
Fax: (407) 825-2530 
5/1/99 - 4/31/10 
$1,705,000 
Designed, manufactured and installed advertising 
structures. Sell advertising panels and maintain 
structures. 

Customer Name: 
Address: 
Contact Name and Title; 
Phone and Fax Numbers of Contact: 

Pittsburgh International Airport 
P.O. Box 12318, Pittsburgh, PA 12318 
Mark Knight, President-BAA 
Phone: (412) 472-5191 
Fax: (412)472-5190 
7/1/98 - 12/31/10 
$124,000 
Designed, manufactured and installed advertising 
structures. Sell advertising panels and maintain 
structures. 

* The Contract Cost reflects JCDecaux's capital Investment since 1/1/99. As some of the contracts comenced 

prior to this date, the overall investment may be significantly higher. 

\. 
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Contract date(s): 
Contract Cost*; 
Description of work: 
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Customer Name; 
Address: 
Contact Name and Title; 
Phone and Fax Numbers of Contact: 

Contract date(s): 
Contract Cost*; 
Description of work; 

Customer Name: 
Address: 

Contact Name and Title: 
Phone and Fax Numbers of Contact: 

Contract date(s): 
Contract Cost*: 
Description of work; 

City of Chicago 
121 North LaSalle Street, Chicago, IL 60602 
Thomas Crothers, Deputy Chief Procurement Office 
Phone: (312) 744-1803 
Fax: (312) 744-4921 
6/8/02 - 12/31 2022 
$50,000,000 
Coordinated Street Furniture Program of 2175 bus 
shelters, 115 News Racks, 26 Newsstands, 
17 Supervisor Kiosks, 5 Cafe Kiosks, 75 City 
Information Panels funded through the sales of 
advertising panels. 

The Taubman Company 
200 E. Long Lake Road, Bloomfield Hills, 
MI 48303-0200 
Denise Anton, Sr. VP Center Operations 
Tel: (248) 258-7644 
Fax; (248) 258-7519 
March, 2000 - December, 2019 
$13,170,000 
Designed, manufactured and installed advertising 
structures. Sell advertising panels and maintain 
structures. 

Customer Name: 
Address: 
Contact Name and Title: 
Phone ancj Fax Numbers of Contact; 

Simon Property Group 
115 West Washington Street, Indianapolis, IN 46204 
Mikael Thygesen, Sr. VP Business Development 
Tel: (317) 263-7950 
Fax: (317) 685-7220 
October 1998 - December 2011 
$26,010,000 
Designed, manufactured and installed advertising 
structures. Sell advertising panels and maintain 
structures. 

* The Contract Cost reflects JCDecaux's capital investment since 1/1/99. As some of the contracts comenced 

prior to this date, the overall investment may be significantly higher. 

Contract date(s): 
Contractcost*; 
Description of work; 
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Customer Name: 
Address: 

Contact Name and Title: 
Phone and Fax Numbers of Contact: 

Contract date(s); 
Contract Cost*: 
Description of work: 

City & County of San Francisco 
SF DPW, 875 Stevenson St., 
#410, San Francisco, CA 94103 
Dan McKenna, Project Manager 
Phone: (415) 554-5520 
Fax: (415) 554-5865 
Commenced in 1994 for 20 years 
$10,000,000 
Provision, installation and on-going maintenance for 
Automatic Public Toilets & Kiosks, funded through the 
sales of advertising panels In San Francisco, Palo Alto 
and San Jose. 

City of Los Angeles 
Bur. of Street Services, 600 S. Spring St., #500, 
Los Angeles, CA 90014 
Ron Olive, Lance Oishi, Principal Civil Engineer 
Phone: (213) 847-5139 
Fax: (213)485-1267 
Commenced 2002, 20 year contract 
$80,000,000 
Coordinated Street Furniture Program by Viacom/ 
JCDecaux of 2500 transit shelters, 600 public 
amenities kiosks, 100 vending kiosks and 150 
automatic public toilets funded through the sales of 
advertising panels. 

City of Vancouver 
Eng. Services, Street Admin., 453 W. 12th Avenue 
Vancouver, BC, V5Y 1V4 
Tom Hammel, Street Administration Engineer 
Phone: (604) 873-7370 
Fax: (604) 873-7200 
Commenced 2002, 20 year contract 
$22,000,000 
Coordinated Street Furniture Program by Viacom/ 
JCDecaux of 900 transit shelters, 17 automatic public 
toilets, 1200 trash receptacles, 990 benches, bike 
racks, map stands, bike lockers and news racks 
funded through the sales of advertising panels. 

* The Contract Cost reflects JCDecaux's capital investment since 1/1/99. As some ofthe contracts comenced 
prior to this date, the overall investment may be significantly higher. 

Customer Name: 
Address: 

Contact Name and Title: 
Phone and Fax Numbers of Contact; 

Contract date(s): 
Contractcost*; 
Description of work: 

Customer/Name: 
Address; 

Contact Name and Title: 
Phone and Fax Numbers of Contact; 

Contract date(s): 
Contract Cost*; 
Description of work: 
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BAA PLC 
World Business Centre 2, Newall Road 
London Heathrow Airport, TW6 2RQ 
John Pizzamiglio, Head of Media 
Phone: 020 8757 5229 
Fax: 020 8757 5522 
4/1/2000- 3/31/2007 
$11,000,000 
Design build and install of new street furniture, light 
boxes, architectural advertising structures, 
advertising screens, iconic 3-dimenslonal displays. 

* The Contract Cost reflects JCDecaux's capital investment since 1/1/99. As some of the contracts comenced 

prior to this date, the overall investment may be significantly higher. 

Customer Name: 
AcJdress; 

Contact Name and Title: 
Phone and Fax Numbers of Contact: 

Contract date(s); 
Contractcost*: 
Description of work: 
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PROPOSER: Avolar Construction, Inc, 
425 Washington Boulevard, #3804 
Jersey City, NJ 07310 

Contact: 
Title: 
Tel: 
Fax: 
Cell: 
Email: 
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Presi^mt 
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A. Letter of Transmittal (continued) 

(1) Name ofProposer; Avoiar Construction, Inc. 
Address; 425 Washington Boulevard, #3804 

Jersey City, NJ 07310 

Name of Authorized Representative: Luz D. Colon, President 

Original Signature of Authorized Representative; y y Y ^ D ' L^CtlJ •S% 
(2) The following individuals are authorized to negotiate and execute the Contract; 

Luz D. Colon Edgard Colon 
President Manager 
Avolar Construction, Inc. Avolar Construction, Inc. 
Office; (201)222-0148 Office: (201)222-0148 
Cellular; Cellular; 

(3) Any questions or issues regarding this RFP can be communicated to: 

Luz D. Col6n 
President 
Avolar Construction, Inc. 
Office; (201)222-0148 
Cellular: 

(4) We do plan to hire subcontractors, but currently do not have any specific names and addresses. 
^However, we will be happy to provide these, as soon as they are confirmed. 

(5) (a) Avolar Construction, Inc. is an s-corporation with only one (1) officer; 

Officer: Luz D. Col6n, President 
Residence: 

(b) A certified copy of our Certificate of Incorporation with the State Seal is attached, along with a copy 
of a letter fi'om the State of New Jersey, Department of Treasury and the CBT-2553 Form filed with 
the State of New Jersey, Division of Taxation. 

(6) Any exceptions to the General Contract Provisions attached hereta 

We thank you for your consideration and hope that you are pleased with our vision. 

Yours truly,. 

(Pfa /̂?- - 6 ^ 
Luz D. Col6n Date: June 13, 2005 
President 
(Authorized Representative) 
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Avolar Constmction, Inc. 
425 Washington Boulevard, #3804, Jersey City, NJ 07310 

Tel: (201)222-01498 Fax: (201)222-0149 

A. Letter of Transmittal 
First and foremost, as previously expressed in our Sponsorship Proposal, our team would like to thank the Port 
Authority of NY & NJ for extending the opportunity to propose on such an excellent project, for which we are 
submitting this document. We thank you in advance for your consideration and look forward to establishing a 
professional and productive partnership. 

About Avolar Construction. Inc.: 

Avolar Construction, Inc. may be considered a rookie due to its conception a little over a year ago. However, 
its team has over 17 years of experience in both the construction and media industries. Our team is composed 
of two individuals who thrive on the success of their company and its relationships with others. This is 
reflected in our record of good standing, in past and current projects. 

This is, however, the very first proposal we submit independently, as a single entity. Avolar Construction, Inc. 
is eager and ready to take on this contract. 

Our Experience and Qualifications; 

Avolar Construction Inc. is qualified to take on this amazing challenge because ofthe team's background and 
responsibility level in both mentioned mdustries, which includes, but is not limited to, the following; 

Construction 
• Involvement in the construction ofthe fiber optics infi-astructure in 

Downtown Jersey City (Pavonia/Newport, Exchange Place), including EZPass 
{v/iihAdesta Communications, Inc.) 
Installation of digital cable.systems 
Designing route for, and installation of. Fiber Optic Cable 
Overhead and Underground Fiber Install 
Running and terminating of CAT 5 wiring 
Major Highway Projects 
Operating vehicles, such as, the auger & bucket truck 
Commercial and Industrial work, such as the Bradley Intemational Auport (Connecticut) 

Media 
Television and Fihn production (News & Entertainment) 
Marketing & Advertising 
Coordination of award shows 
Creating and tracking production budgets 

General 
Office Management 
Budgeting and Strategizing 
Estknating 
Working with Contractors, Sub-Contractors in a regular basis 
Maintaining excellent communication and relationships with chents/vendors 

Avolar Construction, Inc is MinorityAVoman-Owed. Our team possesses knowledge of both the EngUsh and 
Spanish markets, which is valuable in our community. 
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STATE OF NEW JERSEY 
DEPARTMENT OF TREASURY 

FIUNG CERTIFICATION (CERTIFIED COPY) 

AVOLAR CONSTRUCTION, INC. 

I, the Treasurer ofthe State of New Jersey, 
do hereby certify, that the above named business 
did file and record in this department the below 
listed document(s) and that the foregoing is a 
true copy of the 
certificate of incorporation 
as the same is taken from and compared with the 
original(s) filed in this ojfice on the date set 
forth on each instrument and now remaining on file 
and of record in my ojfice. 

IN TESTIMONY WHEREOF, I have 
hereunto set my hand and 
affixed my Official Seal 
at Trenton, this 
6th day of June, 2005 

\lJj\ji^ 

John E McCormac, CPA 
State Treasurer 
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Man W. ? 0 Bttt 30S 
Trcnloa. NJ 08ftl5 

STATE O F N E W J E R S E Y 
D I V I S I O N O F R E V E N U E 

(hernlghi la: 125 Wttt a w t St. 
3rd Floor 
Timioo.NJ CSSOS'tOQl 

PUBLIC RECORDS FILING FOR NEW BUSINESS ENTITY 

Fill out all information below INCLUDING INFORMATION FOR ITEM IU and sign in the space provided. Please note that once filed, 
this form constitutes your original certificate of incoTporation/formation/rcgisiration/authority. and the infonnation contained in the filed 
form is considered publjg. Refer lo the instructions for delivery/return options, filing fees and field-by-field requirements. Remember to 
remit the appropriate fee amount. Use attachments If more space is required for any field, or if you wish to add articles for the public^ftfo^ 

1. Business Name: 

Avolar CoosCructioa. Inc. FILED 
X. T>pe of Business Entity: fi_ _£_ 

{See Instructions Tor Codes, Page 21. Item 1) 
3. Busfnesa Purpose : 

(See Instruction!!. Page 22 
MAY 1 7 2004 

[t4m 3) 

^m;S§^o§m 4. Stock (liiancaiii; Corporations only; LLC's and Non Profit leave blank): 1 5. Duration (If Indefinite or Pet 

6, Slate of Formationyincorporatlon (Foreign Entities Only): 7. Date of Formation/Incorporation (Foreign Entities Only): 

ff. Contact [nformatfon: 

Registered Agent Name; Luz P . Colon 

Registcretl OmL-e: 

(Must be a NeH" Jersej- streg^ address) 
c / o 

Street 4 2 5 W a s h i n g t o n B l v d , # 3 8 0 4 

Citv J e r s e y C l C i Zip 07310 

[vlain Qpsineaa pr Principal Business Address: 

c / o 
Street 4 2 5 W a s h i n g t o n B l v d . . # 3 8 0 4 

City J e r s e v C i t v State N J Zip 0 7 3 1 0 

9. Management (Domestic Corporations and Limited Partnerships Only) 

• For-Proflt and Prufessional Corporations list initial Board of Directors, minimum of \\ 

• Domestic Non-Profits list Board of Trustees, mmimum of 3; 

• Limited Pannerships list all General Partners. 

Name 

L u z D . C o l o n 

Street Address Ctty 

425 WasMngton Blvd. . #3804 Jersey City 
State 

N J 

Zip 

0 7 3 1 0 

The signatures below certify that the buitness entll>- hai complied with all applicable ftttng requtrementt punuant to (tie laws ofthe State of New Jersey, 

to. Incorporators (Domestic Corporations Only, minimum uf 1} 

Name Sited Address City State Zip 

Luz D. Colon 425 Washington Blvd., #3804 Jersey City NJ 07310_ 

Signaturets) for the Public Record (Sec Instructions for Informutfon on Signature Requirements) 

Signature Name Title Date 

"^w/^ A J ^^Jif jy. Luz P . Colon President Mav 13, 2004 

- 2 3 - O/<X>?:KG/ '^^ 

/ • • 



Public Records Filing for New Business Entity (continued) 

11. Additional Entity - Specific [nformaliun 

A. Domestic Non-profit Corporations (Title ISA) - For IRS cxemptiun considerations, see instructions. 
• The corporation shall have members: D Yes D No, 

11'yes qualificutiun shall be: 
D As set forth in die bv-laws or. D As set forth herein; 

The rights and limitations ofthe different cla.sses of members shall be: 
• As set forth in (he by-(a\\s or, D As set forth herein: 

The method of electing the trustees shall be: 
D .-\s set forth in die by-laws or, D As set forth herein: 

The metliod of distribution ofasscLs shall he: 
D As set forth in ihe liy-laws or, D As set forth herein: 

B. Foreign <'orporations - Proflt, Non-Profil and Foreign Lefial Professional (Titles MA and 15A) 
Auach a ccnificaie of good sianding/cxistcnce from the suite of incorporation not greater dian 30 da>'s old to this form. 

C. Limited Partnerships (Title 42:2A) 
• Sel torth the ag^regale amount of cash and a description and statement of the agreed value 

of othi:r propert>' or services contributed (or to be comributed in the future) by alt partners: 

Do the limited partners have the power to grant the riyht to become a limited partner to an 
a»signt:e of any part of their partnership D Yes D No 
If yes. list the terms/conditions of that power: 

Dt> tbe limited partners have the riglil lo receive distributions from a partner uhich includes a 
reiiirn of all or any part ofthe partner's contributions? D Yes D No 
If yes. list lhc applicable terms; 

Do the general partners have the riglit to make distributions to a partner uhich Includes a 
retum of all or any pan ofthe partner's contributions'.' • Yes D No 
If ye.s, list the applicable terms: 

What are the rights of the remaining general partners to continue the business in the event 
Ihat a general parmer withdraws? List below: 

D. Foreign Limited Partnersbips (Title 42:2A) 
• Set forth the aggregate amount of cash and a description and statement ofthe agreed \alue of other propert>' or ser\ices 

contribiJied (or to be contributed in the future) by all partners; 

-24 
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State of New Jersey 
DEPARTMENT OFTHE TTIEASURY 

DIVISION OF REVENUE 
PO Box 628 

TRENTON, NJ 08646-0628 
...r a^KAjiCl, 

5 6 2 - 4 5 8 - 3 1 8 / 0 0 0 AVOL NTL 
AVQLAR CONSTRUCTION INC 
C0M5TRIICTICM/CARPE-WTRY 
4 2 5 WASHINGTON BLVD # 3 8 0 4 
JERSEY CITY NJ 0 7 3 1 0 - 2 0 0 3 

JUN 2 4 200'̂  

BY: 

John E. McCormac, CPA 
State Treasurer 

In reply to: 
client Registration Bureau 
PO Box 252 
Trenton, NJ 08646-0252 
609-292-1730 

Uear iiiT-or. Madam: 

Congratulations! You are now registered as a business in New Jersey. 

The number referenced above is your New Jersey Tax Registration Number. You must use tiiis number on all 
correspondence with the Division of Taxation, the Department of Labor (if subject to unemployment withholdings), 
and the Division of Revenue. All of your tax returns and payments will be filed under this number. You will also be 
able to access all information about your account by referencing this number, Please call (609) 292-1730 if you find 
the information referenced above is incorrect. 

Your registration application indicated that you are not liable for any taxes administered by the Division of 
-laxation-and-the-Department o£4.abQr-and that you do-net wish to issue-Salea Tax Resale of-Btemptiwi^erdficates. 
In the future, should vou become liable for any tax, notify us immediately by calling our Client Registration Bureau 
at (609) 292-1730. 

If you are exempt fi-om collecting Sales Tax and wish to issue Resale or Exemption Certificates, please check the 
box below, sign in the space provided and î etum this letter to the above address, 

I wish you the best of luck in your new business endeavors. If I can be of any assistance to you in the iuture, 
please call me at (609) 984-3997. 

Sincerely, 

Darryl JTvlererasak 
Chief, Client Registration Bureau 

DO NOT DETACH 

I do not make any taxable sales. However, I do wish to issue NJ Sales Tax Resale Certificates (ST-3) and Exempt Use Certificates 

- • • • - . . . . ' ., D a t e 

( S t - 4 ) 

Signattire" ' 

Form Ul. CR-8 

Please visit the Division of Revenue's web site at www.state.nl. us/treasurv/revenue. 
New Jersey Is An Equal Opportunity Employer • Printed on Recycled and Recyclable Paper 

r 

http://www.state.nl
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Avolar Construction, Inc. 

B, Executive Summary 

Avolar Construction, Inc. is proposing to develop and implement an advertising concept for onlv one d l 
building/structure, which is of unique interest to us. Said building/structure is the vent located in front of the 
Pavonia/Newport PATH Station in Jersey City ("Vent"). We believe our team can handle the Scope of 
Work for this one (1) Vent, not only because of our ability to do so, but also because we have had this idea prior 
to the Port Authority's announcement of its program and, at that time, were thinking of a way to propose it to 
the Port Authority. The timing could not be any better. 

Therefore, we became determined to make this project our new endeavor. We have submitted a Sponsorship 
Proposal with the same visuals and similar information presented to you herewith. 

In addition to the potential revenue we are proposing to the Port Authority, we believe that our innovative idea 
will help kick start a new look for Downtown Jersey City, resembling that of Times Square. As active residents 
of Jersey City, it would be a great pleasure for us to reahze our idea while bringing bigger and greater things to 
our community. 

To create advertising revenue to the Port Authority, we propose to install three (3) jumbo screens atop said vent. 
The first screen will face Washington Boulevard (Northbound), the second screen will face Washington 
Boulevard (Southbound) and the third screen will face Town Square (River Drive & Pavonia Avenue). 
Attached please find before & after photos of our proposed idea (the size and content ofthe screens shown are 
for illustration purposes only; these may be later determined per the approval of The Port Authority of NY & 
NJ). In addition to the three (3) jumbo screens, we are leaving open the option to add a real-time stock ticker 
along the bottom of said jumbo screens (space and approval permitting). 

We believe that the advertising sales revenue that can be generated fi'om these three (3) jumbo screens will 
exceed expectations. At the same time, we will be servicing the community in many ways, for example, 
providing information to commuters and local residents; providing local businesses the opportunity to advertise; 
the area immediately around the Vent will be brighter, especially during late evening hours, due to the lighting 
emanating fi-om the screens. 

With our background in both construction and media, we are certain that Avolar Construction, Inc. is more than 
competent. However, if we do encounter an area, or areas, which we feel require more expertise, we will not 
hesitate to hire the appropriate firms to assist in such areas. 

Even though our team consists of experienced individuals, we do understand your concern of our being a newly 
established company. This is why we decided to submit our proposal for the one (1) Vent, as opposed to 
airports, tunnels, bridges, etc., with the understanding that the Port Authority reserves the right to award 
multiple contracts. 

We strongly believe that we meet all the requirements of this RFT and kindly ask that you carefully consider 
our idea and eagerness to perform at a topnotch level, as a strong, yoimg and innovative company. 

In conclusion, we foresee this project being an even/fijl one. 

?•• 
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Vent Located Outside Pavonia/Newport PATH Station in Jersey City, NJ 

{ • ' • • • • • 4 " < ; • ' 

Pic. #1: Washington Blvd. (Northbound): Currently Without Proposed Structure 

Pic. #2: Washington Blvd. (Northbound): With Proposed Structure 

. Proposed by: Avolar, Inc. June 2005 



Vent Located Outside Pavonia/Newport PATH Station in Jersey City, NJ 

Pic. #3: River Drive & Pavonia Ave. (Town Square): Cmrently Without Proposed Structure 

Pic. #4: River Drive & Pavonia Ave. (Town Square): With Proposed Structure 
(Structure Faces East, Toward Hudson River) 

Proposed by: Avolar, Inc. June 2005 



Vent Located Outside Pavonia/Newport PATH Station in Jersey City, NJ 
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Pic. #5: River Drive & Pavonia Ave. (Town Square): Currently Without Proposed Structure 
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Pic. #6: River Drive & Pavonia Ave. (Town Square): With Proposed Structiu"e 
(Structure Faces East, Toward Hudson River) 

Proposed by: Avolar, Inc. June 2005 



Vent Located Outside Pavonia/Newport PATH Station in Jersey City, NJ 

Pic. #7: Washington Blvd. (Southbound): Currently Without Proposed Structure 

Pic. #8: Washington Blvd. (Southbound): With Proposed Structure 

Proposed by: Avolar, Inc. June 2005 
/ ' 
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Avolar Construction, Inc. 

C, Agreement on Terms of Discussion 

(Attachment A has been signed, dated and attached hereto.) 
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Avolar Construction, Inc. 

D. Certifications With Respect to the Contractor's Integrity Provisions 

Avolar Construction, Inc. has signed the Letter of Transmittal and makes the certifications in the 
"Contractor's Integrity Provisions", included in Attachment B, Part III, attached hereto. 

/ • 





m 

Ui 
CO 

a. 

{ • • -

. • : • , < : : . . J -

/ • 





Avolar Construction, Inc. 

E. (Not Used) 
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Avolar Construction, Inc. 

F. Proposer's Organization Chart 

Avolar Construction, Inc. is an organization composed of one (I) officer and one (1) fellow staff member, as 
follows: 

LUZ D. COLON 
President 

EDGARD COLON 
Manager 
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Avolar Construction, Inc. 

G. Business Plan 

As a newly formed company, Avolar Construction, Inc. takes great pride in being part of this advertising 
venture with the Port Authority on NY & NJ. We plan on making exceptional strides in our community 
while generating great revenue for the Port Authority. 

Avolar Construction, Inc. is determined to realize its advertising idea and make it work for all parties 
involved. Doing so will allow us the opportunity to showcase our abilities and full potential, not only to the 
Port Authority, but to others, as well. Our team beHeves that success is reached by being organized, 
thorough, professional and staying true to its high standard of performance. We offer the Port Authority of 
NY & NJ the following business plan that consists, but is not limited to, the following: 

a) Avolar Construction, Inc. plans to develop and implement an outdoor advertising sales idea(s) by hiring 
and working in correlation with companies/firms that offer the needed services and possess the required 
expertise. We expect to pitch to businesses that may be highly interested in purchasing advertising 
time/space on the three (3) jumbo screens we propose to install on the one (1) Vent located outside the 
Pavonia/Newport PATH Station. 

b) We will develop new, creative outdoor advertising opportunities using three (3) jumbo screens, as 
described in (a) above. These screens will be installed atop the one (I) Vent, which currently is not 
being utilized for revenue purposes. However, because of its prime location and structure form, a 
well-implemented advertising plan, can convert the Vent into an attractive, new, revenue-generating 
site. 

c) Financing for the development ofthe advertising idea(s) will first come fi"om the advance pitching to 
businesses/firms that may be interested in advertising. To make said businesses/firms aware ofthe 
advertising opportunities, a promotional campaign will be launched. Included in each Advertising 
Agreement will be a required fee, payable in advance by each business/firm, according to a timetable 
(not yet established). A portion ofthe total fees will be applied to the development of outdoor 
advertising idea(s). The Advertising Agreements can be offered on a monthly basis, annual basis and 
so on, changing the amount ofthe required initial fee(s) and payments that shall then follow. 

d) Avolar Construction, Inc. will research and hire well qualified and specialized engineers and/or 
designing firms, which will assist in the designing and installation ofthe three (3") jumbo screens and 
the optional real-time stock ficker. Upon the request ofthe Port Authority of NY & NJ, the design 
plans will be made available for its review and approval. 

e) Avolar Construction, Inc. will provide and install all materials for any infrastructure associated with the 
development of our here-proposed outdoor advertising idea, at no cost to the Port Authority of NY & 
NJ. 

f) As a fellow minority/woman-owed business, Avolar Construction, Inc. will uphold the quality ofthe 
submitted M/WBE Plan in full accordance with the section of this RFP (#0000007920) entitled, 
"M/WBE Subcontracting Provision". We have already been fortunate enough to meet one prospective 
WBE during the process of submitting our proposal. Said firm, Morris Weber (of New Jersey), 
contacted us to offer its services should Avolar Construction, Inc. be awarded the/a Contract. We intend 
to consider Morris Weber, along with other well-qualified M/WBE's. 
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Avolar Construction, Inc. 

H. Proposal 

This is our first venture of this magnitude, therefore, please note that the following financial proposal 
was compiled on what we think would be fair, in accordance to today's market. 

(1) Revenue to the Port Authority: 

a) We are proposing in terms of a sliding revenue share scale based on "what could potentially be" the 
revenue obtained from advertising sales: 

1'' One Million Dollars: 30% to Port Authority of NY & NJ 
30% to Avolar Construction, Inc. 
40% toward administrative costs 

2"'' One Million Dollars: 50% to Port Authority of NY & NY 
30%) to Avolar Construction, Inc. 
20%) toward administrative costs 

3^ One Million Dollars: 60% to Port Authority of NY & NJ 
40% to Avolar Construction, Inc. 

These figures are negotiable, of course. 

b) The maximum amount of revenue to be generated for the Port Authority fi-om gross sales generated from 
advertisements placed at the one (1) Vent located at the Pavonia/Newport PATH Station has the 
potential to total, or exceed, $1.4 Million, according to the above scale. 

c) Avolar Construction, Inc. agrees to and "shall imdertake all development responsibilities required to 
fulfill the conditions of this Contract, included, but not limited to, site assessment and all clearances, 
construction, staffing, marketing, sales, and any other related work in cormection with this Contract. 
The Port Authority will not incur any direct costs in connection with this Contract". 

>" 
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Avolar Construction, Inc. 

H. Proposal (continued) 

(3) Overall Experience Including Financial Capability: 

a) Avolar Construction, Inc. has no experience in advertising ventures; however, we intend to hire 
contractors/firms that have vast knowledge and experience to assist us in accomplishing our goals. For 
example, we would hire a firm that will assist us in developing an appropriate timeline and process by 
phase. We do possess the hands-on management and supervisory experience needed to track and 
supervise all hired sub-contractors. 

b) Financial Capability: Attached for your reference, please find a copy of our Profit & Loss report, 
dated June 1, 2004 - June 5, 2005) 

Our accounting is handled bv: Our Banking Institution is as follows: 

Lighthouse Financial Advisors, Inc. Bank of America (formerly Fleet Bank) 
3 Harding Road, Suite B NJ6-193-01-01 
Red Bank, NJ 07701 125 Pavonia Avenue 
Tel: (732) 747-6680 Jersey City, NJ 07310 
Fax: (800) 886-0302 Tel: (201) 626-2852 
Contact: Robert B. Walsh, CPA/PFS CFP Fax: (201) 626-2855 

Contact: Michelle Y. DuBose 

c) If given the opportunity, Avolar Construction, Inc. and its dedicated team of two will see to it that an 
excellent advertising concept is developed and expedited accordingly. Our dedication and diverse 
background will prove to be enough experience and meet the required qualifications for the job at hand. 
Since we are a small team and directly involved in all aspects ofthe business, we are always readily 
available to our clients and subcontractors. 

d) Avolar Construction, Inc. does not have any existing designs and operations for Indoor and Outdoor 
Out-of-Home Advertising, but this doesn't mean we cannot be successful with the one (I) Vent we are 
proposing to convert into a remarkable advertising display, of durability and excellent quality. 

Our work and life experiences have taken us through years of commuting to & from New York/New 
Jersey, as well as, working in both metropolitan markets. As commuters ourselves, we understand 
firsthand the importance ofthe public's safety, comfort and concems. 

Avolar Construction, Inc. has no doubt in its ability and desire to fulfill this Contract. We look forward 
to putting our creative ideas to work while keeping in mind that approach, revenue and performance 
are ofthe highest importance to The Port Authority of NY & NJ, while upholding its valued image. 

We are committed "to improving the design, technology, services, operations and any other related 
work required for performance under this Contract". 

/ • • 
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Avolar Construction, Inc. 
Profit & Loss 

June 1, 2004 through June 5,2005 

Ordinary Income/Expense 
Income 

4110 • Construction Income 

Total Income 

Cost of Goods Sold 
5110 Job Material Costs 
5200 - Job Related Labor Costs 

5205 • Labor Sub Contrators 
5200 • Job Related Labor Costs - Other 

Jun1,'04-JunS, 05 

106.337.96 

Net Ordinary Income 

Other Income/Expense 
other Expense 

8000 • NJ S-Corp Taxes 

Total other Expense 

Net Other Income 

Net (ncome 

106,337.96 

238.00 

26,984.75 
783.64 

Total 5200 • Job Related Labor Costs 

Total COGS 

OSS Profit 

Expanse 
6060 • Bank Service Charges 
6100 • Car/Truck Expense 

6101 • Gas & Oil 
6103 • Repairs & Maintenance 
6105 • Registration & License 
6107 • Insurance-Auto 
6100 • Car/Truck Expense - Other 

Total 6100 • Car/Truck Expense 

6140 • Contributions/Charity 
6160 • Dues and Subscriptions 
6180 • Insurance 

6182 • Liability Insurance 
6186 • Worker's Comp 

Total 6180 • Insurance 

6230 • Licenses and Permits 
6240 • Miscellaneous 
6490 • Office Supplies 
6500' Payroll Expenses (office) 

6501 • Payroll (office staff) 
6502 • Payroll tax expense 
6S04 • RCA 
6S05.FUTATax 
6500 • Payroll Expenses (offlce) - Other 

Total 6600 • Payroll Expenses (office) 

6571 • Accounting 
6610' Postage and Delivery 
6650 • Rent 
6800 • Telephone 
6900 • Travel 
6901 - Local Travel 
6602 • Meals & Entertainment 
6920 • Tools fit Machlneiy (under $500) 
6970 • Utilities 

Total Expense 

27,768.39 

28,006.39 

78,331.57 

4.50 
' 
4,321.21 
1.827.68 

62.00 
764.00 
123.68 

7.118.57 

54.50 
195.90 

2.007.00 
3.294.00 

5,301.00 

900.00 
8,717.21 
5,827.66 

17,500.00 
565.69 

1,338.75 
56.00 
20.65 

19.481.09 

2.800.00 
463.00 

10.952.20 
1,550.18 
1.470.39 

204.01 
1,174.00 
1,715.10 

301.50 

66,230.81 

10.100.76 

640.00 

640.00 

-640.00 

9,460.76 

Page 1 
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Avolar Construction, Inc. 

I. Acknowledgment of Addenda 

(Addendums #1, #2, #3, #4 & #5 follow, initialed and dated) 

/ • • 
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THEPORTACnHORmrOF NY& NJ 

THE PORT AUTHORITY OF NEW YORK & NEW JERSEY 
PURCHASING SERVICES DIVISION 

ONE MADISON AVENUE 7^" FL. 
NEW YORK, NY 10010 

Date: May 27, 2005 

ADDENDUM #1 

To prospective Proposers on RFP U 0000007920 for ADVERTISING 
OPPORTUNITIES FOR PORT AUTHORITY OF NY & NJ AND PATH 
FACIUTIES, INCLUDING OUTDOOR AND OUT-OF-HOME LOCATIONS 

DUE BACK ON JUNE 8, 2005 NO LATER THAN 2:00 PM 

The following changes are hereby made in the documents: 

Referring to page 76 of Attachment D, the existing advertising agreements will be 
available for viewing at One Madison Avenue, 7̂ ^ Floor, NY, NY on June 1, 2005 
between the hours of 9:00 AM to 1:00 PM. Contact Roy Bickley at 212-435-4972 to 
make arrangements for viewing and to obtain access to the building. Photo ID is required. 

In Part III, CONTRACTOR'S INTEGRITY PROVISIONS, page 66, labeled "2. Non-
Collusive Bidding and Code of Ethics Certification..." and replace with Amendment 1 
hereby attached and labeled Amendment 1, "2. Non-Collusive Bidding, and Code of 
Ethics Certification..." 

In Attachment H, titled Olympic 2012 Agreement, delete "Schedule A" in it's entirety 
and replace with "Schedule A," dated May 16, 2005, hereby attached. 

On page 17, 2) Marketing Strategy and Approach, Sub-section b), the next to the last line 
of that section, delete the second "and" in the line. The line now reads, "...demonstrated 
ability to set and achieve performance standards is an important..." 

In the publicly placed advertisements and general e-mail sent to perspective Proposers, 
the time for the Pre-proposal meeting was incorrectiy noted as beginning at 9.00 AM. 
The Pre-proposal meeting is scheduled for May 26, 2005 and will begin at 10:00 AM. 

Addendum 1, RFP 0000007920 
/ • • 



For informational purposes only, the slide show presentation is available to your firm on-line 

by visiting www.panvni.qov/adverlisinQrfps/ 

P R O P O S E R Q U E S T I O N S AND A N S W E R S 

The following information is made available in response to questions submitted by Proposers to 
the Port Authority of NY and NJ. It addresses only those questions, which the Port Authority of 
NY and NJ have deemed to require additional information and/or clarification. The fact that 
information has not been supplied with respect to any questions asked by a Proposer does not 
mean or imply, nor should it be deemed to have any meaning, construction or implication with 
respect to the terms and provisions o f the Proposal, which will be construed without reference to 
such questions. 

1. Question: On Page 16, under Part 7., "Proposal Submission Requirements" 
Section E. is "Not Used". In planning to make tabbed dividers and section 
headings, should a Proposer actually have a "Tab E. (Not Used)" and proceed to 
Section F., or should they disregard, remove "E." and rename the remaining 
sections to E., F., G., H., and I. from F., G., H, I. and J.? 
Answer: Do not rename. 

2. Question: On Page 17, under Part 7., Section 2. "Marketing Strategy and 
Approach," in the next to last line of sub-section b), there seems to be an 
additional "and" in the sentence, e.g. "to set and achieve anrfperformance 
standards." The grammar is not correct. Should it be "set and achieve 
perfonnance standards" instead? 

Answer; Yes. See Addendum I above. 

3. Question; On Page 73, Attachment C, "Proposer Reference Form" as well as 
Attachment F, "Contractor's Officers and S ta f f ' a re included. Nowhere in the 
RFP does it state where Attachment C or Attachment F should be placed within 
the response document. Moreover, is there a limit as to the level of staff which 
should be listed, or does the Port Authority require a listing of all employees at all 
levels? 

Answer: Restrict answers to Officers and upper management. 

4. Question: On May 26th the Pre-Proposal and Site Inspection is to take place 
beginning at 9:00 a.m. (as advised via e-mail on May 12, 2005, which shows a 
change from the 10:00 a.m. start time listed in the RFP. Will all o f the facilities 
listed on Pgs. 75-76 be visited in one day? Will photography be allowed? 
Answer: The pre-proposal RFP meeting begins at 10:00 AM. The Site Inspection 
of Port Authority facilities is canceled. Photography may be restricted or 
prohibited at various facilities. 

Addendum 1, RFP 0000007920 /• 
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5. Question: Will detailed fioor plans of all facilities (including depictions of 
current advertising locations utilized by current vendors) be provided on the site 
inspection? 
Answer; No. 

6. Question: A numbered Bid Envelope was included in the RFP mailing. Is this 
envelope to be used in any way, as it would seem unlikely that one (1) 
reproducible original ofsuch a large response document would fit into the 
envelope provided? 
Answer; The Bid Envelope should be placed on the outside of your RFP 
submission and clearly labeled as such. See Letter E., Submission of Proposals, 
Page 7 ofthe RFP. 

7. Question: A Bid Envelope would suggest that this is a "Bid", which differs 
significantly from a "Proposal". Please clarify. 
Answer: This is a Request for Proposal—not a bid. 

8. Question: On Page 76, the closing paragraph states "the PANYNJ currently 
generates approximately $25 million in gross advertising revenue sales from the 
facilities, with approximately 85% ofthe gross sales tolal generated through the 
airports." Can you clarify if the $25 million is revenue derived/paid from a higher 
sales figure (gross sales of X times the percentage payable to the PANYNJ = Net 
revenue to PANYNJ)? 
Answer: Yes, you are correct. The Advertising contracts will be available as 
noted above. 

9. Question: At the present time there is another RFP (#7919) for "Sponsorship 
Marketing Services Program" which is due two days prior to the due dale ofthe 
Advertising RFP. Please define the rights granted under the Sponsorship 
Marketing Services Program RFP as how they may or may not conflict with the 
rights granted in the Advertising RFP? A Proposer under the Advertising RFP 
would want to have assurances that the Sponsorship Marketing Services RFP does 
not conflict or duplicate the advertising programs one would put into place and be 
a competitive program. 
Answer; Each RFP is a separate proposal and the Scope of Work defines the 
work that will be determined under each contract. Each proposal will be 
negotiated separately. There may be overlap. The Port Authority cannot give 
Proposers assurances that there will be no conflict, however each executed 
contract will stand on its own. The final Scopes of Work will define each 
program. 

10. Question: May we have a copy of the attendance sheet? 
Answer: Yes, the attendance sheet is attached to this Addendum. 

11. Question; May we have a copy of the slide show? , 
Answer: It is available the Port Authority website listed above. 

Addendum 1, RFP 0000007920 >• 



12. Question: In the Scope of Work the RFP states that, "The contractor shall secure 
all necessary clearances, permits, zoning approvals, and permissions required for 
the production of new revenue under this Contract." Please confirm our 
understanding that the Port Authority, as a govemment agency, is exempt from 
zoning. If that understanding is correct, will the Port Authority extend this 
exemption to the selected contractor? 
Answer: The Port Authority of New York and New Jersey, as a bistate agency, is 
exempt from local regulations as a matter of law. However, it is the Port 
Authority's policy to conform, to the fullest extent practicable, to all governmental 
regulations, which are addressed as part ofthe Authority's internal review and 
approval process. If any governmental regulation does apply to the scope of work 
either now or in the future, it will be the Contractor's sole responsibility for 
securing approvals needed to satisfy any applicable regulation. 

13. Question: Although the Port Authority indicates its intent lo select one contractor 
that proposes a tolal solution to maximize revenue, it reserves the right to award 
muUiple contracts. What criteria does the Port intend to use in making such a 
determination if the Port Authority receives widely disparate responses to the 
RFP? 
Answer: The Port Authority will use the criteria as noted beginning of page 11 of 
the RFP, labeled 5. Evaluation Criteria and Ranking, to determine whether a 
single or multiple contract awards is in its best interest. 

14. Question: The Port Authority identifies a wide array of potential opportunities 
which are described in vague terms. Will the Port Authority provide detailed 
descriptions ofthe facilities including the exact boundaries ofthe properties 
offered and the locations that are available for a potential contractor to utiUze? 
Answer: No. At this time detailed descriptions ofthe facilities exact boundaries 
are not available to potential Proposers. However, it should be noted that nothing 
precludes the Proposer from visiting the public areas of each facility property to 
determine what the Contractor may be able to utilize. 

15. Question; Will the Port Authority provide electronic maps ofthe Port Authority 
facilities listed in Attachment D, indicating the locations ofthe current advertising 
inventory? 
Answer: No. See the answer directly above this question. 

16. Question: Will the Port Authority agree to extend the Proposal Due Date by at 
least 30 days? 
Answer; No. At this time the Port Authority will not extend the due date. 

17. Question: Do you have any additional statistics on PATH use? 
Answer: Yes, for informafional purposes only, see the attached enclosure dated 
May 6, 2005, titled Path Demographics. 
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18. Question: Can prospective bidders take pictures at the facilities? 
Answer: Photography may be restricted or prohibited at various facilities. 

19. Question: As a respondent to the RFP can Proposers submit in areas where they 
are specialist? And, if we propose a partial solution are we considered 
responsive? 
Answer; The answer to both questions is yes. 

20. Question; Historical bilh'ng on existing assets is important and would be helpful 
in the preparation ofthe proposals. We need a sense of dollars spent in 
advertising broken down by facility. Can the Port Authority provide that? 
Answer: Billing information is not being made available at this time. 

21. Question; Can the Port Authority set aside a time to examine existing advertising 
contracts? 
Answer: Yes, see above. On page 76 of Attachment D are the contracts that will 
be available for viewing at One Madison Avenue, 7'*̂  Floor, NY, NY, on June 1, 
between the hours of 9:00 AM to 1:00 PM, Conference Room 154. Contact Roy 
Bickley at 212-435-4972 to make arrangements for viewing and obtain access to 
the building. 

22. Question: On pages 10 and 11, Section 4, Financial Information, the Port 
Authority is requesting a list of other work pending and/or bids submitted in 
anticipation of business. We consider this confidential. Will the Port Authority 
keep that confidential? 
Answer: The Port Authority will make every attempt to keep this information 
confidential, however the Port Authority is subject a Freedom of Information 
Policy as noted on pages 24 to 26 ofthe RFP. 

23. Question: What are the weights assigned to the evaluation criteria on page 11-
13? 
Answer: The individual weights assigned to the criteria are confidential. 

24. Quesfion: Can more that one Advertising Vendor have a presence at each 
facility? 
Answer: Yes, that is possible. 

25. Question: Can you identify and make available a list of which billboards are 
currently owned by the Authority? 
Answer: That information is not available at this time. 

26. Question: If the Contractor erects a structure on Port Authority property, who 
will own it at the end ofthe contract. 
Answer: The Port Authority will own the structure, refer to page 10 ofthe RFP, 
Paragraph number 5. 
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27. Question: Certain permits will be required to erect structures for advertising 
purposes, who wiii own the permits at the end ofthe Contract? 
Answer: The Port Authority will issue any permissions which are required. 

2S. Question: Is Schedule A ofthe Olympic Letter of Agreement a complete 
inventory lisfing? Is this inventory currently owned by the Port Authority? 
Answer; This is owned by the Port Authority, however this schedule relates only 
to the Olympic Letter of Agreement and is not a complete Port Authority 
Inventory list. In this Addendum a revised Schedule A is attached which also is 
not a complete Port Authority Inventory list. 

29. Question: Should the financial proposal breakout the revenue for each facility? 
Answer: That is a business decision your firm must make and submit with their 
proposal. 

30. Question: Suppose the Proposer has huge advertising opportunity that does not 
conform to local zoning, how will the Port Authority deal with this? 
Answer: We do not respond to hypothetical situations, however the Port 
Authority recognizes local zoning regulations. 

31. Question: Will the Port Authority during the evaluation process take into 
consideration the stringent zoning laws as well as if the proposed programs are 
permitted? How will this be evaluated? 
Answer Yes. See question 12. 

32. Question; If we propose a program and the Port Authority accepts the proposal, 
however the city doesn't accept it or doesn't permit it, are we legally bound? 
Answer: The Port Authority expects to interpret the zoning regulation. If the 
Proposer wishes to seek a ruling from the City, it may do so with Port Authority 
approval. 

33. Question; If a firm comes up with a really creative idea and the firm with the idea 
is not selected as the Contractor, will the PA hold this idea in confidence or share 
this idea with the selected firm? The answer to this could stifle my proposal. 
Answer: See the Agreement on Terms of Discussion. 

34. Question: Will the Port Authority be utilizing its exemption from local zoning? 
Answer: See Question 12. 

All Proposers are once again advised that their Proposal shall be based solely upon the 
written Proposal Booklet and any formal Addenda issued by the Port Authority. 
Therefore, no other form of communications such as, but not limited to, verbal 
comments, whether or not electronically recorded, shall be considered a part of the 
Request for Proposal Documents or relied upon by prospective Proposers. 
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ALL OTHER TERMS AND CONDITIONS SHALL REMAIN THE SAME. 

THIS COMMUNICATION SHOULD BE INITIALED BY YOU AND ANNEXED TO 
YOUR PROPOSAL UPON SUBMISSION. 

IN CASE ANY PROPOSER FAILS TO CONFORM TO THESE flsfSTRUCTIONS, ITS 
PROPOSAL WILL NEVERTHELESS BE CONSTRUED AS THOUGH THIS 
COMMUNICATION HAD BEEN SO PHYSICALLY ANNEXED AND INITIALED. 

PORT AUTHORITY OF 'NY & NJ 

LARRY WAXMAN, MANAGER 
PRIORITY PROCUREMENTS 
DIVISION 

PROPOSER'S FIRM NAME: A v o l a r C o n s t r u c t i o n , I n c . 

INITULED: 4^2^ 
DATE- J u n e 8, 2005 

QUESTIONS CONCERNING THIS ADDENDUM MAY BE ADDRESSED TO 
MR. T. J. STORCH, WHO CAN BE REACHED AT (212) 435-3936. 
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AMENDMENT 1 

2. Non-Collusive Bidding, and Code of Ethics Certification,Certification of No Solicitation 
Based On Commission, Percentage, Brokerage, Contingent or Other Fees 

By bidding on this Contract, each Bidder and each person signing on behalf of any Bidder certifies, and in the 
case of a joint bid, each parry thereto certifies as to its own organization, that 

a. the prices in its bid have been arrived at independently without collusion, consultation, 
communication or agreement for the purpose of restricting competition, as to any matter relating 
to such prices with any other bidder or with any competitor; 

b. the prices quoted in its bid have not been and will noi be knowingly disclosed directly or 
indirectly by the Bidder prior to the official opening ofsuch bid lo any other bidder or to any 
competitor; 

c. no attempt has been made and none will be made by the Bidder to induce any other person, 
partnership or corporation to submit or not to submit a bid for the purpose of restricting 
competition; 

d. this organization has not made any offers or agreements or taken any other action with respect 
to any Authority employee or former employee or immediate family member of either which 
would constitute a breach of ethical standards under the Code of Ethics dated April 1 I, 1996 (a 
copy of which is available upon request to the individual named in the clause hereof entitled 
"Bidder's Questions"), nor does [his organization have any knowledge of any act on the part of 
an Authority employee or former Au\hority employee relating either directly or indirectly to this 
organization which constitutes a breach of the ethical standards set forth in said Code; 

e. no person or selimg agency other than a bona fide employee or bona fide established 
commercial or selling agency maintained by the Bidder for the purpose of securing business, 
has been employed or retained by the Bidder to solicit or secure this Contract on the 
understanding that a commission, percentage, brokerage, contingent, or other fee would be paid 
to such person or selling agency; and 

r the bidder has not offered, promised or given, demanded or accepted, any undue advantage, 
directly or indirectly, lo or from a public official or employee, political candidate, party or parry 
official, or any private sector employee (including a person who directs or works for a private 
sector enterprise in any capacity), in order to obtain, retain, or direct business or to secure any 
other improper advantage in connection with this Contract. 

The foregoing certifications shail be deemed to be made by the Bidder as follows: 

* if the Bidder is a corporation, such certification shall be deemed to have been made not only 
with respect to the Bidder itself, but also with respect to each parent, affiliate, director, and 
officer of the Bidder, as well as, to the best ofthe certifier's knowledge and belief, each 
stockholder ofthe Bidder with an ownership interest in excess of 10%; 

* if the Bidder is a partnership, such certification shall be deemed to have been made not only 
with respect to the Bidder itself, but also with respect to each partner. 

Moreover, the foregoing certifications, if made by a corporate Bidder, shall be deemed to have been 
authorized by the Board of Directors ofthe Bidder, and such authorization shall be deemed to include the 
signing and submission ofthe bid and the inclusion therein ofsuch certification as the act and deed ofthe 
corporation. 

In any case where the Bidder cannot make the foregoing certifications, the Bidder shall so state and shall 
furnish with the signed bid a signed statement which sets forth in detail the reasons therefor. If the Bidder is 
uncertain as to whether it can make the foregoing certifications, it shall so indicate in a signed statement 
furnished with its bid, setting forth in such statement the reasons for its uncertainty. 

Notwithstanding that the Bidder may be able lo make the foregoing certifications at the lime Ihe bid is 
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submitted, the Bidder shall immediately notify the Authorir>' in writing during the period of incvocability o[ 
bids on this Contract of any change of circumstances which might under this clause make it unable to make 
the foregoing certifications or require disclosure. The foregoing certifications or signed statement shall be 
deemed to have been made by the Bidder with full knowledge that they would become a part ofthe records of 
the Authority and that the Authority will rely on their truth and accuracy in awarding this Contract. In the 
event that the Authority' should determine at any time prior or subsequent to the award of this Contract that the 
Bidder has falsely certified as to any material item in the foregoing certifications or has willfully or 
fraudulently furnished a signed statement which is false in any material respect, or has not fully and accurately 
represented any circumstance with respect to any item m the foregoing cenifications required to be disclosed, 
the Authority may determine that the Bidder is not a responsible Bidder with respect to its bid on the Contract 
or with respect to future bids on Authority contracts and may exercise such other remedies as are provided to 
il by the Contract with respect lo these matters. In addition. Bidders are advised that knowingly providing a 
false certification or statement pursuant hereto may be the basis for prosecution for offering a false instrument 
for filing (see e.g. New York Penal Law, Section 175,30 et seq.). Bidders are also advised that the inability to 
make such certification will not in and of itself disqualify a Bidder, and that in each instance the Authority 
will evaluate the reasons therefor provided by the Bidder. Under certain circumstances the Bidder may be 
required as a condition of Contract award to enter into a Monitoring Agreement under which it will be 
required to take certain specified actions, including compensating an independent Monitor lo be selected by 
the Port Authority, said Monitor to be charged with, among other things, auditing the actions ofthe Bidder to 
determine whether its business practices and relationships indicate a level of integrity sufficient to permit it to 
continue business with the Port Authority. 

/*' 



A T T A C H M E N T H, MAY 16, 2005 

LETTER AGREEMENT 

October 19,2004 

The Port Authonty of New York and New Jersey 
225 Park Avenue South 
New York. New York 10003 

Ladies and Gentlemen: 

In connection with the preparation, for submission to the International 
Olympic Committee ("IOC"), of a candidature for New York City to host Ihe 2012 
Olympic Games, NYC20I2 must demonstrate that it will take the necessary steps to 
protect the value of authorized Olympic sponsorships and the rights of authorized 
Olympic marketing partners by preventing and confronting ambush marketing. 
Accordingly, the IOC requires NYC20I2 to make advertising space in New York City 
available only to Olympic sponsors and partners during the 2012 Olympic Games in 
order to reduce unfair competition in the form of ambush marketing. 

This letter, when countersigned by you, will evidence the Port Authority 
of New York and New Jersey's ("PA") agreement to assist NYC2012 with its efforts lo 
reduce ambush marketing at its facilities. Subject to and in accordance with the terms of 
thjs Letter Agreement, the PA hereby agrees that if New York City is chosen to host the 
2012 Olympic Games: (1) it will license toNYC2012 the advertising space underthe 
PA's control at its facilities, as set forth in Schedule A (the "Ad Space"), for the period 
June 26, 2012 through August 21, 2012 inclusive (the "License Period"), and (2) all 
future agreements which grant rights lo the advertising space under the PA's control at its 
facilities will contain an acknowledgement ofthe terms of this Letter Agreement and will 
require all licensees, lessees, permitees, vendors and contractors to comply with the terms 
of thjs Letter Agreement. 

Notwithstanding the generality ofthe foregoing or anything to the contrary 
stated herein, the PA's obligation to make available advertising space io NVC20I2 under 
this Letter Agreement shall be subject to all ofthe following: (1) with respect to all 
terminals not under the control of the PA, the rights of third parties with which the PA 
has entered into agreements as ofthe date ofthe execution of this Letter Agreement, 
including, but not limited to, the rights of terminal airline lessees, (2) the PA's tenant 
alteration and application process (the 'TAA process"), which shall apply, among other 
things, to the installation, maintenance, and location of any advertising, (3) the PA rules, 
regulations and policies concerning content of advertising in effect from time to time, and 
(4) the receipt by the PA of a written notice from NYC2012 not less than sixty (60) days 
prior to the start of (he License Period (the "sixty-day notice") stating (i) that NYC2012 
intends to exercise the rights granted to it by this Letter Agreement, and (ii) the 
information required in paragraph 4 of this Letter Agreement, and (3) receiving the 
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requisite prior authorization(s) ofthe Board of Commissioners ofthe PA. 

1- License Fee. The license fee for Ad Space shall be calculated as follows: the 
average price for various types of advertising (e.g.. wall wraps, spectaculars and 
dioramas) as established by the relevant advertising permittees/lessees then under 
contract with the PA at its facilities for 2005, 2006, 2007 and 2008 (the "Average Price"), 
muitiphcd by the percentage increase projected as of December 31, 2008, for the period 
2009 through 2012, by the Consumer Price Index for All Urban Consumers - New York-
Northern New Jersey-Long Island, NY-NJ-CT (All Items, unadjusted 1982-84=100) 
published by the Bureau of Labor Statistics ofthe United States Department of Labor, 
plus a twenty percent (20%) premium. Such 20% premium shall be referred to herein as 
the Olympic Premium. 

2. Assignment. The parties acknowledge and agree that should the Games be 
awarded to New York City, NYC2012 will be succeeded by the New York Committee 
for the Olympic Games ("NYCOG") thai shall receive from NYC20I2 an assignment of 
all rights, and shall assume all obUgations concerning, arrangements undcriying the bid 
including all rights pursuant to this Letter Agreement and shall be the organization to 
conduct the Games and carry out the rights and responsibilities ofNYC20l2 hereunder. 

3. Termination. This Letter Agreement will terminate upon the failure of New 
York City to be awarded the Olympic Games by the IOC or the failure ofthe PA to 
receive the sixty-day notice described herein. 

4. Uncommitted Ad Space. The sixty-day notice shall identity all Ad Space 
contractually committed to by written agreement, between the IOC and any Olympic 
Advertising Party, for advertising at each PA facility during the period of the Olympic 
Games and for the period commencing thirty (30) days prior to the start ofthe Olympic 
CJames. Any advertising space at a PA faciUty which is not identified in the sixty-day 
notice shall be deemed to be uncommitted Ad Space and, accordingly, shall not be 
subject lo this Letter Agreement and may be sold, licensed or leased without restriction or 
condition. In addition, NYC2012 acknowledges and agrees that between the date of this 
Agreement and the start ofthe Olympic Games, the Port Authority shall have the right in 
its sole discretion lo eliminate or modify existing advertising space at any its facilities, 
including but not Umited to any ofthe Ad Space, and convert such space lo another 
purpose. 

5. Representations and Warranties of PA. 

(a) Upon receipt ofthe requisite prior authorization(s) from the Board of 
Commissioners, the PA has all necessary power and authority lo enter into this Letter 
Agreement and to perform its obligations hereunder; the execution of this Agreement by 
PA and the performance by PA of its obUgations hereimder have been duly authorized by 
all necessary corporate action on the part of PA; and this Letter Agreement has been duly 
executed and deUvered by PA and is a valid and binding obUgation of PA enforceable 
against PA in accordance with its terms. 
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(b) PA ftirthcr represents and warrants that it owns or controls all ofthe Ad 
Space and that Schedule A is a complete list of the number of locations of advertising 
space at each ofthe PA facilities as of the dale ofthe execution of this Letter Agreement 
by the PA; provided, however, that the failurcof any third party to comply with the terms 
of any agreement between said third party and the PA shall not constimiea breach of this 
Letter Agreement by the PA and provided, fiirther, this Letter Agreement shall not 
require the PA or any of its advertising pennittecs/lcssees to breach any existing 
agreement to which it is aparty as of the date of the PA's execution of this Letter 
Agreement. 

(c) PA further represents and warrants that entering into this Letter 
Agreement will not conflict with any other obligations or agreements to which PA is a 
party and PA covenants not to enter into any conflicting agreements during the term of 
this Letter Agreement. 

6. Representations and Warranties of NYC2012. NYC2012 has ail necessary 
power and authority to enter inlo this Letter Agreement and to perfomi its obUgations 
hereunder; the execution of this Letter Agreement by NYC2012 and the performance by 
NYC2012 of its obligations hereunder have been duly authorized by all necessary 
corporate action on the part ofNYC^012; and this Letter Agreement has been duly 
executed and delivered by NYC2012 and is a vaUd and binding obHgation ofNYC2012 
enforceable against NYC2012 in accordance with its terms. 

7. Remedies. Each party acknowledges that monetary damages may not be an 
adequate remedy for any breach or threatened breach ofthe provisions of this Letter 
Agreement by the other party, and that such first party shall be entitled to seek equitable 
relief, including a temporary restraining order, a preliminary or permanent injunction or 
specific performance, as a remedy for any such breach or threatened breach. Each party 
agrees that in the event such equitable relief is granted by a court of competent 
jurisdiction that the party seeking equitable reUef shall not be required to post a bond in 
connection therewith. Each party further agrees that the remedies of a temporary 
restraining order, preliminary or permanent injunction or specific performance shall not 
be deemed to be the exclusive remedies for a breach of this Letter Agreement but shall be 
in addition to all other remedies available at law or equity. Notwithstanding the 
foregoing, any lawsuit or other claim against tbe PA or its Commissioners, officers or 
employees shall be subject lo all prohibitions, limitations, requirements and restrictions 
for commencement and maintenance of lawsuits and other claims against the PA, its 
Commissioners, officers or employees set forth in the stamtes ofthe New York law, 
including but not limited to statutes codi6ed in the New Yoric Unconsolidated Laws and 
the New York Civil Practice Laws and Rules, and such prohibitions, limitations, 
requirements and restrictions arc not waived by this paragraph. 

8. Governing Law. This Letter Agreement is made under, ajid will be 
construed in accordance with, the laws ofthe State of New York, without giving effect UD 
its principles of conflict of laws. 
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9. No persona) Liability. No Commissioner, director, officer, agent or 
employee of either party shall be charged personally or held contractually liable by or to 
the other party under any term or provision of this Letter Agreement or of any 
modification or amendment hereto or because of any breach thereof, or because of its 
execution or attempted execution. 

10. Entire Agreement. This Letter Agreement constitutes the entire agreement 
between the PA andN>'C20]2 on the subject matter, and may not be changed, modified, 
discharged or extended except by instrument in wniing duly executed on behalf of both 
the PA and NYC2012. NYC2012 a^ccs Ih t̂ no representations or u/arrajitics shall be 
bmding upon the PA unless expressed in wnting in this Letter Agreement. 

Please confirm youj agreement to the matrcri refened to and set forth in this letter 
by signing, dating and rclummg a copy of ihis letter to me. 

Very truly yours, 

/ . 
/ /' j/JAyuAj 

' A'ddrew Kjmbail 

Title: i \ r.i.c^'fr^ ^ i / ^ j i ^ ^ 'P 

Accepted ajid Agreed to: 

The Port Authority of New York and New Jersey 

By^ 
^ Q>^ '̂̂  of Fublic-arid Gavernmenc Affairs 

D:â  / o A j - A / 



Schedule A 

LaGuardia Airport Inventory Count 
867-LGA Sellable Faces 
460-LGA Units 

^ ^ ^ • ^ Breakdown by Unit 
Total of 4'x 10'Lightbox 
Total of Banner 
Total of Clock 
Total of Diorama 
Total of Diorama Other 
Total of Display Area 
Total of Jet Bridges 
Total of Phone Board 
Total of Phone Board Service Cost 
Tolal of Spectacular (other) 
Tolal of Take-one/Mtnc Chg 
Total of Vertical Displays 
Total of Exterior Banners 
Total of Wall Wrap 

1 
3 
1 
1 

334 
14 
7 

250 
146 
26 
19 
6 

12 
2 

48 

869 Sellable Faces 
460 Units 

John F. Kennedy Airport Inventory Count 
1342-JFK Sellable Faces 
728-JFK Units 

| H H Breakdown by Unit 
Total of4"x 10'Lightbox 
Total of Banner 
Total of Clock 
Total of Digital Diorama 
Total of Diorama 
Total of Diorama Other 
Total of Display Area 
Total of Double Diorama Full 
Total of Exterior Sites 
Total of JCDecaux Displays 
Total of Jet Bridges 
Total of Showcase 
Total of Spectacular (other) 

Total of Wall Wrap 

1 
44 
19 
6 

80 
346 
36 
12 
6 

44 
35 

499 
1 

49 

165 

1342 Sellable Faces 
728 Units 



New York Downtown Heliport 

3-JFK Sellable Faces 

3-JFK Units 

Breakdown by Unit 

Total of Clock 

Total of Diorama 

Sellable Faces 

Units 

Total Dioramas = 406 

Total Bus Shelter Dioramas = 18 

Total Spectaculars = 5 

Total Mini Spectaculars = 96 

Tolal Overhead Spectaculars = 22 

Total Monorail Carcards = 72 

Total Wall Wraps = 46 

Total Banners = 6 

Total Toll Plaza Booth = 1 

PA Control - Bus Shelters, Toll Plaza Booth, Monorai l Carcards 

Total Station Domination Installations = 144 All Controlled by PA 

Total Poster Wraps = 3 

Total Dioramas = 22 

Total Clocks = 26 

Total Station Domination Installations = 144 All Controlled by PA 
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Ff>mi • AlJPurposfi Ack. N.Y. (rev 1/4/2000) 

FOR THE PORT AUTHORITY' OF NEW VORK AND NEW JERSEY 

STATE OF NEW YORK ) 
)ss. 

COLTNTY OF NEW YORX ) 

On the fl^- dayof O c i - a b e ^ in the year 2004, before me ihe undersigned, a 
Notary Public in and for said state, personally appeared \-{LChSl^ i L r ^ e A r d u ^ ^ 
personally known to me or proved to mc on the basis of satisfactory evidence to be the 
individual(5^ whose name(s^ is (»fc)-subscribed to the withm instrument and acknowledged to 
mc that hc/3hc:TtT?y executed the same in hisA*erHhnr capacityCi*5 .̂ and that by his/hcrrthtir 
signaturej^)- on the mstnimem, the indiv]dual(^ or the person .upon behalf of which the 
individual^actcd, executed the instrument. 

C ^ M i J ^ 
(notarial seal ar.d 6t;inip) 

Marie M. Edwards 
Notary Public. Slate of New York 

No. 01ED4959693 
Qualified in_Kings Copnt̂  Uuaiitiei? in Kings LoLinh/ 

FOR NVC2012 Commissiori E.xpires // U'cSCQO 

STATE OF NEW VORK ) 

COUNTY OF NEW YORK ) 

i ; -Otiihc r ' ' (Uy of AJ<PvtAAA U.^ in ihe year 2004, before me. the undersigned, a 
Notary Public in and for said state, personally appeared AVVJ-WLU-J H klr^vt>>>/-, 
personally icnown to me or proved to mc on the basis of satisfactory evidence to be lhc 
mdividuaJi^ whose narac^i) is ( ^ subscribed lo the wjthin instrument and acknowledged to 
me that hc.hh^Mh^y executed the ssws in hisAKr^tbtu capacityfjr/). and that by his:%crtTTCTr 
signaturcf/' on (he instrument, the individuated, or the person upon behalf of which the 
indiv*idual(i5f acted, executed the instrument. 

y (notana! seal-find stamp) 

'̂JOfit'ea }n New Vnr in 
cipi/as Novatnber ?̂ 2007 



DATE: May 6, 2005 

PATH DEMOGR.APHrCS 

CURRENT AVERAGE WEEKDAY RIDERSHIP THROUGH 1 "̂̂  QUARTER 2005 IS 
ABOUT 195,000. AVERAGE SATURDAY IS 83,000 AND SUNT)AY IS 58,000. 

2004 PATH SURVEY 

WEEKEiND (SATURDAY) 
GENDER 

MALE 
FEMALE 

TRIP PURPOSE 

WORK COMMUTE 
BUSINESS TRAVEL 
TO/FROM SCHOOL 
SHOPPING 
ENTERTAINMENT or 
RECREATION 
VISIT FAMILY/FRIENDS 
OTHER 

WEEKDAY 

58.2% 
41.8% 

73.1% 
7.4% 
5.6% 
2.6% 

4.8% 
4.2% 
2.2% 

OTHER LANGUAGES BESIDES ENGLISH 

NONE 
SPANISH 
FRENCH 
GERMAN 
ITALIAN 
HINDU 
PORTUGESE 
RUSSIAN 

60% 
21% 
5% 
3% 
2% 
2% 
2% 
1% 

WEEI 

55.6% 
44.4% 

20.2%, 
4.0% 
3.8% 

19-0%, 

31.3% 
19.6% 

].9% 

AGE: LAST SURVEY REFERENCE -.2001 

OCCUPATION: LAST SURVEY REFERENCE - 2001 

INCOME: LAST SURVEY REFERENCE - 2001 
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Listed below are latest ridership figures - February 2005 

Pavonia/Newport 
Grove St. 
Exchange PI. 
Journal Sq. 
Hoboken 
Newark 
Harrison 
NY - 9th St. 
NY- 14th St. 
NY - 23rd St. 
NY-33rd St. 
NY - Christopher 
NY-WTC 

Average weekday boarding's 
13,300 
9,500 

10,000 
22,000 
24,500 
25,000 
5,500 
4,300 
7,500. 
7,000 

24.300 
4,000 

40,000 

Average weekend boarding's 
13,200 
7,700 
3,200 

22,400 
15,000 
18,000 
3,500 
7,100 
8,400 
4,900 

25,100 
5,400 

18,000 

> • • 



PRE-PROPOSAL MEETING 
ADVERTISING OPPORTUNITIES FOR PORT AUTORITY OF NV & i\J 

AND PATH FACILITIES, RFP #7920 
MAV 26, 2005 

NAME COMPANY TELEPHONE U 
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ftw:/ Lf."C»û  7X>^ C}lL^::72Sj<nMuc2:^L 
^ Z K 3 ^ ^ "fjjr.'cr' /̂ iBt>/A /^^yc '7h-/ - .P^^'-.^-VVK' 

(y^/:-; r'/ / ^ ^ ' / Q.'i.̂  , , / ̂ . J7, t;; y.A^ 6^L- ^ 7 vy 
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PRE-PROPOSAL MEETING 
ADVERTISING OPPORTUNITIES FOR PORT AUTORITY OF NV & f>lJ 

AND PATH FACILITIES, RFP #7920 
MAV 26, 2005 

NAME COMPANY TELEPHONE # 
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THE PORT AinHORTTYOF NY& NJ 

THE PORT AUTHORITY OF NEW YORK & NEW JERSEY 
PURCHASING SERVICES DIVISION 

ONE MADISON AVENUE 7^" FL. 
NEW YORK, NY 10010 

Date: June 2,2005 

ADDENDUM #2 

To prospective Proposers on RFP # 0000007920 for ADVERTISING 
OPPORTUNITIES FOR PORT AUTHORITY OF NY & NJ AND PATH 
FACILITIES, INCLUDING OUTDOOR AND OUT-OF-HOME LOCATIONS 

DUE BACK ON JUNE 8, 2005 NO LATER THAN 2:00 PM 

The followlag changes are hereby made in the documeats: 

PROPOSER QUESTIONS AND ANSWERS 

The following information is made available in response to questions submitted by Proposers to 
the Port Authority of NY and NJ. It addresses only those questions* which the Port Authority of 
NY and NJ have deemed to require additional mformation and/or clarification. The fact that 
information has not been supplied with respect to any questions asked by a Proposer does not 
mean or imply, nor should it be deemed to have any meaning, constmction or implication with 
respect to the terms and provisions ofthe Proposal, which will be construed without reference to 
such questions. 

1. Question: How many rail cars are in the PATH fleet? 
Answer: There are 327 cars active for passenger use. From 2008 to 2011 the 
Port Authority is scheduled to receive 340 new passenger rail cars and will 
subsequently gradually retire the current fleetl 

2. Question: How many rail cars are there in the AirTrain Newark and AirTrain JFK 
fleets respectively? 
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Answer: At the AirTrain JFK, there are 32 rail cars. At the Monorail System at 
Newark Liberty Intemational Airport, there are 108 rail cars. 

3. Question: Do the PATH railcars operate as singles or married pairs? 
Answer; PATH railcars operate as singles. 

4. Question; In Section 4, Page 11, what is your definition of "certified financial 
statements"? 
Answer; Certified Financial Statements are defined as company financial 
information including but not Hmited to the Proposer's company assets, liabilities, 
net worth, revenue, expenses, profit or loss and cash flow including applicable 
notes for the most recent calendar year reviewed and compiled by an independent 
accounting firm. 

5. Question: The RFP references "subcontractors" in several places. How should 
we respond if, at this time, we have not selected our subcontractors? 
Answer: At the time of submission ofthe Proposal, companies do not have to 
specifically identify subcontractors. If the selection has not been made but the 
area of subcontractor services is determined, please include. 

6. Question: Please list the agreements, and respective subject matter ofsuch 
agreements, referred to in the second bullet point under '*Notes Regarding The 
Above Facilities" on page 76. 
Answer: There are two agreements and the subject matter of both agreements is 
for various advertising services. Agreement one is with Black Experience, Inc. 
for PATHvision for PATH advisory notices, news information and advertising at 
over 200 television screens located throughout the system at PATH stations. 
Agreement two is with Submedia, LLC for one illuminated advertising sign at 
two locations in the PATH train tunnels. 

7. Question: Are we allowed to propose an advertising idea for only one structure? 
If so, is it recommended that we include visuals? 
Answer: Yes, you may propose an advertising idea for only one structure. 
Proposers may include visuals. 

All Proposers are once again advised that their Proposal shall be based solely upon the 
written Proposal Booklet and any formal Addenda issued by the Port Authority. 
Therefore, no other form of communications such as, but not limited to, verbal 
comments, whether or not electronically recorded, shall be considered a part ofthe 
Request for Proposal Documents or relied upon by prospective Proposers. 

ALL OTHER TERMS AND CONDITIGNS SHALL REMAIN THE SAME. 

THIS COMMUNICATION SHOULD BE IMTIALED BY YOU AND ANNEXED TO 
YOUR PROPOSAL UPON SUBMISSION. 
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IN CASE ANY PROPOSER FAILS TO CONFORM TO THESE INSTRUCTIONS, ITS 
PROPOSAL WILL NEVERTHELESS BE CONSTRUED AS THOUGH THIS 
COMMUNICATION HAD BEEN SO PHYSICALLY ANNEXED AND INITLM.ED. 

PORT AUTHORITY OF NY & NJ 

LARRY WAXMAN, MANAGER 
PRIORITY PROCUREMENTS 
DIVISION 

PROPOSER'S FIRM NAME: A v o l a r C o n s t r u c t i o n , I n c . 

INITIALED: / 7 \ J U * L J ^ M . 
DATE- "^^® ®' ^^^^ 

QUESTIONS CONCERNING THIS ADDENDUM MAY BE ADDRESSED TO 
MR. T. J. STORCH, WHO CAN BE REACHED AT (212) 435-3936. 
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IHE PORTAimiORnYOF NY& NJ 

THE PORT AUTHORITY OF NEW YORK & NEW JERSEY 
PURCHASING SERVICES DIVISION 

ONE MADISON AVENUE 7™ FL. 

NEW YORK, NY 10010 

Date: June 3,2005 

ADDENDUM #3 

To prospective Proposers on RFP # 0000007920 for ADVERTISING 
OPPORTUNITIES FOR PORT AUTHORITY OF NY & NJ AND PATH 
FACILITIES, INCLUDING OUTDOOR AND OUT-OF-HOME LOCATIONS 

DUE BACK ON JUNE 8, 2005 NO LATER THAN 2:00 PM 

Tbe following changes are hereby made in the documents; 

PROPOSER QUESTIONS AND ANSWERS 

The following information is made available in response to questions submitted by Proposers 
to the Port Authority of NY and NJ. It addresses only those questions, which the Port 
Authority of NY and NJ have deemed to require additional information and/or clarification. 
The fact that information has not been supplied with respect to any questions asked by a 
Proposer does not mean or imply, nor should it be deemed to have any meaning, construction 
or impHcation with respect to the terms and provisions ofthe Proposal, which will be 
construed without reference to such questions. 

Question: Does the Port Authority have any historical advertising sales figures? 
Answer: Yes, the Port Authority has attached a Ten Year Profile of Advertising Sales at the 
Authority's Airports. Proposers are cautioned that these figures are estimated only and may 
not represent each and every sale generated through its advertising agreements. This Profile 
is for information purposes only. Proposers are reminded that the above referenced RFP is 
on a different Scope of Work and past performance may not be a good indicator of future or 
expected performance. 
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All Proposers are once again advised that their Proposal shall be based solely upon the 
written Proposal Booklet and any fonnal Addenda issued by the Port Authority. Therefore, 
no other form of communications such as, but not limited to, verbal comments, whether or 
not electronically recorded, shall be considered a part ofthe Request for Proposal Documents 
or relied upon by prospective Proposers. 

ALL OTHER TERMS AND CONDITIONS SHALL REMAIN THE SAME. 

THIS COMMUNICATION SHOULD BE INITIALED BY YOU AND ANNEXED TO 
YOUR PROPOSAL UPON SUBMISSION. 

IN CASE ANY PROPOSER FAILS TO CONFORM TO THESE INSTRUCTIONS. ITS 
PROPOSAL WILL NEVERTHELESS BE CONSTRUED AS THOUGH THIS 
COMMUNICATION HAD BEEN SO PHYSICALLY ANNEXED AND INITIALED. 

PORT AUTHORITY OF NY & NJ 

LARRY WAXMAN, MANAGER 
PRIORITY PROCUREMENTS 
DIVISION 

PROPOSER'S FIRM NAME: 

INITL\LED: ^ ^ . JL/, r> • 

Avolar Construction, Inc. 

' - ^ ^ 

DATE: -^^"^^ ^ ' 2 ° ° ^ 

QUESTIONS CONCERNING THIS ADDENDUM MAY BE ADDRESSED TO MR. T. 
J. STORCH, WHO CAN BE REACHED AT (212) 435-3936. 
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ADVERTISING PERMIT 
TEN YEAR PROFILE - ADVERTISING SALES 
NEWARK, KENNEDY, & LAGUARDIA AIRPORT 

CWR 

YEAR 
ADVERTISING 

SALES 

EWR 1995 
EWR 1996 
EWR 1997 
EWR 1998 
EWR 1999 
EWR 2000 
EWR 2001 
EWR 2002 
EWR 2003 
EWR 2004 

$2,576,471 
$2,851,140 
$3,813,334 
$5,169,236 
$7,521,687 
$11,125,693 
$7,699,533 
$6,848,751 
$8,765,370 
$8,592,766 

JFK 
YEAR 

ADVERTISING 
SALES 

JFK-1996 
JFK-1997 
JFK-1998 
JFK-1999 
JFK - 2000 
JFK - 2001 
JFK - 2002 
JFK - 2003 
JFK-2004 

$6,162,518.00 
$7,927,062.00 
$11,819,001.71 
$14,411,834.67 
$19,937,032.98 
$14,195,537.18 
$10,638,425.80 
$15,308,172.96 
$16,042,602.40 

LGA 
YEAR 

LGA-1996 
LGA-1997 
LGA-1998 
LGA-1999 
LGA - 2000 

ADVERTISING 
SALES 

$2,904,725.00 
$4,451,590.00 
$5,989,036.93 
$8,245,371.82 
$11,478,581.04 
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LGA-2001 $9,336,427.13 
LGA-2002 $6,191,737.04 
LGA - 2003 $6,789,247.47 
LGA-2004 $7,006,291.82 
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THE POHTAinHORITYOF NY& NJ 

THE PORT AUTHORTTY OF NEW YORK & NEW JERSEY 
PURCHASING SERVICES DIVISION 

ONE MADISON AVENUE 7™ FL. 
NEW YORK, NY 10010 

Date: June 6,2005 

ADDENDUM #4 

To prospective Proposers on RFP # 0000007920 for ADVERTISING 
OPPORTUNITIES FOR PORT AUTHORITY OF NY & NJ AND PATH 
FACILITIES, INCLUDING OUTDOOR AND OUT-OF-HOME LOCATIONS 

DUE BACK ON JUNE 8, 2005 NO LATER THAN 2:00 PM 

The following changes are hereby made in the documents: 

PROPOSER QUESTIONS AND ANSWERS 

The following information is made available in response to questions submitted by Proposers 
to the Port Authority of NY and NJ. It addresses only those questions, which the Port 
Authority of NY and NJ have deemed to require additional information and/or clarification. 
The fact that information has not been supphed with respect to any questions asked by a 
Proposer does not mean or imply, nor should it be deemed to have any meaning, construction 
or implication with respect to the tenns and provisions ofthe Proposal, which wifl be 
construed without reference to such questions. 

Question: Does the Port Authority have any historical gross advertising sales figures for the 
Bus Terminal, George Washington Bridge Bus Station, PATH and/or Journal Square? 
Answer: Yes, the Port Authority has attached Advertisement Sales at those facilities. 
Proposers are cautioned that these figures are estimated only and may not represent each and 
every sale generated through its advertising agreements. This Profile is for information 
purposes only. Vendors should also note that advertising locations within facihties may 
change fi-om tune to time dependent upon facility needs. Proposers are reminded that the 
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above referenced RFP is on a different Scope of Work and past performance may not be a 
good indica.tor of fiiture or expected performance. 

All Proposers are once again advised that their Proposal shall be based solely upon the 
written Proposal Booklet and any formal Addenda issued by the Port Authority. Therefore, 
no other form of communications such as, but not limited to, verbal comments, whether or 
not electronically recorded, shall be considered apart ofthe Request for Proposal Documents 
or relied upon by prospective Proposers. 

ALL OTHER TERMS AND CONDITIONS SHALL REMAIN THE SAME. 

THIS COMMUNICATION SHOULD BE INITIALED BY YOU AND ANNEXED TO 
YOUR PROPOSAL UPON SUBMISSION. 

IN CASE ANY PROPOSER FAILS TO CONFORM TO THESE INSTRUCTIONS, ITS 
PROPOSAL WILL NEVERTHELESS BE CONSTRUED AS THOUGH THIS 
COMMUNICATION HAD BEEN SO PHYSICALLY ANNEXED AND INITL\LED. 

PORT AUTHORITY OF NY & NJ 

LARRY WAXMAN, MANAGER 
PRIORITY PROCUREMENTS 
DIVISION 

PROPOSER'S FIRM NAME: A v o l a r C o n s t r u c t i o n , I n c . 

INITL\LED: ^ x ^ . ^ . . , ^ ^JUL 
DATE: J u n e 8 , 2005 

QUESTIONS CONCERNING THIS ADDENDUM MAY BE ADDRESSED TO MR. T. 
J. STORCH. WHO CAN BE REACHED AT (212) 435-3936. 
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Facilltv 

PABT (T06) 

GWBBS (T07 

PATH (R02) 

1999- 2004 
Gross Advertisement Sales 
at Port Authority Bus Terminal, GWB Bus Station, 
PATH, JSTC 

YEAR 

1999 
2000 
2001 
2002 
2003 
2004 

1999 
2000 
2001 
2002 
2003 
2004 

1999 
2000 
2001 
2002 
2003 
2004 

Advertisement 

$ 

$ 

Sales 

$719,195 
$2,454,750 
$1,116,250 

$629,763 
$1,090,053 
$1,095,316 

74,628 
114.586 
73,448 
80.458 
81,924 
39,293 

4.537.000 
6.019.497 
3,684.917 
2,512,668 
2.530.342 
2.054.518 

JSTC(R2i; 
1999 
2000 
2001 
2002 
2003 
2004 

5 
8,000 

161.843 
103,345 
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THE PORTAUTHORrTYOF NY& NJ 

THE PORT AUTHORITY OF NEW YORK & NEW JERSEY 
PURCHASING SERVICES DIVISION 

ONE MADISON AVENUE 7™ FL. 
NEW YORK, NY 10010 

Date: June 7,2005 

ADDENDUM #5 

To prospective Proposers on RFP # 0000007920 for ADVERTISING 
OPPORTUNITIES FOR PORT AITTHORITY OF NY & NJ AND PATH 
FACILTTIES, INCLUDING OUTDOOR AND OUT-OF-HOME LOCATIONS 

DUE BACK ON JUNE 8, 2005 NO LATER THAN 2:00 PM 

The following changes are hereby made in the documents: 

THE PROPOSAL DUE DATE HAS BEEN CHANGED TO MONDAY. 
JUNE 13. 2005 NO LATER THAT 4:00 PM. 

All Proposers are once again advised that their Proposal shall be based solely upon the 
written Proposal Booklet and any formal Addenda issued by the Port Authority. Therefore, 
no other form of communications such as, but not limited to, verbal comments, whether or 
not electronically recorded, shall be considered a part ofthe Request for Proposal Documents 
or relied upon by prospective Proposers. 

ALL OTHER TERMS AND CONDTTIONS SHALL REMAIN THE SAME. 

THIS COMMUNICATION SHOULD BE INITIALED BY YOU AND ANNEXED TO 
YOUR PROPOSAL UPON SUBMISSION, 
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IN CASE ANY PROPOSER FAILS TO CONFORM TO THESE INSTRUCTIONS, ITS 
PROPOSAL WILL NEVERTHELESS BE CONSTRUED AS THOUGH THIS 
COMMUNICATION HAD BEEN SO PHYSICALLY ANNEXED AND INTTLALED. 

PORT AUTHORITY OF NY & NJ 

LARRY WAXMAN, MANAGER 
PRJORTTY PROCUREMENTS 
DIVISION 

PROPOSER'S FIRM NAME: A v o l a r C o n s t r u c t i o n , I n c . 

INITIALED: c^D-O) • 
_ . _ , J u n e 1 , 2005 
DATE: 

QUESTIONS CONCERNING THIS ADDENDUM MAY BE ADDRESSED TO MR. T. 
J. STORCH, WHO CAN BE REACHED AT (212) 435-3936. 
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Avolar Construction, Inc. 

J. Acceptance of Standard Contract Terms and Conditions 

Avolar Construction, Inc. agrees with Attachment B, Part I - Contract Specific Terms and Conditions 
(attached hereto) 
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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 information, 
whether or not given at the invitation ofthe 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 ihe 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 ofthe 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 ofaproposaL 

Avolar Construction, Inc 
(Company) 

^ (signature) 

President 

(Title) 

June 8, 2005 
_ _ _ _ _ 
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Freedom of Information - Port Authority Policy and Procedure 

In 1977, the Committee adopted a policy for access by the pubhc to records maintained 
by the Port Authority. While based on the policy therefore declared by the States of New 
York and New Jersey, with respect to access by the public to public records, inasmuch as 
the respective New York and New Jersey statutes differed (and continue to differ) as to 
certain policy particulars and provide for different procedures for implementation of the 
policy, it was deemed desirable for the Committee to adopt a separate Port Authority 
Policy and Procedure. In light of action new being taken by the Board with respect to 
open public meetings, it is appropriate at this time to restate the basic principles and 
reflect necessary procediu^l changes. 
Pursuant to the foregoing report, the following resolution was adopted with 
Commissioners Burgos, Hellmutii, Henderson and Kaltenbacher voting in favor, none 
against: 

RESOLVED, that govemment, including the activities and decisions of The Port 
Authority of New York and New Jersey (and its wholly-owned subsidiary 
corporations) is the public's business and therefore the public should have access 
to the records ofthe Port Authority (and its subsidiaries) as herein provided for; 
and it is further 

RESOLVED, that tiie resolution ofthe Committee on Operations adopted on 
September 28, 1977, regarding Freedom of Information (which resolution appears 
at pages 12 et seq. Ofthe Committee Minutes for that date) shall be, and it hereby 
is rescinded; and it is fiuther 

RESOLVED, that all records ofthe Port Authority (and its subsidiaries), 
including records stored electronically such as on computer tapes or disks, shall 
be made available for public inspection and copying, except that such access may 
be denied as to records or portions of thereof which: 

(1) are rendered confidential or privileged or are exempted fi'om disclosure by 
Federal or state law or regulations or rules ofthe court; 

(2) if disclosed, would constitute an unwarranted invasion of personal privacy 
(including personnel, medical, or disciplinary records, and any lists of names and 
address to be used for profit or financial gain); 

(3) if disclosed, would impair present or fiiture awards or negotiations, including 
collective bargaining or negotiations, of leases, permits, zoning approvals, 
contracts, or other agreements; 

(4) are trade secrets or are maintained for the regulation or supervision of commercial 
enteiprise which, if disclosed, would cause injury to the competitive position of 
the enteiprise; 

(5) are compiled for public safety, law enforcement, or official mvestigative purposes 
(internal or external) when their disclosure may affect public safety, interfere with 
internal investigations, audits, law enforcement mvestigations, or judicial or 
disciplinary proceedings, or deny or prejudice a right to a fair trial or impartial 
adjudication, or identify a confidential source or disclose confidential information 
relating to an audit or a civil, criminal, or internal or external disciplmary 
mvestigation. 
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(6) if disclosed, would endanger the life and safety of any person; 

(7) are mter-agency or intra-agency materials other than statistical or factual 
tabulations of data, provided that instructions to staff that affect public or final 
agency policy or determinations are not exempted; 

(8) are examination questions or answers which are requested prior to final 
administration ofsuch questions; or 

(9) could affect or impact the competitive economic position ofthe Port District, the 
Port Authority, or specific business entities with which the Port Authority deals; 

and it is fiirther 

RESOLVED, that the Secretary ofthe Port Authority shall maintain a current list 
of subject nature and category of all records in the possession ofthe Port 
Authority (and its subsidiaries) whether or not they are available for public 
copying and inspection, and the Secretary shall, under the direction ofthe 
Executive Director, administer the following rules and regulations with respect to 
public inspection and copying are available records: 

Procedures 
1. Requests for inspection or copying of public records ofthe Port Authority 

shall be made to the Secretary ofthe Port Authority upon a form prescribed 
by the Port Authority and shall contain sufficient information to identify the 
particular record sought. Such requests shall be made either: 

(1) In person during regular business hours at the Port Authority's main office 
or 

(2) By mailmg such request, postage prepaid to said Secretary, The Port 
Authority of New York and New Jersey, at the aforesaid address, 
Attention: FOI Admiiustrator. 

2. Upon receipt of a request, the Secretary ofthe Port Authority shall promptiy 
determine whether or not the record requested can be made available and will 
notify the person making the request ofsuch determination. If the request is 
granted, such person shall also be notified where and when the record will be 
made available. The Port Authority will provide an opportunity for inspection 
and copying ofthe record. 

3. The record may be inspected only under the supervision ofthe Secretary of 
the Port Authority or such other officer or employee as may be designated by 
the Secretary in the Office ofthe Secretary during regular business hours or 
at such other times or places as the Secretary deems convenient. 

4. (1) Documents which are to be copied will be copied by The Port Authority, 
ifpracticable, 

and the person requesting a copy will be charged a fee equal to the Port 
Authority's cost but no less than 25 cents for each page ofthe first ten, 
15 cents for each page ofthe second ten, and 10 cents for each 
additional page. If it is not practicable for the Port Authority to copy 
such documents, they will be copied commercially and the person 
requesting the copy will be charged a fee equal to the Port Authority's 
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cost ofsuch commercial reproduction. Documents which have been 
purchased by the Port Authority commercially (such as stenographic 
transcripts) may be copied and the person requesting the copy will be 
charges a fee no less than the amount paid by the Port Authority for 
such documents. 

(2) A fee of no less than two dollars will be charged for certification by the 
Secretary ofthe Port Authority as to authenticity of any document, or 
that a record of which the Port Authority is legal custodian cannot be 
found. 

(3) In the event a search for records requested requires more than one 
person hour, or in the event a search of computer records requires 
programming which would take more than one person hour, a fee will 
be charged at tiie rate of not less than five dollars per hour, or any part 
thereof, per person assigned to such search or programming. 

(4) All such fees shall be paid by the person making the request in cash, 
certified check, or cashier's check, in advance or at any time ofthe 
delivery of any record for inspection or copies of any records or 
certificate referred to in this procedure. 

5. The Secretary ofthe Port Authority, or the Secretary's designee, shall 
respond to each request within ten business days ofthe receipt thereof The 
response shall provide reasons for the denial of access or copying or a 
statement ofthe ^me and place when the record requested will be made 
available. 

Appeals 
A. Any person who is denied access to a public record ofthe Port Authority (or 

its subsidiaries) by the Secretary ofthe Port Authority may file an appeal from 
such denial with the Port Authority's General Counsel (who serves as Counsel 
to the subsidiaries). 

B. Such appeal shall be accompanied by a memorandum in support thereof 
setting forth the reasons why the appellant is entitled to access to the record 
requested. 

C. Appeals pursuant to this procedure shall be decided by General Coimsel or 
his/her designee. If the appeal is denied, the reasons therefore shall be 
explamed fully in writing wdthin seven business days ofthe date on which 
such appeal is received by General Counsel. 
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ATTACHMENT B - CONTRACT TERMS AND CONDITIONS FOR FACILITY 
SERVICES 

TABLE OF CONTENTS 

PART 1 - CONTRACT SPECIFIC TERMS AND CONDITIONS 

1. Introduction and Description of Services 
2. Duration of Contract 
3. Billing and Payment 
4. Services 
5. General Provisions 
6. Intellectual Property 
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PART I - CONTRACT SPECIFIC TERMS AND CONDITIONS 

1. Introduction and Description of Services 

Subject to the terms and conditions ofthe Contract, the Contractor hereby offers and 
agrees to furnish and provide to the Port Authority of New York and New Jersey (" The 
Port Authority" or "the Authority") all aspects ofthe broadest possible range of Outdoor 
Advertising, New Media, Specialty Media, and any other related Out-of-Home 
Advertising concepts to generate maximum revenue for the Port Authority fi'om non-toll 
and fare sources. This Contract is a non-exclusive agreement. 

The scope of services required in connection with the development and implementation 
of O''tdoor Advertising and any other related Out-of-Home Advertising sales, 
(hereinafter sometimes referred to as the "Services"), at Port Authority facilities and 
property covered by the Contract, shall include, but not be limited to, the furnishing, 
installation and removal of materials and products produced for Out-of-Home advertising 
sales purposes. 

Those facilities and properties covered by this Contract are listed in Attachment D. The 
Contractor will furnish all the necessary research, sales, design, contract drawings, labor, 
supervision, uniforms, equipment, materials, supplies and do all other things necessary or 
proper therefore, or incidental thereto, in fulfilling the Scope of Work detailed in this 
RFP, all in strict accordance with the provisions ofthe Contract documents and any 
future changes therein; and the Contractor further agrees to assume and perform all other 
duties and obligations imposed upon him/her by this Contract. All things not expressly 
mentioned in the Scope of Work but involved in carrying out its intent are required by the 
Scope of Work and the Contractor shall perform the same as though they were 
specifically mentioned, described and delineated. 

The Port Authority makes no representation or warranties as to the size, location, 
adequacy or suitability of any area designated for the Contractor's use pursuant to the 
provisions of this Contract. 

The Contractor shall be responsible for all tasks and associated cost required to construct, 
maintain and operate all outdoor and out-of-home advertising locations, new media, and 
other alternative outdoor media installations, and shall be responsible for managing the 
advertising content, in accordance with the Port Authority's advertising content 
guidelines. All outdoor advertising/ billboard/new media locations and installations, and 
content, must be approved in writing by the Port Authority prior to the commencement of 
any work, or installation of advertising material. 

Advertising contracts shall be between the Contractor and the advertisers. The Port 
Authority shall not be party to such contracts. The enumeration in these contract 
documents of particular things to be furnished or done at the Contractor's expense, or 
without cost or expense to the Port Authority, or without additional compensation to the 
Contractor shall not be deemed to imply that only things of a nature similar to those 
enumerated shall be fiimished and done; but the Contractor shall perform all work as 
required without compensation, whatsoever changes may be made in the Contract, 
whatsoever work may be required in addition to that required by the Contract in its 
present form, and whatsoever obstacles or unforeseen conditions may arise or be 
encountered. 
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This Contract and obligations ofthe Parties shall be subject to the provisions of 
Attachment G, Advertising Guidelmes—Abstract. 

2. Duration of Contract 

A. The term ofthe Contract shall be fully negotiated with the Contractor, 
commencing on or about the Contract Effective Date at 12:01 a.m. (said date 
and time hereinafter sometimes called "the Commencement Date") and unless 
sooner terminated or revoked (or extended as provided herein) shall expire on 
or about the Contract Expiration Date at 11:59 p.m. (said date and time 
sometimes hereinafter called "the Expiration Date"). The Duration of this 
Contract is dependent upon the Proposers solution and recommendations. 
Contract Duration and renewal options are subject to final negotiation with the 
Port Authority and Proposer. Duration recommendations will include a 
contract base period and/or renewable option periods. Contract Effective Date 
and Contract Expiration Date will be stated in the Letter of Acceptance at the 
time of award. 

B. The Port Authority shall have the unilateral right, but not the obligation, to 
extend this Contract for negotiated option periods as agreed to between the 
Contractor and Port Authority at the time of award, fix>m the Expiration Date 
originally fixed herein upon the same terms and conditions subject to the 
following: not later than six months (120 days) prior to the Expiration Date of 
this Contract as the same may be extended fi-om time-to-time hereunder, the 
Port Authority may send a notice of intention to extend the term of this 
Contract, as aforesaid, and the term ofthe Contract shall thereupon be 
extended for the applicable extension period subject only to adjustment of 
charges as hereinafter provided. However, six (6) months prior to the 
expiration ofthe initial period the Contractor must notify the Port Authority in 
writing of their intent not to continue the Contract for the extension period, in 
which case the Port Authority shall not have the right to extend. 

C. The Port Authority shall have the absolute right to extend this Contract for an 
additional one hundred twenty (120) day period subsequent to the original 
base period or the exercised option extension periods hereinbefore established, 
if applicable, subject to the same terms and conditions ofthe original Contract 
term. The Port Authority will advise the Contractor, in writing, at least sixty 
(60) days prior to the Expiration Date herembefore established that the 
Contract term is so extended. Contract compensation shall not change from 
that in the previous contract year. 

3. Billing and Payment 

Proposers shall pay to the Port Authority 

A. Gross Receipts Percentage Fee: No later tiian the twentieth (20***) calendar 
day of each and every month occurring during each annual period, the 
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Contractor shall pay the Port Authority without demand or invoice a 
Percentage Fee of gross revenues, as referenced above in this section. The 
Percentage Fee portion ofthe monthly payment will be calculated based on the 
Contractor's combined advertising and marketmg gross receipts received in 
accordance with this Contract. 
The Contractor shall provide the Port Authority a sworn statement showing all 
ofthe gross receipts for the precedmg month, separately stating the amount of 
gross receipts arising fi-om each advertising imit and/or display and outdoor 
advertising product, and showing the cumulative amount ofsuch gross 
receipts from the date ofthe commencement ofthe annual period for which 
the report is made tiirough the last day ofthe preceding calendar month. 

B. Monthlv Sales Accountmg and Reporting: The Contractor shall provide a 
report including the name ofthe advertiser, gross monthly rate and amoimt due 
to the Port Authority detailing total monthly Outdoor Advertising and all other 
related Out-of-Home Advertising sales for each location and unit in operation. 
The Port Authority may request, and the Contractor shall provide, copies ofthe 
advertising agreements (media sales contracts) executed between the 
Contractor and the advertisers for each location and unit, on a monthly basis. 

A late charge, in tiie amount equal to point zero eight percent (0.8%) of 
payments due, is automatically assessed to the Contractor if such payments are 
made for every fifteen day period (15) beyond the due dates as specified 
above, and point zero eight percent (0.8%) for each 15-day period thereafter. 

The Contractor shall keep accounting records of all such revenues, pursuant to 
generally accepted accounting principles, which shall be subject to Port 
Authority audit. 

4. Services 

The Contractor is expected to handle all aspects of Outdoor and Out-of-Home 
Advertising, and all other related sales promotion, research, and specialized sales 
required in relation to the sale of advertising placed on the outdoor advertising units 
and locations. The Contractor is responsible for the development, production, 
finishing, installation, removal and all other aspects of Outdoor Advertising sales 
under this Contract. The Contractor will obtain all applicable permits and zoning 
approvals, prepare and or construct, install and maintain all Outdoor Advertising, and 
all other related Out-of-Home Advertising sales products, market data, product 
specifications, and all Outdoor Advertising contract agreements, at no cost to the Port 
Authority. The Contractor shall pay all applicable taxes, unposts and fees. Contracts 
shall be between the Contractor and the advertisers for all aspects of Outdoor 
Advertising sales. 

No advertising material of any kind nor any announcement shall be displayed, shown, 
exhibited, or disseminated by the Contractor unless the Port Authority has given prior 
written approval as to the type, quality, kind, form, substance, character and content 
thereof All such content and the operation and mamtenance thereof shall meet the 
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written approval ofthe Port Authority, in accordance wdth the Authority's advertising 
guidelines. Advertisements disapproved by the Port Authority shall be immediately 
discontinued and removed fi'om the site by the Contractor within forty-eight (48) 
hours on notice ofthe Port Authority. 

The Contractor must ensure that all outdoor advertising and related promotional 
signage placements are in full compliance with the general rules. Advertising 
Guidelines Abstract, Attachment G and regulations ofthe Port Authority and all 
requirements of applicable law. The Contractor must indemnify the Port Authority 
against all claims of intellectual property infiingement, libel, slander, or other 
defamation arising out ofthe Contractor's performance of this Contract. 

The Port Autiiority reserves the right to reject any suggestions or recommendations 
fi-om the Contractor. The Contractor shall have no claim against the Port Authority 
nor shall the Port Authority be legally obligated to tiie Contractor for any such 
rejection. The Port Authority shall not be responsible to the Contractor for any 
anticipated revenues and/or any associated costs associated with rejected 
suggestions/recommendations. 

5. General Provisions 

A. No certificate, acceptance of payment, (final or otherwise), acceptance of any 
work nor any other act or omission ofthe Port Authority shall operate to release 
Contractor from any obligations under or in connection with this Agreement, or 
to stop the Port Autiiority fi^m showing at any time, that such certificate, 
payment, acceptance, act or omission was incorrect or to preclude the Port 
Authority from recovering any unpaid monies paid other than that lawfully due, 
whether under mistake of law or fact or to prevent the recovery of any damages 
sustained by the Port Authority. 

B. The Contractor shall not issue or permit to be issued any press release, 
advertisement, or literature of any kind, which refers to the Port Authority or the 
services to be performed in connection with this Agreement unless it first 
obtains the written approval ofthe Port Authority. Such approval may be 
withheld if for any reason the Port Authority believes that the publication of 
such information would be harmful to the public interest or is in any way 
undeskable. Any use ofthe Port Authority's logo for any purpose in connection 
with this Contract is subject to the Authority's prior written approval. 

C. Under no circumstances shall the Contractor or the Contractor's subcontractors 
or partners, if any, commimicate in any way with any department, board, 
agency, commission, or other organization or any person whether governmental 
or private in connection with the services to be performed hereunder except 
upon prior written approval and instmctions ofthe Port Authority, provided, 
however, that data from manufacturers and suppliers of materials, devices, 
equipment and potential advertisers shall be obtained by the Contractor when the 
Contractor finds such data necessary unless otherwise uistmcted by the Port 
Authority. 

D. Any services performed for the benefit ofthe Port Authority at any time by the 
Contractor or on the Contractor's behalf, even if expressly and duly authorized 
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by the Port Authority, shall be deemed to be rendered under and subject to this 
Agreement (imless referable to another expressly written, duly executed 
agreement by the same parties), whether such additional services are performed 
prior to, during or subsequent to tiie services described herein, and no rights or 
obligations shall arise out ofsuch additional services except as provided under 
this Agreement. 

E. The Contractor shall observe and obey (and compel its officers, employees, 
guests, invitees, and those doing business with it, to observe and obey) the mles 
and regulations ofthe Port Authority now in effect, and such fiirther rules and 
regulations which may from time to time during the effective period of this 
Contract, be promulgated by the Port Authority for reasons of safety, healtii, 
preservation of property, or maintenance of a good and orderly appearance of 
the Facihties, or for the safe and efficient operation ofthe Facilities. The Port 
Authority agrees that, except in cases of emergency, it shall give notice to the 
Contractor of every mle and regulation hereafter adopted by it. You shall 
comply with all applicable provisions of law as if the Port Authority were a 
private corporation. 

F. This Contract does not constitute tiie Contractor as an agent or representative of 
the Port Authority for any purpose whatsoever. The Contractor shall perfonn all 
services hereunder as an independent Contractor and the Contractor, its officers, 
and employees shall not be deemed to be agents, servants, or employees ofthe 
Port Authority. 

6. InteUectual Property 

The right of the Port Authority as well as the Contractor to use all patented 
material, compositions of matter, manufactures, apparatus, appliances, processes of 
manufacture or types of construction as well as any copyrightable matter, trade 
secrets or other proprietary matters, shall be obtained by the Contractor without 
compensation fitim the Port Authority whether the same is patented or created 
before, during or after the perfonnance ofthe Work. 

7. Termination of Agreement for Cause 

The Port Authority may at any time for cause terminate this Agreement or any 
portion ofthe Agreement as to any services not yet rendered upon thuty (30) days 
written notice to the Contractor. The Contractor shall have no right of termination 
as to any services under this Agreement without just cause. Termination by either 
party shall be by certified letter addressed to the other at its address herein after set 
forth. Should this Agreement be terminated by either party as above provided, the 
Port Authority shall be entitled to all payments under this Agreement as pro-rated 
to the date of termination. 

Upon such revocation, all installations, equipment, and facilities installed by the 
Contractor pursuant to the permission granted hereunder, mcluding, wathout 
limitation, any advertising displays, billboards, signage, and equipment, but 
excluding the structural grid, and the electrical and operational equipment installed 
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by the Contractor to operate the displays, billboards, outdoor advertising and 
signage installed pursuant to the terms of this Agreement shall be removed by the 
Contractor from the areas ofthe Facilities as directed by the Port Authority. 

8. Insurance Procured by the Contractor 

The Contractor shall take out, maintain, and pay the premiums on Commercial 
General LiabiUty Insurance, including but not limited to premises-operations, 
products-completed operations, and independent contractors coverage, advertising 
injury, with contractual Uability language covering the obligations assumed by the 
Contractor under this Contract and, if vehicles are to be used to carry out the 
performance of this Contract, then the Contractor shall also take out. maintain, and 
pay the premiums on Automobile Liability Insurance covering owned, non-owned, 
and hired autos in the following minimum limits: 

Commercial General Liability Insurance - $ 5 million combined single limit 
per occurrence for bodily injury and property damage liability. 

Automobile Liability Insurance - $ 2 million combined single limit per 
accident for bodily injury and property damage liability. 

In addition, the liability policy (ies) shall name The Port Authority of NY and NJ as 
additional insured, including but not limited to premise-operations, products-
completed operations on the Commercial General Liability PoUcy. Moreover, the 
Commercial General Liability Policy shall not contain any provisions for 
exclusions from Uability other than provisions for exclusion from Uability forming 
part of the most up to date ISO form or its equivalent unendorsed Commercial 
General Liability Policy. The Uability poUcy (ies) and certificate of insurance shall 
contain cross-liability language providing severability of interests so that coverage 
will respond as if separate policies were in force for each insured. These insurance 
requirements shall be in effect for the duration of the Contract to include any 
warrantee/guarantee period. 

The certificate of insurance and liability policy (ies) must contain the following 
endorsement for the above liabiUty coverages: 

**The insurer(s) shall not, without obtaining the express advance written 
permission from the General Counsel ofthe Port Authority, raise any defense 
involving in any way the jurisdiction ofthe Tribunal over the person ofthe Port 
Authority, the immunity ofthe Port Authority, its Commissioners, officers, agents 
or employees, the governmental nature ofthe Port Authority, or the provisions of 
any statutes respecting suits against the Port Authority." 

The Contractor shall also take out, maintain, and pay premiums on Workers' 
Compensation Insurance in accordance with the requirements of law in the state(s) 
where work will take place, and Employer's LiabUity Insurance with limits of not 
less than $1 million for each accident. 
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Each policy above shall contain a provision tiiat tiie poUcy may not be canceled, 
terminated, or modified without thirty (30) days prior written notice to the Port 
Authority of NY and NJ, Att: Facility Contract Administrator, at the location 
where the work will take place and to the General Manager, Risk Management. 

The Port Authority may at any time during the term of this Agreement change or 
modify the limits and coverages of insurance. 

Within five (5) days after the award of this Agreement or Contract and prior 
to the start of work, the Contractor must submit an original certificate of 
insurance, to the Port Authority of NY and NJ, Facility Contract 
Administrator, at tbe location where the work wiU take place. This certificate 
of insurance MUST show evidence of the above insurance policy (ies). stating 
the agreement/contract number prior to the start of work. The General 
Manager, Risk Management must approve the certificate(s) of insurance 
before any work can begin. Upon request by the Fort Authority, the 
Contractor shall furnish to the General Manager, Risk Management, a 
certified copy of each policy, including the premiums. 

If at any time the above Uability insurance should be canceled, terminated, or 
modified so that the insurance is not in effect as above required, then, if the 
Manager shall so dfrect, the Contractor shall suspend performance ofthe Contract 
at the premises. If the Contract is so suspended, no extension of time shall be due 
on account tiiereof If the Conti-act is not suspended (whether or not because of 
omission ofthe Manager to order suspension), then the Authority may. at its 
option, obtain insurance affording coverage equal to the above required, the cost of 
such insurance to be payable by the Confractor to the Port Authority. 

Renewal certificates of insurance or policies shall be delivered to the FaciUty 
Contractor Administrator, Port Authority at least fifteen (15) days prior to the 
expiration date of each expiring policy. The General Manager, Risk Management 
must approve the renewal certificate(s) of insurance before work can resume on the 
faciUty. If at any time any ofthe certificates or policies shall become unsatisfactory 
to the Port Authority, the Contractor shall promptly obtain a new and satisfactory 
certificate and policy. 

The requirements for insurance procured by the Contractor shall not in any way be 
constmed as a limitation on the nature or extent of the contractual obligations 
assumed by the Contractor under this Contract. The msurance requirements are not 
a representation by the Authority as to the adequacy ofthe msurance to protect the 
Contractor against the obligations imposed on them by law or by this or any other 
Contract. (CITS #2461N - OUTDOOR RFP). 

9. Certain Contractor's Warranties 

The Contractor represents and warrants: 
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A. That he/she is financially responsible and experienced in, and competent to 
perform this Contract; that no representation, promise or statement, oral or 
in waiting, has induced him/her to submit his Proposal, saving only those 
contained in the papers expressly made part of this Contract; that the facts 
stated or shown in any papers submitted or referred to in connection with 
his/her proposal are tme; and. if the Contractor be a corporation, that it is 
authorized to perform this Contract; 

B. That he/she has carefully examined and analyzed the provisions and 
requirements of this Contract, that from his/her own investigations he/she 
has satisfied himself as to the nature of all things needed for the 
performance of this Contract, the general and local conditions and all other 
matters which in any way affect this Contract or its performance, and that 
the time available to him/her for such examination, analysis, inspection and 
investigations was adequate; 

C. That the Contract is feasible of performance in accordance with all its 
provisions and requirements and that he/she can and will perform it in strict 
accordance with such provisions and requirements; 

D. That no Commissioner, Director, officer, agent or employee ofthe Port 
Authority is personally interested directly or indfrectiy in this Contract or 
the compensation to be paid hereunder; 

E. That, except only for those representations, statements or promises 
expressly contained in this Contract, no representation, statement or 
promise, oral or in writing, of any kind whatsoever by the Port Authority, its 
Directors, Commissioners, officers: agents: employees or consultants has 
induced the Contractor to enter into this Contract or has been relied upon by 
the Contractor, including any with reference to: (1) the meaning, 
correctness, suitability or completeness of any provisions or requirements of 
this Contract; (2) the nature, existence or location of materials, stmctures, 
obstmctions, utiUties or conditions, which may be encountered at the 
installation sites; (3) the nature, quantity, quality or size ofthe materials, 
equipment, labor and other facilities needed for the performance of this 
Contract; (4) the general or local conditions which may in any way affect 
this Contract or its performance; (5) the price ofthe Contract; or (6) any 
other matters, whether similar to or different from those referred to in (1) 
through (5) immediately above, affecting or having any coimection with this 
Contract, the bidding thereon, any discussions thereof, the performance 
thereof or those employed therein or connected or concemed therewith. 

F. That, notwithstanding any requirements of this Contract, any inspection or 
approval ofthe Contractor's services by the Port Authority, or the existence 
of any patent or trade name, the Contractor nevertheless warrants and 
represents that the services and any intellectual property supplied to the Port 
Authority hereunder shall be ofthe best quaUty and shall be fiilly fit for the 
purpose for which they are to be used. The Contractor unconditionally 
guarantees against defects or failures of any kind, including defects or 
failures m design, workmanship and materials, excepting solely defects or 
failures which the Contractor demonstrates to the satisfaction ofthe Port 
Authority have arisen solely from accident, abuse or fault ofthe Port 
Authority and not due to fault on the Contractor's part. In the event of 
defects or failures in said services, or any part thereof, then upon receipt of 
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notice thereof from the Port Authority, the Contractor shall correct such 
defects or failures as may be necessary or desirable, in the sole opinion of 
the Port Authority, to comply with the above guaranty. 

Moreover, the Contractor accepts the conditions at the sites of work as they may 
eventually be found to exist and warrants and represents that he/she can and will 
perform the Contract under such conditions and that all materials, equipment, 
labor and other faciUties required because of any unforeseen conditions (physical 
or otherwise) shall be wholly at his/her own cost and expense, anything in this 
Contract to the contrary notwithstanding. 

Nothing in the Scope of Work or any other part ofthe Contract is intended as or 
shall constitute a representation by the Port Authority as to the feasibiUty of 
performance of this Contract or any part thereof Moreover, the Port Authority 
does not warrant or represent either by issuance ofthe Scope of Work or by any 
provision of this Contract as to time for performance or completion or otherwise 
that the Contract may be performed or completed by the times required herein or 
by any otiier times. 

The Contractor further represents and warrants that he or she was given ample 
opportunity and time and by means of this paragraph was requested by the Port 
Authority to review thoroughly all documents forming this Contract prior to 
execution of this Contract in order tiiat he/she might request inclusion in tiiis 
Contract of any statement, representation, promise or provision which he/she 
desired or on which he/she wished to place reliance; that he/she did so review said 
documents; that either every such statement, representation, promise or provision 
has been included in this Contract or else, if omitted, that he/she expressly 
relinquishes the benefit of any such omitted statement, representation, promise or 
provision and is willing to perform this Contract without claiming reliance 
thereon or making any other claim on account ofsuch omission. 

The Contractor further recognizes that the provisions of this clause (though not 
only such provisions) are essential to the Port Authority's consent to enter into 
this Contract and that without such provisions; the Port Authority would not have 
entered into this Contract. 

10. Applicable Law 

This Contract shall be constmed in accordance with the laws ofthe State of New 
York. The Contractor hereby consents to the exercise by the courts ofthe States of 
New York and New Jersey of jurisdiction in persona over it with respect to any matter 
arising out of or in connection with this Contract and waives any objection to such 
jurisdiction which it might otherwise have; and the Contractor agrees tiiat mailmg of 
process by registered mail addressed to it at the address ofthe Contractor set forth in 
the Proposal, shall have the same effect as personal service within the States of New 
York or New Jersey upon a domestic corporation of said State. 

All designs for stmctures to be installed and/or erected on Port Authority property or 
in or on Port Authority facilities must be signed and stamped by a Professional 
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Engineer, licensed in the state where the work is to be performed. The Contractor and 
any partners or joint venture entities and subcontractors must maintain a Ucensed New 
York and Ucensed New Jersey Professional Engineer as appUcable. 

11. Authority of the Director 

Inasmuch as the public interest requires that the Work to which this Contract relates 
shall be performed in the manner which the Authority, acting through the Director, 
deems best, the Director shall have absolute authority to determine what is or is not 
necessary or proper for or incidental to the portion thereof specified in the clause 
hereof entitied "General Agreement" and the Specifications shall be deemed merely 
his/her present determination on this point. In the exercise of this authority, he/she 
shall have power, subject to the provisions governing the work, to alter the 
Specifications; require the performance of Work not required by them m their present 
form, even though of a totally different character from that now required; and to vary, 
increase and diminish the character, quantity and quality of, or to countermand any 
Work now or hereafter required. Such variation, increase, diminution or 
countermanding need not be based on necessity but may be based on convenience. As 
used in this Agreement "Director" shall mean the Director of Real Estate and/or 
designee. 

12. Authority and Duties ofthe Manager 

In the performance ofthe Contract, the Contractor shall conform to all orders, 
directions and requirements ofthe Manager ofthe locations as set forth herein and 
shall perform the Contract to the satisfaction ofthe Manager at such times and places, 
by such methods and in such manner and sequence as the Manager may require, and 
the Contract shall at all stages be subject to the Managers inspection. The Manager 
shall determine the amount, quality, acceptability and fitness of all parts ofthe Work 
and shall interpret the Specifications and any orders for Extra Work. The Contractor 
shall employ no equipment, materials, methods or personnel to which the Manager 
objects. Upon request, the Contractor shall confirm in writmg any oral order, 
dfrection, requirements or determination. 

13. Parking 

Parking for vehicles ofthe Contractor's and subcontractor's employees while actually 
on duty under the Contract may be made available at the Facility by the Manager at 
his or her discretion, from time to time, and on such terms and conditions as may be 
specified by the Port Authority, mcludmg the payment of charges therefore. 

14. Holidays 
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The following legal holidays are observed at Port Authority offices and facilities: 

New Year's Day Columbus Day 
Martin Luther King, Jr. Day Veteran's Day 
President's Day Thanksgiving Day 
Memorial Day Day After Thanksgiving 
Independence Day Christmas Day 
Labor Day 

and each general election day in the State in which the work is to be performed, and 
such other or different days or dates as may be declared holidays or legal holidays uy 
the legislature ofthe State in which the work is to be performed. 

If any such holiday falls on a Sunday then the next day shall be considered the holiday 
and/or if any such holiday falls on a Saturday then the precedmg day shall be 
considered the holiday. 

The Contractor shall obtain clearances from the Manager to work on Port Authority 
property on any and all days, including holidays, in accordance with the performance 
of this Contract, 

15. Letter of Credit 

The Contractor may at any time as a condition of contract award or during the term of 
this Contract be requfred by the Authority to delivery to the Port Authority, as 
security of aU obUgations ofthe Contractor under this Agreement, either a security 
deposit for the faithful performance ofthe Contractor's obligation imder this contract 
or a clean 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 ofthe Port Authority, m an amount t of two months revenue or more of 
estimated revenue to be paid by the Contractor to the Authority. The form and terras 
ofsuch letter of credit, as well as the institution issuing it, shall be subject to the prior 
and contmuing approval ofthe Port Authority. Such letter of credit shall provide that 
it shall continue throughout the term ofthe Contract hereunder and for a period of not 
less than six (6) months thereafter; such continuance may be by automatic renewal or 
by substitution of a subsequent satisfactory letter. Upon notice of cancellation of a 
letter of credit the Contractor agrees that imless, by a date twenty (20) days prior to the 
effective date of cancellation, the letter of credit is replaced by substitute security in 
accordance with the requirements ofthe Authority or another letter of credit 
satisfactory to the Port Authority, the Port Authority may draw down the full amount 
thereof and thereafter the Port Autiiority will hold the same as security. Failure to 
provide such a letter of credit at any time during the term ofthe Contract hereunder, 
vaUd and available to the Port Authority, includmg any failure of any banking 
institution issuing any such letter of credit previously accepted by the Port Authority 
to make one or more payments as may be provided in such letter of credit shall be 
deemed to be a breach of this Contract on the part ofthe Contractor. Upon acceptance 
ofsuch letter of credit by the Port Authority, and upon request by the Contractor made 
thereafter, the Port Authority will retum the security deposit, if any, theretofore made 
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under and in accordance with the provisions of this Section or as required by the 
Authority. The Contractor shall have tiie same rights to receive such deposit during 
the existence of a vaUd letter of credit as it would have to receive such sum upon 
expiration ofthe term ofthe Contract under this agreement and fulfillment ofthe 
obligations ofthe Contractor hereunder. If the Port Authority shall make any drawing 
under a letter of credit held by the Port Authority hereunder, the Contractor shall bring 
this letter of credit back up to its fiill amount. 

At any time and from time to time hereunder, should the Port Authority feel insecure 
with respect to the amount of the security required under this section, the Port 
Authority shall have the right, in its sole and absolute discretion, to increase such 
amount upon notice by the Port Authority to the Contractor to such effect and within 
two business days hereafter the Contractor shall deposit with the Port Authority such 
additional cash or bonds or such letter of credit to bring the security under this Section 
up to the fiill amount stated by the Port Authority in said notice. 

16. Performance and Payment Bond 

The Authority may in its sole discretion so elect at the time of accepting the Contractor's 
Proposal, to require the Contractor to furnish a bond for the faithful performance of all 
constmction obUgations imposed upon him/her by the Contract and also for the payment 
of aU lawful claims of subcontractors, materialmen and workmen arising out ofthe 
performance ofthe Contractor's constmction obligations under the Contract. Such bond 
shall be in the form bound herewith entitled, "Performance and Payment Bond", shall be 
in a penal sum equal to a negotiated amount based upon the Contractor's financial 
obUgations for constmction under the Contract and such bond shall be signed by one or 
more sureties' satisfactory to the Authority The bond may be executed on a separate 
copy ofsuch form not physically attached to this Contract booklet. In any case, both the 
form of bond bound herewith and any unattached executed copy thereof shall form a part 
of this Form of Contract as though herein set forth in fiill. 

At any time after the opening of Proposals, the Authority may give notice to one or more 
Proposers to advise the Authority as to the names of thefr proposed sureties. Within 
forty-eight hours thereafter each Proposer so notified shall so advise the Authority. The 
giving ofsuch notice to a Proposer shall not be constmed as an acceptance of his/her 
Proposal, and omission to give such notice shaU not be constmed as an election by the 
Authority not to require a bond. 
If the Authority elects to require the Contractor to furnish a bond, he/she shall deliver 
such bond to the Authority within seven days after receipt by him/her ofthe acceptance 
of his/her Proposal, and the sureties thereon shall be as proposed by him/her, provided, 
that if the Autiiority has theretofore given notice to him/her that his/her proposed sureties 

Sureties must be corporations (commonly known as "surety companies"), authorized to do 
business as sureties in the state(s) in which the construction site is located, whose names appear on 
the current list ofthe Treasury Department ofthe United States in effect at the time of submission 
ofthe Performance and Payment Bond to the Authority as acceptable as sureties to the Treasury 
Department. In addition, the aggregate underwriting limitations on any one risk as set forth in the 
aforementioned list ofthe Treasury Department ofthe sureties shall equal or exceed the penal sum 
ofthe Perfonnance and Payment Bond. 
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or any of them are not satisfactory, the bond shall be executed by other sureties 
satisfactory to the Authority. 
The Authority shall give notice to the Contractor within ten (10) days after receipt ofthe 
Performance and Payment Bond as to whether or not such bond is satisfactory. 
In the event of a default by the Contractor in his/her obligation to fimiish a satisfactory 
bond within seven (7) days after he/she received an acceptance of his/her Proposal, such 
default shall entitie the Authority in its discretion to terminate this Contract at any time 
within forty-five (45) days after the acceptance ofthe Proposal, without any UabiUty on 
the part ofthe Authority. Inasmuch as the damages to the Authority resulting fix)m a 
termination by it upon the failure ofthe Contractor to furnish a satisfactory bond will 
include items whose accurate amount will be difficult or impossible to compute, such 
damages shall be liquidated in the sum ofthe following amounts: 
The difference between $ INSERT A CONSERVATIVE ESTIMATE OF TOTAL 
REVENUES JTO BE EARNED UNDER THIS CONTRACT times the percentage of gross 
revenues to be paid to the Authority as agreed to by the Contractor and $_SAME 
AMOUNT times the percentage of gross revenues to be paid to the Authority by the 
successor contractor; and 
The expense ofsuch new advertisement ofthe Contract, if any, as may be deemed 
necessary by the Authority; and 
The sum of $500 for each day after the receipt by the Contractor ofthe acceptance of 
his/her Proposal that the performance ofthe Contract is not commenced by reason ofthe 

failure ofthe Contractor to furnish the required bond. 

If the Contractor fiinushes a bond in accordance with the requirements ofthe Authority 
under this numbered clause, the Authority shall reimburse the Contractor for the net 
amount actually paid by him/her to the surety or sureties as the premium on such bond. 
The Contractor shall deliver to the Director receipts from the surety or sureties 
evidencing such payment and the amount thereof Within fifteen days after receipt of 
such evidence satisfactory to the Director, the Authority shall pay to the Contractor by 
check the amount provided m this numbered clause. 
If at any time the Authority shall be or become dissatisfied with any surety or siu-eties 
then upon any bond furnished in accordance with the requirements ofthe Authority, or if 
for any other reason such bond shall cease to be adequate security to the Authority, the 
Contractor shall, within five days after notice from the Authority so to do, substitute a 
new bond in such form and sum and signed by such other sureties as may be necessary in 
the opmion ofthe Authority to constitute adequate security. 
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PART n - STANDARD CONTRACT TERMS AND CONDITIONS 

PART A GENERAL DEFINITIONS 

To avoid undue repetition, the following terms, as used in this Agreement, shall be 
constmed as follows: 

Authoritv or Port Authoritv - shall mean the Port Authority of New York and 
New Jersey. 

Contract. Document or Agreement - shall mean the RFP in its entirety and, if 
included, attachments, endorsements, schedules, exhibits, or drawings, the 
Authority's acceptance and any WTitten Addenda issued over the name ofthe 
Authority's Manager, Purchasing Services Division. 

Davs or Calendar Davs - shall mean consecutive calendar days, Saturdays, 
Sundays, and holidays, included. 

Week - unless otherwise specified, shall mean seven (7) consecutive calendar 
days, Saturdays, Sundays, and holidays. 

Month - unless otherwise specified, shall mean a calendar month. 

Director - shall mean the Director ofthe Department overseeing the Scope of 
Work under this Contract, or his/her successor in duties for the purpose of this 
Contract, acting personally or through one of his/her authorized representatives 
for the purpose of this Contract. 

Manager - shall mean the Manager ofthe Facility for the time being or his/her 
successor in duties for the purpose of this Contract, acting personally or 
through his/her duly authorized representative for the purpose of this Contract. 

No person shall be deemed a representative ofthe Director or Manager except 
to the extent specifically authorized in an express written notice to the 
Contractor signed by the Director or Manager, as the case may be. Further, no 
person shall be deemed a successor in duties ofthe Dfrector unless the 
Contractor is so notified in writing signed by the Authority's Manager, 
Purchasing Services Division. No person shall be deemed a successor in duties 
ofthe Manager unless the Contractor is so notified in a writing signed by the 
Director. 

Minority Business Enterprise (MBE) - shall mean a business entity which is at 
least 51% owned and controlled by one or more members of one or more 
minority groups, or, in the case of a publicly held corporation, at least 51% of 
the stock of which is owned by one or more minority groups, and whose 
management and daily business operations are controlled by one or more such 
mdividuals who are citizens or permanent resident aUens. 
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"Minority (jroup" means any ofthe following racial or ethnic groups: 

(a) Black persons having origins in any ofthe Black African racial 
groups not of Hispanic origin; 

(b) Hispanic persons of Mexican, Puerto Rican, Domiiucan, Cuban, 
Central or South American culture or origin, regardless of race; 

(c) Asian and Pacific Islander persons having origins in any ofthe 
original peoples ofthe Far East, Southeast Asia, The Indian 
Subcontinent, or the Pacific Islands; 

(d) Native American or Alaskan native persons havmg origins in 
any ofthe original peoples of North America and maintaining 
identifiable tribal affiUations through membership and 
participation or community identification. 

Site ofthe Work - or words of sunilar import shall mean tiie FaciUty and all 
buildings and properties associated therewith as described in this Contract. 

Small Business Enterprise (SBE) - The criteria for a Small Business Enterprise 
are: 

•The principal place of business must be located in New York 
or New Jersey; 

•The firm must have been in business for at least three years 
with activity; 

•Average gross income limitations by industry as estabUshed by 
the Port Autiiority. 

Subcontractor - shall mean anyone who performs work (other than or in 
addition to tiie furnishing of materials, plant or equipment) in coimection with 
the services to be provided hereunder, dfrectly or indirectly for or on behalf of 
the Contractor (and whether or not in privity of contract with the Contractor), 
but shall not include any person who furnished merely his/her own personal 
labor or his/her own personal services. "Subcontractor," however, shall 
exclude the Contractor or any subsidiary or parent ofthe Contractor or any 
person, firm or corporation which has a substantial interest in the Contractor or 
in which tiie Contractor or the parent or the subsidiary ofthe Contractor, or an 
officer or principal ofthe Contractor or ofthe parent ofthe subsidiary ofthe 
Contractor has a substantial interest, provided, however, that for the purpose of 
the clause hereof entitied "Assigrmients and Subcontracts" the exclusion in this 
paragraph shall not apply to anyone but the Contractor itself 

Women-Ovned Business Entemrise (WBE) - shall mean a business enterprise 
which is at least 51% owned by one or more women, or, in the case of a 
pubUcly held corporation, at least 51% ofthe stock of which is owned by one 
or more women and whose management and daily business operations are 
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controlled by one or more women who are citizens or permanent or resident 
aUens. 

Work - shall mean all services, equipment and materials (includmg materials 
and equipment, if any, furnished by the Authority) and other faciUties and all 
other things necessary or proper for, or incidental to the services to be 
performed or goods to be fiimished in cormection with the service to be 
provided hereunder. 

PARTB GENERAL PROVISIONS 

1. Facility Rules and Regulations of The Port Authoritv 

a. The Contractor shall observe and obey (and compel its officers, 
employees, guests, invitees, and those doing business with it, to 
observe and obey) the facility Rules and Regulations ofthe Port 
Authority now in effect, and such fiuther reasonable Rules and 
Regulations which may from time to time during the term of 
this Agreement be promulgated by the Port Authority for 
reasons of safety, health, preservation of property or 
maintenance of a good and orderly appearance and efficient 
operation ofthe Facility. The Port Authority agrees that, except 
in case of emergency, it shall give notice to the Contractor of 
every Rule and Regulation hereafter adopted by it at least five 
days before the Contractor shall be required to comply 
tiierewith. 

b. A copy ofthe facility Rules and Regulations ofthe Port 
Authority shall be available for review by the Contractor at the 
Office ofthe Secretary ofthe Port Authority. 

2. Contractor Not An Agent 

This Agreement does not constitute the Contractor the agent or representative 
ofthe Port Authority for any purpose whatsoever except as may be specifically 
provided in this Agreement. It is hereby specifically acknowledged and 
understood that the Contractor, in performing its services hereimder, is and 
shall be at all times an independent Contractor and the officers, agents and 
employees ofthe Contractor shall not be or be deemed to be agents, servants or 
employees ofthe Port Authority. 

3. Contractor's Warranties 

The Contractor represents and warrants: 
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a. That it is fmancially solvent, that it is experienced in and 
competent to perform the requirements of this Contract, that the 
facts stated or shown in any papers submitted or referred to in 
connection with its Proposal are tme, and, if the Contractor be a 
corporation, that it is authorized to perfomi this Contract; 

b. That it has carefully examined and analyzed the 
provisions and requirements of this Contract, and that from its own 
investigations it has satisfied itself as to the nature of all things 
needed for the performance of this Contract, the general and local 
conditions and all other matters which in any way affect this 
Contract or its performance, and that the time available to it for 
such exammation, analysis, inspection and investigation was 
adequate; 

c. That the Contract is feasible of performance in accordance with 
all its provisions and requfrements and tiiat it can and will 
perform it in strict accordance with such provisions and 
requirements; 

d. That no Commissioner, officer, agent or employee ofthe Port 
Authority is personally interested directly or indfrectly in this 
Contract or the compensation to be paid hereunder; 

e. That, except only for those representations, statements or 
promises expressly contained in this Contract, no 
representation, statement or promise, oral or in writing, of any 
kind whatsoever by the Port Authority, its Commissioners, 
officers, agents, employees or consultants has induced the 
Contractor to enter into this Contract or has been relied upon by 
the Contractor, including any with reference to: (1) the 
meaning, correctness, suitabiUty. or completeness of any 
provisions or requirements of this Contract; (2) the nature, 
quantity, quality or size ofthe materials, equipment, labor and 
other facilities needed for the performance of this Contract; (3) 
the general or local conditions which may in any way affect tiiis 
Contract or its performance; (4) the price ofthe Contract; or (5) 
any other matters, whether similar to or different from those 
referred to in (1) through (4) immediately above, affecting or 
having any connection with this Contract, the bidding thereon, 
any discussions thereof, the performance thereof or those 
employed therein or coimected or concemed therewith. 

Moreover, the Contractor accepts the conditions at the Site ofthe Work as they 
may eventually be found to exist and warrants and represents that it can and 
will perform tiie Contract under such conditions and that all materials, 
equipment, labor and other faciUties requu-ed because of any unforeseen 
conditions (physical or otiierwase) shall be wholly at its own cost and expense, 
anything in this Contract to the contrary notwdthstanding. 
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Nothing in the Specifications or any other part ofthe Contract is intended as or 
shall constitute a representation by the Port Authority as to the feasibility of 
performance of this Contract or any part thereof 

The Contractor further represents and warrants that it was given ample 
opportunity and time and by means of this paragraph was requested by the Port 
Authority to review thoroughly all documents forming this Contract prior to 
opening of Proposals on this Contract in order that it might request inclusion in 
this Contract of any statement, representation, promise or provision which it 
desired or on which it wished to place reUance; that it did so icview said 
documents, that either every such statement, representation, promise or 
provision has been included in this Contract or else, if omitted, that it expressly 
relinquishes the benefit of any such omitted statement, representation, promise 
or provision and is wilUng to perform this Contract without claiming reUance 
thereon or making any other claim on account ofsuch omission. 

The Contractor further recognizes that the provisions of this numbered clause 
(though not only such provisions) are essential to the Port Authority's consent to 
enter into this Contract and that without such provisions, the Authority would 
not have entered into this Contract. 

4. Personal Non-Liabilitv 

Neither the Commissioners ofthe Port Authority nor any of them, nor any 
officer, agent or employee thereof, shall be charged personally by the 
Contractor with any Uability, or held personally liable to the Contractor under 
any term or provision of this Agreement, or because of its execution or 
attempted execution, or because of any breach, or attempted or alleged breach, 
thereof 

5. Equal Employment Opportunity. Affirmative Action. 
Non-Discrimination 

a. The Contractor is advised to ascertain and comply with all 
applicable federal. State and local statutes, ordinances, mles and 
regulations and. federal Executive Orders, pertaining to equal 
employment opportunity, affirmative action, and 
non-discrimination in employment. 

b. Without limiting the generality of any other term or provision of 
this Contract, in tiie event ofthe Contractor's non-compliance 
wdth the equal opportunity and non-discrimination clause of this 
Contract, or with any ofsuch statutes, ordinances, mles, 
regulations or Orders, this Contract may be cancelled, 
terminated or suspended in whole or in part. 

6. Rights and Remedies ofthe Port Authority 
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The Port Authority shall have the following rights in the event the Contractor 
is deemed guilty of a breach of any term whatsoever of this Contract: 

a. The right to take over and complete the Work or any part thereof 
as agent for and at the expense ofthe Contractor, either directly 
or through others. 

b. The right to cancel this Contract as to any or all of the Work yet 
to be performed. 

c. The right to specific performance, an injunction or any 
appropriate equitable remedy. 

d. The right to money damages. 

For the purpose of this Contract, breach shall include but not be Umited to the 
following, whether or not the time has yet arrived for performance of an 
obligation under this Contract: a statement by the Contractor to any 
representative ofthe Port Authority indicating that the Contractor cannot or 
will not perform any one or more of its obligations under this Contract; any act 
or omission ofthe Contractor or any other occurrence which makes it 
improbable at the time that it will be able to perform any one or more of its 
obligations under this Contract; any suspension of or failure to proceed with 
any part ofthe Work by the Conti-actor which makes it improbable at the time 
that it will be able to perform any one or more of its obligations under this 
Contract. 

The enumeration in this numbered clause or elsewhere in this Contract of 
specific rights and remedies ofthe Port Authority shall not be deemed to limit 
any other rights or remedies which tiie Authority would have in the absence of 
such enumeration; and no exercise by the Authority of any right or remedy 
shall operate as a waiver of any other of its rights or remedies not inconsistent 
therewith or to stop it from exercising such other rights or remedies. 

7. Rights and Remedies ofthe Contractor 

Inasmuch as the Contractor can be adequately compensated by money 
damages for any breach of this Contract which may be committed by the Port 
Authority, the Contractor expressly agrees that no default, act or omission of 
the Port Authority shall constitute a material breach of this Contract, entitlmg 
the Contractor to cancel or rescind this Contract or to suspend or abandon 
performance. 

8. Submission To Jurisdiction 

The Contractor hereby irrevocably submits itself to the jurisdiction ofthe 
Courts ofthe State of New York and New Jersey, in regard to any controversy 
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arising out of, connected with, or in any way concerning this Contract. 

The Contractor agrees that the service of process on the Contractor in relation 
to such jurisdiction may be made, at the option ofthe Port Authority, either by 
registered or certified mail addressed to it at the address ofthe Contractor 
indicated on the signature sheet, or by actual personal delivery to the 
Contractor, if the Contractor is an individual, to any partner if the Contractor 
be a partnership or to any officer, director or managing or general agent if the 
Contractor be a corporation. 

Such service shall be deemed to be sufficient when jurisdiction would not Ue 
because ofthe lack of basis to serve process in the manner otherwise provided 
by law. In any case, however, process may be served as stated above whether 
or not it might otherwise have been served in a different manner. 

9. Harmony 

a. The Contractor shall not employ any persons or use any labor, 
or use or have any equipment, or permit any condition to exist 
which shall or may cause or be conducive to any labor 
complaints, troubles, disputes or controversies at the Facility 
which interfere or are likely to interfere with the operation of 
the Port Authority or with the operations of lessees, Ucensees or 
other users ofthe FaciUty or with the operations ofthe 
Contractor under this Contract. 

The Contractor shall immediately give notice to the Port 
Authority (to be followed by written notices and reports) of any 
and all impending or existing labor complamts, troubles, 
disputes or controversies and the progress thereof The 
Contractor shall use its best efforts to resolve any such 
complaint, trouble, dispute or controversy. If any type of strike, 
boycott, picketing, work stoppage, slowdown or other labor 
activity is directed against the Confractor at the Facility or 
against any operations ofthe Contractor under this Contract, 
whether or not caused by the employees ofthe Contractor, and 
if any ofthe foregoing, in the opinion ofthe Port Authority, 
results or is likely to result in any curtaihnent or diminution of 
the services to be performed hereunder or to interfere with or 
affect the operations ofthe Port Authority, or to interfere with 
or affect the operations of lessees, Ucensees, or other users of 
the FaciUty or in the event of any other cessation or stoppage of 
operations by the Contractor hereunder for any reason 
whatsoever, the Port Authority shall have tiie right at any tune 
during the continuance thereof to suspend the operations ofthe 
Contractor under this Contract, and during the period ofthe 
Suspension the Contractor shaft not perform its services 
hereunder and the Port Authority shall have the right during 
said period to itself or by any third person or persons selected 
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by it to perform said services ofthe Contractor using the 
equipment which is used by the Contractor m its operations 
hereunder as the Port Authority deems necessary and without 
cost to the Port Authority. During such time of suspension, the 
Contractor shall not be entitled to any compensation. Any flat 
fees, including management fees, shall be prorated. Prior to the 
exercise ofsuch right by the Port Authority, it shall give the 
Contractor notice tiiereof, which notice may be oral. No 
Gxercisc by the Port Authority ofthe rights granted to it in the 
above subparagraph shall be or be deemed to be a waiver of any 
rights of termination or revocation contained in this Confraci or 
a waiver of any rights or remedies which may be available to 
the Port Authority under this Contract or otherwise. 

b. During tiie time that the Contractor is performing the contract, 
other persons may be engaged in other operations on or about 
the worksite including Facility operations, pedestrian, bus and 
vehicular traffic and other Contractors performing at the 
worksite, all of which shall remain unintermpted. 
The Contractor shall so plan and conduct his/her operations as 
to work in harmony with others engaged at the site and not to 
delay, endanger or interfere witii the operation of otiiers 
(whether or not specifically mentioned above), aU to the best 
interests ofthe Port Authority and the public as may be directed 
by the Port Authority. 

10. Claims of Third Persons 

The Contractor undertakes to pay all clauns lawfully made against it by 
subcontractors, suppliers and workers, and all claims lawfully made against it 
by other third persons arising out of or in cormection with or because ofthe 
performance of this Contract and to cause all subcontractors to pay all such 
claims lawftilly made against them. 

11. No Third Party Rights 

Nothing contained in this Contract is intended for the benefit of tiiird persons, 
except to the extent that tiie Contract specifically provides otiierwise by use of 
the words "benefit" or "direct right of action." 

12. Provisions of Law Deemed Inserted 

Each and every provision of law and clause required by law to be inserted in 
this Contract shall be deemed to be inserted herein and the Contract shall be 
read and enforced as though it were mcluded therein, and if through mistake or 
otherwise any such provision is not inserted, or is not correctly inserted, then 
upon the appUcation of either party, the Contract shall forthwith be physically 
amended to make such insertion. 
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13. Costs Assumed By The Contractor 

It is expressly understood and agreed that all costs ofthe Contractor of 
whatever kind or nature and whether imposed directly upon the Contractor 
under the terms and provisions hereof or in any other manner whatsoever 
because ofthe requirements ofthe operation ofthe service or otherwise under 
this Agreement shall be borne by the Contractor or without compensation or 
reimbursement from the Port Authority, except as specifically set forth in this 
Agreement. The entire and complete cost and expense ofthe Contractor's 
services and operations hereunder shall be home solely by the Contractor and 
under no circumstances shall the Port Authority be liable to any third party 
(including the Contractor's employees) for any such costs and expenses 
incurred by the Contractor and under no circumstances shall the Port Authority 
be liable to the Contractor for the same, except as specifically set forth in this 
Section. 

14. Default. Revocation or Suspension of Contract 

a. If one or more ofthe following events shall occur: 

1. If fire or other cause shall destroy all or a substantial part of 
the Facility; 

2. If any governmental agency shall condemn or take a 
temporary or permanent interest in all or a substantial part of 
the Facility, or all of a part of the Port Authority's interest 
herein; 

then upon the occurrence ofsuch event or at any time thereafter during 
the continuance thereof, the Port Authority shall have the right on 
twenty-four (24) hours written notice to the Contractor to revoke this 
Contract, such revocation to be effective upon the date and time specified 
in such notice. 

In such event this Contract shall cease and expire on the effective date of 
revocation as if said date were the date ofthe expiration of this Contract. 
Such revocation shall not, however, relieve the Contractor of any 
liabilities or obligations hereunder which shall have accmed on or prior to 
the effective date of revocation. 

b. If one or more ofthe following events shall occur: 

1. The Contractor shall become insolvent, or shall take the 
benefit of any present or fiiture insolvency statute, or shall 
make a general assignment for the benefit of creditors, or file 
a voluntary petition in bankruptcy or a petition or answer 
seeking an arrangement or its reorganization or the 
readjustment of its indebtedness under the federal bankmptcy 
laws or under any other law or statute ofthe United States or 
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of any State thereof, or consent to the appointment of a 
receiver, tmstee, or Uquidator of all or substantially all its 
property; or 

2. By order or decree of a court the Contractor shall be adjudged 
bankmpt or an order shall be made approving a petition filed 
by any ofthe creditors, or, if the Contractor is a corporation, 
by any ofthe stockholders ofthe Contractor, seeking its 
reorganization or the readjustment of its indebtedness under 
the federal bankmptcy laws or under any law or statute ofthe 
United States or of any State thereof; or 

3. A petition under any part ofthe federal bankmptcy laws or an 
action under any present or future insolvency law or statute 
shall be filed against the Contractor and shall not be dismissed 
within thirty (30) days after the filing thereof; or 

4. The interest ofthe Contractor under this Contract shall be 
transferred to, passed to or devolve upon, by operation of law 
or otherwise, any other person, firm or corporation, or 

5. The Contractor, if a corporation, shall, without the prior 
written approval ofthe Port Authority, become a surviving or 
merged corporation in a merger, a constituent corporation in 
a consoUdation, or a corporation m dissolution; or 

6. If the Contractor is a partnership, and the said partnership 
shall be dissolved as the result of any act or omission of its 
copartners or any of them, or by operation of law or the order 
or decree of any court having jurisdiction, or for any other 
reason whatsoever; or 

7. By or pursuant to, or under authority of any legislative act, 
resolution or mle, or any order or decree of any court or 
governmental board, agency or officer having jurisdiction, a 
receiver, tmstee, or Uquidator shall take possession or control 
of all or substantially all ofthe property ofthe Contractor and 
such possession or control of all or substantially all ofthe 
property ofthe Contractor and shall continue in effect for a 
period of fifteen (15)'days; 

then upon the occurrence of any such event or at any time thereafter 
during the contmuance thereof, the Port Authority shall have the 
right upon five (5) days notice to the Contractor to terminate this 
Contract and the rights ofthe Contractor hereunder; termination to 
be effective upon the date and time specified in such notice as if 
said date were the date ofthe expiration of this Contract. 
Termination shaU not relieve the Contractor of any Uabilities or 
obligations hereunder which have accmed on or prior to the 
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effective date of termination. 

c. If any ofthe following shall occur: 

1. The Contractor shall cease, abandon any part of the service, 
desert, stop or discontinue its services in the premises for any 
reason whatsoever and regardless ofthe fauU ofthe 
Contractor; or 

2. The Contractor shall fail to keep, perform and observe each 
and every other promise, covenant and agreement set forth in 
this Contract on its part to be kept, performed or observed, 
within five (5) days after receipt of notice of default 
thereunder from the Port Authority (except where fulfillment 
of its obUgations requires activity over a greater period of 
tune, and the Contractor shall have commenced to perform 
whatever may be required for fulfillment within five (5) days 
after receipt of notice and continues such performance 
without intermption except for causes beyond its control); 
then upon the occurrence of any such event or during the 
continuance thereof, the Port Authority shall have the right 
on twenty four (24) hours notice to the Contractor to 
terminate this Contract and the rights ofthe Contractor 
hereunder, termination to be effective upon the date and time 
specified in such notice. Termination shail not relieve the 
Contractor of any liabilities which shall have accmed on or 
prior to the effective date of termination. 

d. If any ofthe events enumerated in this Section shall occur 
prior to commencement date of this Contract the Port 
Authority upon the occurrence of any such event or any time 
tiiereafter during the contmuance thereof by twenty-four (24) 
hours notice may terminate or suspend this Contract and the 
rights ofthe Contractor hereunder, such termination or 
suspension to be effective upon the date specified in such 
notice. 

e. (Reserved) 

f (Reserved) 

g. Any right of termination contained in this paragraph, shall be 
in addition to and not in lieu of any and all rights and 
remedies tiiat the Port Authority shall have at law or in equity 
consequent upon the Contractor's breach of this Contract and 
shall be without prejudice to any and all such other rights and 
remedies. It is hereby specifically agreed and understood that 
the exercise by the Port Authority of any right of termination 
set forth in this paragraph shall not be or be deemed to be an 
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exercise by the Port Authority of an election of remedies so 
as to preclude the Port Authority from any right to money 
damages it may have for the period prior to the effective date 
of termmation to the original expiration date ofthe Contract, 
and this provision shall be deemed to survive the termination 
of this contract as aforesaid. 

h. (Reserved) 

i. If The Port Authority has paid any sum or has incurred any 
obligation or expense which the Contractor has agreed to pay 
or reimburse the Port Authority, or if the Port Authority is 
required or elects to pay any sum or sums or incurs any 
obligations or expense by reason ofthe failure, neglect or 
refusal ofthe Contractor to perform or fiilfill any one or more 
ofthe conditions, covenants, or agreements contained in this 
Contract, or as a result of an act of omission ofthe Contractor 
contrary to the said conditions, covenants and agreements, 
the Contractor shall pay to the Port Authority the sum or 
sums so paid or expense so incurred, includmg all interests, 
costs and damages, promptly upon the receipt ofthe Port 
Authority's statement therefore. The Port Authority may, 
however, in its discretion, elect to deduct said sum or sums 
from any payment payable by it to the Contractor. 

j . If the Port Authority pays any instalhnent to the Contractor 
without reducing said installment as provided in this 
Contract, it may reduce any succeeding installment by the 
proper amount, or it may bill the Contractor for the amount 
by which the instalhnent paid should have been reduced and 
the Contractor shall pay to the Port Authority any such 
amount promptly upon receipt ofthe Port Authority's 
statement therefore. 

k. The Port Authority shall also have the rights set forth above 
in the event the Contractor shall become insolvent or 
bankmpt or if his/her affairs are placed m the hands of a 
receiver, trustee or assignee for the benefit of creditors. 

15. Sales or Compensating Use Taxes 

Sales to the Port Authority are currently exempt from New York and New 
Jersey State and local sales and compensating use taxes and generally from 
federal taxation. The Contractor certifies that there are no such taxes mcluded 
in the prices for this Contract. The Contractor shall retain a copy of tiiis 
Contract to substantiate the exempt sale. 

The compensation set forth in this Agreement is the complete compensation to 
the Contractor, and the Port Authority will not separately reimburse the 
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Conti-actor for any taxes unless specifically set forth in this Agreement. 

16. No Estoppel or Waiver 

The Port Authority shall not be precluded or estopped by any payment, final or 
otherwise, issued or made under this Contract, from showing at any time the 
tme amount and character ofthe services performed, or from showing that any 
such payment is incorrect or was improperly issued or made; and the Port 
Authority shall not be precluded or estopped, notwithstanding any such 
payment, from recovering from the Contractor any damages which it may 
sustain by reason of any failure on its part to comply strictiy with this Contract, 
and any moneys which may be paid to it or for its account in excess of those to 
which it is lawfijlly entitled. 

No cancellation, rescission or annuhnent hereof, in whole or as to any part of 
the services to be provided hereunder, or because of any breach hereof, shall be 
deemed a waiver of any money damages to which the Port Authority may be 
entitled because of such breach. Moreover, no waiver by the Authority of any 
breach of this Contract shall be deemed to be a waiver of any other or any 
subsequent breach. 

17. Records and Reports 

The contractor shall set up, keep and maintain m effect in accordance with 
accepted accounting practice during the term of this Agreement and any 
extensions thereof and for tiu-ee years after the expiration, termination or 
revocation thereof, records, payroll records and books of account (includmg 
records of original entry and daily forms) recording all transactions ofthe 
Contractor, at, through or in any way coimected with or related to the 
operations of tiie Contractor hereunder, including but not limited to all matters 
relating to the charges payable to the Contractor or the Authority hereunder 
and such additional information as the Port Authority may from time to time 
and at any time require, and also mcluding, if appropriate, recording the actual 
number of hours of service provided under the Contract, and keeping separate 
records thereof which records and books of account shall be kept at all tunes 
within the Port District. The Contractor shall permit in ordinary business 
hours during the term of this Agreement including any extensions thereof and 
for three years thereafter the examination and audit by the officers, employees 
and representatives ofthe Port Authority ofsuch records and books of account 
and also any records and books of account of any company which is owned or 
controlled by the Contractor, or which owns or controls the Contractor if said 
company performs services similar to those performed by the Contractor 
anywhere in the Port District. However, if within the aforesaid three year 
period the Port Authority has notified the Contractor in writing of a pending 
claim by the Port Authority under or in connection with this Contract to which 
any ofthe aforesaid records and documents ofthe Contractor or of its 
subcontractors relate either directly or indirectly, then the period ofsuch right 
of access shaft be extended to the expfration of six years from the date of final 
payment witii respect to the records and documents involved. 
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a. The Contractor hereby further agrees to fiunish to tiie Port 
Authority from time to time such written reports in 
connection with its operations hereunder as the Port 
Authority may deem necessary or desirable. The format of 
all forms, schedules and reports fiimished by the Contractor 
to the Port Authority shall be subject to the continuing 
approval ofthe Port Authority. 

b. No provision in this Contract giving the Port Authority a 
right of access to records and documents is intended to impair 
or affect any right of access to records and documents which 
they would have in the absence ofsuch provision. Additional 
record keeping may be required under other sections of this 
Contract. 

18. General Obligations 

a. Except where expressly required or permitted herem to be 
oral, all notices, requests, consents and approvals required to 
be given to or by either party shall be in writing and all such 
notices, requests, consents and approvals shall be personally 
delivered to the other party during regular business hours or 
forwarded to such party by United States certified mail, 
return receipt requested, addressed to tiie other party at its 
address herembefore or hereafter provided. Until further 
notice the Contractor hereby designates the address shown on 
the bottom ofthe Contractors Signature Sheet as their address 
to which such notices, requests, consents, or approvals may 
be forwarded. All notices, requests, consents, or approvals of 
the Contractor shall be forwarded to the Manager at the 
FaciUty. 

b. The Contractor shall comply with the provisions of all 
present and fiiture federal, state and municipal laws, mles. 
regulations, requirements, ordinances, orders and directions 
which pertain to its operations under this Contract and which 
affect die Contract or the performance thereof and tiiose 
engaged therein as if the said Contract were being performed 
for a private corporation, except where stricter requirements 
are contained in the Contract in which case the Contract shall 
control. The Contractor shall procure for itself all Ucenses, 
certificates, permits, zoning approvals, or other authorization 
from all governmental authorities, if any, having jurisdiction 
over the Contractor's operations hereunder which may be 
necessary for tiie Contractor's operations. The Contractor's 
obligation to comply with governmental requirements are not 
to be constmed as a submission by the Port Authority to the 
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application to itself of such requirements. 

c. The Contractor shaft pay all taxes, license, certification, 
permit and examination fees and excises which may be 
assessed on its property or operations hereunder or income 
therefrom, and shall make all applications, reports and returns 
required in connection therewith. 

d. The Contractor shall promptly observe, comply with and 
execute the provisions of any and all present and future mles 
and regulations, requirements, standard orders and directions 
ofthe American Insiuance Association, the Insurance 
Services Office, National Fire Protection Association, and 
any other body or organization exercising similar fimctions 
which may pertain or apply to the Contractor's operations 
hereunder. The Contractor shall not do or permit to be done 
any act which: 

1. will invalidate or be in conflict with any fire insurance 
policies covering the Facility or any part thereof or upon the 
contents of any building thereon, or 

2. will increase the rate of any fire insurance, extended coverage 
or rental insurance on the Facility or any part thereof or upon 
the contents of any building thereon, or 

3. in the opmion ofthe Port Authority will constitute a 
hazardous condition, so as to increase the risk normally 
attendant upon the operations contemplated by this Contract, 
or 

4. may cause or produce in the premises, or upon the FaciUty 
any unusual, noxious or objectionable smoke, gases, vapors, 
odors or 

5. may interfere with the effectiveness or accessibility ofthe 
drainage and sewerage system, fire protection system, 
sprinkler system, alarm system, fire hydrants and hoses, if 
any, installed or located or to be installed or located in or on 
the Facility, or 

6. shall constitute a nuisance in or on the Facility or which may 
result m the creation, commission or maintenance of a 
nuisance in or on the Facility. 

e. If by reason ofthe Contractor's failure fo comply with the 
provisions of this Section and provided the Port Authority has 
given the Contractor five (5) days written notice of its failure 
and the Contractor shall not have cured said failure within said 

55 ' r 



five (5) days, any fire insurance, extended coverage or rental 
insurance rate on the FaciUty or any part thereof or upon the 
contents of any building thereon shall at any time be higher than 
it otherwise would be, then the Contractor shall on demand pay 
the Port Authority tiiat part of all fu-e insurance, extended 
coverage or rental insurance premiums paid or payable by the 
Port Authority which shall have been charged because ofsuch 
violations by the Contractor. 

f The Contractor shall conduct its operations hereunder so as not 
to endanger, unreasonably mterfere with, or delay the 
operations or activities of any tenants or occupants on the 
premises or the Facility and, moreover, shall use the same 
degree of care in performance on the premises as would be 
required by law ofthe Port Authority and shall conduct 
operations hereunder in a courteous, efficient and safe manner. 

a. The Contractor shall provide such equipment and medical 
facilities as may be necessary to supply first aid service 
in case of accidents to its persormel who may be injured 
in the furnishing of service hereunder. The Contractor 
shaft maintain standing arrangements for the removal 
and hospital treatment of any of its personnel who may 
be injured. 

19. Subcontracting 

a. The Contractor shall not sell, transfer, mortgage, pledge, 
subcontract or assign this Contract or any part thereof or any of 
the rights granted hereunder or any moneys due or to become 
due to it hereunder or enter into any contract requiring or 
permittmg tiie doing of anything hereunder by an independent 
Contractor, without the prior written approval ofthe Port 
Authority, and any such sale, transfer, mortgage, pledge, 
subcontract, assignment or contract without such prior written 
approval shall be void as to the Port Authority. 

b. All subcontractors who provide permanent personnel to the 
Contractor for work under this Contract shall be given written 
notice to comply with all requirements ofthe Contract. The 
Contractor shall be responsible and liable for the performance 
and acts of each subcontractor. 

c. All persons to whom the Contractor sublets services shall be 
deemed to be its agents and no subletting or approval thereof 
shall be deemed to release this Contractor from its obligations 
under this Contract or to impose any obligations on the Port 
Authority to such subcontractor or to give the subcontractor any 
rights against the Port Authority. 
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20. Indemnification and Risks Assumed By The Contractor 

A. Risks Assumed By The Contractor 

The Contractor assumes the following distinct and several risks: 

1. The risk of loss or damage to Port Authority property to the extent arising 
from the willful or negUgent acts or omissions ofthe Contractor, its 
subcontractors or others under their control; 

2. The risk of fines or penalties assessed by courts or governmental agencies 
or entities against the Contractor, its subcontractors, or others under their 
control or the Authority, arising out ofthe performance of services 
hereunder; and the risk of claims made by third persons against the 
Contractor, its subcontractors, or others under the control ofthe Contractor 
or its subcontractors, or the Authority, on account of injuries (including 
wrongfiil death), loss, damage or liability of any kind whatsoever arismg out 
of or in connection with willfiil or negligent acts ofthe Contractor, its 
subcontractors, or others under their control in the performance ofthe 
services hereunder or out of or in connection with the Contractor's 
operations or presence at or in the vicinity ofthe constmction sites or 
Authority premise; and the risk of clauns against the Contractor, its 
subcontractors or others under the control ofthe Contractor or its 
subcontractors, or the Authority, for the payment of workers' compensation; 
whether such claims, fines or penalties are made or assessed and whether 
such injuries, damage, loss and liability are sustained at any time both before 
and after the termination or expiration of this Contract; and 

3. The risk of loss or damage to any property of the Contractor, its 
subcontractors or others under the control ofthe Contractor or its 
subcontractors, and of claims made agamst the Contractor, its subcontractors 
or those under their control, or the Authority, for loss or damage to any 
property of subcontractors, materiahnen, workmen and others under the 
control ofthe Contractor or its subcontractors, not caused by the willful or 
negUgent acts or omissions ofthe Authority, occurring at any time prior to 
completion of removal ofsuch property from the constmction sites or 
Authority premises or the vicinity thereof 

The Contractor shall indemnify the Authority against all claims described above in 
subparagraphs 1., 2. and 3 as to which the Contractor, its subcontractors or others under 
theu* control assumes the risk and for all expense incurred by h m the defense, settlement 
or satisfaction thereof, includmg expenses of attorneys, except where indemnity would be 
precluded by New York State General Obligations Law, Section 5-322.1 or by other 
applicable law. If so directed, the Contractor shall defend against any claim described in 
subparagraphs 1, 2 and 3 above in which event it shall not without obtaining express 
advance permission from the General Counsel ofthe Authority raise any defense 
involving in any way jurisdiction ofthe tribunal, immunity ofthe Authority, 
governmental nature ofthe Authority or the provisions of any statutes respecting suits 
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against the Authority. Unless a claim is one that the Contractor is not required to 
indemnify the Authority against as described in the first sentence of this clause, such 
defense shall be at the Contractor's cost. 

The provisions of this numbered clause shall also be for the benefit ofthe 
Commissioners, officers, agents and employees ofthe Authority, so that they shall have 
all the rights which they would have under this numbered clause if they were named at 
each place above at which the Authority is named, including a direct right of action 
against the Contractor to enforce the foregoing indemnity, except, however, that the 
Authority by action of its Board of Commissioners may at any time in its sole discretion 
and without liability on its part cancel the benefit conferred on any of them by this 
numbered clause, whether or not the occasion for invoking such benefit has already 
arisen at the time ofsuch cancellation. 

Neither the issuance of a certificate of completion nor the making of Final Payment shall 
release the Contractor from his/her obligations under this numbered clause. Moreover, 
neither the enumeration in this numbered clause nor the enumeration elsewhere in this 
Contract of particular risks assumed by the Contractor or of particular claims for which 
he/she is responsible shall be deemed (a) to Umit the effect ofthe provisions of this 
numbered clause or of any other clause of this Contract relating to such risks or claims. 
(b) to imply that he/she assumes or is responsible for risks or claims only ofthe type 
enumerated in this numbered clause or in any other clause of this Contract, or (c) to Umit 
the risks which he/she would assume or the claims for which he/she would be responsible 
in the absence ofsuch enumerations. 

B.Insurance Procured By Confractor 

Pollution Liability Insurance (including lead abatement liabiUty): the Contractor or its 
subcontractor may be required, on a project-specific basis, for defined periods of time, to 
procure, maintain, and pay premiums on a Pollution Liability Insurance Policy, including 
lead abatement liability, on an occurrence basis, providing coverage for bodily injury 
UabiUty, property damage, or environmental damage caused by pollution conditions, with 
a limit of Uability of not less than $5 million/occurrence and $5 million/aggregate,. The 
Policy shall name all subcontractors, and the Contractor when applicable, as additional 
insureds. The policy shaft include coverage for envu-onmental cleanup on land,'in air, 
and on water. The policy shall include coverage for completed operations (for 2 years 
after the completion ofthe Contract), gradual and sudden and accidental pollution 
coverage, with a time element of no less than 7 days notice and 30 days reporting. The 
policy shall not contain a sunset provision, or any other provision, which would prohibit 
the reporting of a claim and the subsequent defense and indemnity that would normally 
be provided by the policy. Self-fimded, policy fronting, or other non-risk transfer 
msurance mechanisms are not acceptable to the Authority, unless full disclosure is made 
to the Port Authority m writing prior to any consideration being given. The poUcy shall 
contain a waiver of subrogation in favor ofthe Port Authority. 

The policy shall provide transportation coverage for the hauling of lead based materials, 
including but not limited to lead paint, from the constmction site to the final disposition 
location. Deductibles are subject to the approval ofthe Port Authority and shaft not 
reduce the limit of liability. The policy form must "pay on behalf of' rather than 
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"indemnify the insured". The insurance shall be primary insurance as respects the Port 
Authority, its representatives, officials, and employees. Any insurance or self-insurance 
maintained by the Port Authority shall be excess of this insurance and shall not contribute 
with it. The policy shall provide pollution coverage as respects lead based materials, 
including but not limited to lead paint for all phases ofthe abatement process. The policy 
shall not contain any provisions or definition that would serve to eliminate third party 
over-claims, including exclusions ofthe premises owner. 
The Authority shall be named as an additional insured in the policy or policies set forth 
above. The liability poUcy or policies stated above shall contain coverage for cross-
Uability/severability of interests, and both shall be stated on the certificate of insurance. 
Certified copies ofthe policy or polices described above or a certificate or certificates 
evidencing the existence thereof, shall be delivered to the General Manager, Risk 
ManagemenL/Treasury, The Port Authority of New York and New Jersey, 225 Park 
Avenue South, 12*̂  Floor, New York, NY 10003, within ten (10) days after tiie execution 
of this Contract by the Conti-actor. Such policy or policies, certificate or certificates shall 
stale the number of this Contract and shall contain a valid provision or endorsement that 
the policy or poUces may not be canceled, terminated, changed or modified without 
giving thirty (30) days advance written notice to the Port Authority at the above address. 
Such liability policy or policies and the certificate of insurance shall contain an additional 
endorsement stating that, "The msurer shall not, without obtaining express advance 
permission from the General Counsel ofthe Port Authority, raise any defense involving 
in any way the jurisdiction of tiie tribunal over the person ofthe Port Authority, the 
immunity ofthe Port Authority, its commissioners, officers, agents or employees, the 
govenunental nature ofthe Port Authority, or the provisions of any statutes respecting 
suits against the Port Authority." Renewal policies shall be delivered to the Port 
Authority at least fifteen (15) days prior to the expiration date of each expiring poUcy. If 
at any time any of the certificates or polices shall be or become unsatisfactory to the Port 
Authority as to form or substance, or if the carrier issuing any such certificate or policy 
shall be or become unsatisfactory to the Port Authority, the Contractor shall promptly 
obtain a new and satisfactory certificate and policy. The Port Authority may request at 
any time certified copies of the above poUcies. 

21. Approval of Methods 

Neither the approval ofthe Port Authority ofthe methods of furnishing 
services hereunder nor the failure ofthe Port Authority to call attention to 
improper or inadequate methods or to require a change in the method of 
furnishing services hereunder, nor the failure ofthe Port Authority to direct the 
Contractor to take any particular precautions or to refrain from domg any 
particular thing shall reUeve the Contractor of its Uability for injuries to 
persons or damage to property arising out of its operations. 

22. Safety and Cleanliness 

a. The Contractor shall, in the furnishing of services hereunder, 
exercise every precaution to prevent injury to person or 
damage to property and avoid inconvenience to the occupants 
of or any visitors to tiie Facility. The Contractor shall, without 
limitmg the generality hereof, place such personnel, erect such 
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barricades and railings, give such warnings, display such 
lights, signals or signs, place such cones and exercise 
precautions as may be necessary, proper or desirable. 

b. The Contractor shall in case of unsafe floor conditions due to 
constmction, wetness, spillage, sickness and all other types of 
hazardous conditions proceed to rope off the unsafe area and 
place appropriate warnings signs to prevent accidents fix)m 
occurring. The Contractor shall clean said area to the 
satisfaction ofthe Manager. 

c. The Contractor shall at all times maintain in a clean and 
orderly condition and ^pearance any and all faciUties 
provided by the Port Authority for the Contractor's operations, 
and all fixtures, smk closets, equipment, and otiier personal 
property ofthe Port Authority which are located in said 
facilities. 

23. Accident Reports 

The Contractor shaft promptly report in writing to the Manager ofthe Facility 
and to tiie Deputy Chief, Litigation Management ofthe Port Autiiority aft 
accidents whatsoever arising out of or in connection with its operations 
hereunder and which result in death or injury to persons or damage to property, 
setting forth such details tiiereof as the Port Authority may desire. In addition, 
if death or serious injury or serious damage is caused, such accidents shall be 
immediately reported by telephone to the aforesaid representatives ofthe Port 
Authority. 

24. Trash Removal 

The Contractor shall remove daily from the Facility by means provided by the 
Contractor all garbage, debris and otiier waste material (solid or liquid) arising 
out of or m coimection with its operations hereunder, and any such garbage, 
debris and other waste material not immediately removed shall be temporarily 
stored in a clear and sanitary condition, approved by the FaciUty Manager and 
shall be kept covered except when filling or emptying them. The Contractor 
shall exercise care m removing such garbage, debris and other, waste materials 
from the Facility. The manner ofsuch storage and removal shall always be 
subject in all respects to the continual approval ofthe Port Authority. No 
equipment or facilities of tiie Port Authority shall be used m such removal 
unless with its prior consent in writing. No such garbage, debris or other waste 
materials shall be or be pennitted to be throwm, discharged or disposed into or 
upon the waters at or bounding the Facility. 

25. Lost and Found Property 

The Contractor shall instmct its personnel that all items of personal property 
found by the Contractor's employees must be turned in to the Port Authority 
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and a receipt will be issued therefor. 

26. Property ofthe Contractor 

a. All property ofthe Contractor at the Facility by virtue of this 
Contract shall be removed on or before the expiration or 
sooner termination or revocation of this Contract. 

b. If the Contractor shall fail to remove its property upon the 
expiration, termination or revocation of this Contract the Port 
Authority may, at its option, dispose ofsuch property as waste 
or as agent for the Contractor and at the risk and expense of 
the Contractor, remove such property to a public warehouse, or 
may retain the same in its own possession, and in either event 
after the expiration of thirty (30) days may sell the same in 
accordance with any method deemed appropriate; the proceeds 
of any such sale shall be applied first, to the expenses of sale 
and second, to any sums owed by the Contractor to the Port 
Authority; any balance remaining shall be paid to the 
Contractor. Any excess ofthe total cost of removal, storage 
and sale and other costs incurred by the Port Authority as a 
result ofsuch failure of performance by the Contractor over 
the proceeds of sale shall be paid by the Contractor to the Port 
Authority upon demand. 

27. Modification of Contract 

This Contract may not be changed except in writing signed by the Port 
Authority and the Contractor. The Contractor agrees that no representation or 
warranties shall be binding upon the Port Authority unless expressed in writing 
in this Contract. 

28. Invalid Clauses 

If any provision of this Contract shall be such as to destroy its mutuality or to 
render ft invalid or illegal, then, if it shall not appear to have been so material 
that without it the Contract would not have been made by the parties, it shall 
not be deemed to form part thereof but the balance ofthe Contract shall remain 
in full force and effect. 

29. Approval of Materials. SuppUes and Equipment 

Only Port Authority approved materials, supplies, and equipment are to be 
used by the Contractor in performing its services hereunder. Inclusion of 
materials or supplies on the Port Authority Approved Products List constitutes 
approval. The list may be revised from time to time and at any time by the 
Port Authority and it shall be mcumbent upon the Contractor to obtain the 
most current list from the Manager ofthe Facftity. 
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At anytime during the bid, pre-performance or performance periods, the 
Contractor may propose the use of an altemate product or products to those on 
the Approved Products List, which product(s) shall be subject to review and 
approval by the Port Authority. Any altemate product so approved by the Port 
Authority may be used by the Contractor in performing its services hereunder. 
Until such approval is given, only products on the Approved Products List may 
be used. 

30. Intellectual Property 

The right to use all patented materials, appliances, processes of manufacture or 
types of constmction, trade and service marks and copyrights, collectively 
hereinafter referred to as the "Intellectual Property Ri^ts" in the performance 
ofthe work shall be obtained by the Contractor without separate or additional 
compensation. The Contractor shall indemnify the Port Authority against and 
save it harmless from all loss and expense incurred as a result of any claims in 
the nature of Intellectual Property Rights infiingement arising out ofthe Port 
Authority's use, in accordance with the immediately preceding statement, of 
any protected Intellectual Property Rights. The Contractor, if requested, shall 
conduct all negotiations with respect to and defend such claims. If the Port 
Authority be enjoined either temporarily or permanently fix)m the use of any 
subject matter as to which the Contractor is to mdemnify the Port Authority 
against infiingement, then the Port Authority may, without Umiting any other 
rights it may have, require the Contractor to supply temporary or permanent 
replacement faciUties approved by the Manager, and if tiie Contractor fails to 
do so the Contractor shall, at its expense, remove all such enjoined facilities 
and refund the cost thereof to the Port Autiiority or take such steps as may be 
necessary to insure compUance by the Port Autiiority with said injunction, to 
the satisfaction ofthe Port Authority. 

31 A. High Security Areas 

a. Services under the Contract may be requbed in high security 
areas, as the same may be designated by die Manager from 
time to time. The Port Authority shall require the observance 
of certain security procedures with respect to the high security 
areas, which may include the escort to, at, and/or from said 
high security areas by security personnel designated by the 
Contractor or any subcontractor's personnel requfred to work 
therein. 

b. Twenty-four hours prior to the proposed performance of any 
work in a high security area, the Contractor shall notify the 
Manager. The Contractor shall conform to the procedures as 
may be established by the Manager from time to time and at 
any time for access to high security areas and the escorting of 
personnel hereunder. Prior to the start of work, the Contractor 
shall request a description from the Manager ofthe high 
security areas which will be in effect on the commencement 
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date. The description of high security areas may be changed 
from time to time and at any time by the Manager during the 
term ofthe Contract. 

3 IB. Notification of Security Requirements 

The Port Authority operates facilities and systems, at which terrorism or other criminal 
acts may have a significant impact on life safety and key infrastmctures. The 
Authority reserves the right to impose multiple layers of security requirements on the 
performance ofthe Contract work, including on the Contractor, its staff and 
subcontractors and their staffs depending upon the level of security required, as 
determined by the Authority. The Contractor shall and shall instmct its subcontractors 
to cooperate with Authority staff in adopting security requirements. These security 
requfrements may include but may not be limited to the following: 

i. Identity Checks Jand Background Screening 

Contractor/subcontractor identity checks and background 
screening shall include but shall not be limited to: (1) inspection 
of not less than two forms of valid/curtent govemment issued 
identification (at least one having an official photograph) to 
verify staffs name and residence; (2) screening of federal, 
state, and/or local criminal justice agency information databases 
and files; (3) screening of any terrorist identification files; (4) 
multi-year check of personal, employment and /or credit history; 
(5) access identification to include some form of biometric 
security methodology such as fingerprint, facial or iris scanning. 

The Contractor may be required to have its staff, and any 
subcontractor's staff, authorize the Authority or its designee to 
perform background checks. Such authorization shall be in a 
form acceptable to the Authority. If the Authority directs the 
Contractor to have identity checks and background screening 
performed by a particular firm designated by the Authority, the 
Authority will compensate the Contractor for the cost ofsuch 
screening pursuant to the Extra Work provisions ofthe 
Contract. 

ii. Issuance of Photo Identification cards: 

If the Authority requires facility-specific identification cards for 
the Contractor's and subcontractors' staff, the Authority will 
supply such identification cards at no cost to the Contractor. 

iii. Access control, inspection, and monitoring by security guards: 

The Authority wftl provide for facility access control, inspection 
and monitoring by Authority retained security guards. Should 
the Authority requu*e the Contractor to hire security guards for 
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tiie purpose of facility access control and inspection in lieu of or 
in addition to the Authority retamed facility security guards, the 
Contractor will be reimbursed for the cost of such security 
guards pursuant to the Extra Work provisions ofthe Contract. 
However, this provision shall not reUeve the Contractor of its 
responsibility to secure its equipment and work at the facility at 
its ovm expense. 

The Authority may impose, increase, and/or upgrade security requirements for 
the Contractor, subcontractors and their staffs during the term of this Contract to 
address changing security conditions and/or new governmental regulations. 

32. Constmction In Progress 

The Contractor recognizes that constmction may be in progress at the Facility 
and may contuiue throughout the term of this proposed Contract. 
Notwithstanding, the Contractor shall at all times during the term hereof 
maintain the same standards of performance and cleanliness as prevails in 
non-affected areas as required by the standards hereunder. 

33. Permit-Required Confmed Space Work 

Prior to commencement of any work, the Contractor shall request and obtain 
from the Port Authority a description of all spaces at the facility which are 
permit-required confined spaces requiring issuance of an OSHA permit. 

Prior to the commencement of any work in a permit-required confined space at 
a Port Authority facftity requiring issuance of an OSHA permit, tiie Contractor 
shall contact the Manager to obtain an Authority Contractor Permit-Required 
Confined Space Notification form. The notification form must be filled out 
and submitted prior to commencing permit-required confined space work. All 
confined space work shall be performed in accordance with all appUcable 
OSHA requirements. The Contractor shall provide its employees with a copy 
of its own company permit and shall furnish the Port Authority with a copy of 
the permit upon completion ofthe work. The Contractor must supply all 
equipment required for working in a confined space. 

34. Signs 

Except with the prior written approval ofthe Port Authority, the Contractor 
shall not erect, maintain or display any signs or posters or any advertising on or 
about the Facility. 

35. Vending Machines. Food Preparation 

The Contractor shall not install, maintam or operate on the Facility, or on any 
other Port Authority property, any vending machines without tiie prior written 
approval of the Port Authority. No foods or beverages shall be prepared or 
consumed at the FaciUty by any ofthe Contractor's employees except in areas 
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as may be specifically designated by the Port Authority for such purpose. 

36. Non-Publication 

The Contractor shall not issue nor permit to be issued any press release, advertisement, 
or Uterature of any kind, which refers to the Port Authority or to the fact that goods 
have been, are being or will be provided to it and/or that services have been, are being 
or will be performed for it in cormection with this Agreement, nor shall the Contractor 
use the Port Authority's logo in any way unless the vendor first obtains the written 
approval ofthe Port Authority. Such approval may be withheld if for any reason the 
Port Authority beUeves that the publication ofsuch information would be harmflil to 
the public interest of is in any way undesirable. 
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PART m CONTRACTOR'S INTEGRITY PROVISIONS 

1. Certification of No Investigation (criminal or civil anti-tmsf). Indictment. 
Conviction. Debarment. Suspension. Disqualification and Disclosure of Other 
Information 

By bidding on this Contract, each Bidder and each person signing on behalf 
of any Bidder certifies, and in the case of a joint bid each party thereto 
certifies as to its own organization, that the Bidder and each parent and/or 
affiUate ofthe Bidder has not 

c. 

d. 

e. 

a, been indicted or convicted in any jurisdiction; 
b. been suspended, debarred, found not responsible or otherwise 

disqualified from entering into any contract witii any 
governmental agency or been denied a govemment contract 
for failure to meet standards related to the integrity ofthe 
Bidder; 
had a contract terminated by any governmental agency for 
breach of contract or for any cause based in whole or in part on 
an indictment or conviction; 
ever used a name, trade name or abbreviated name, or an 
Employer Identification Number different fix>m those inserted 
in the Bid; 
had any business or professional license suspended or revoked 
or, within the five years prior to bid opening, had any sanction 
imposed in excess of $50,000 as a resuft of any judicial or 
administrative proceeding with respect to any license held or 
with respect to any violation of a federal, state or local 
environmental law, mle or regulation; 

f had any sanction imposed as aresuU of a judicial or 
administrative proceeding related to fraud, extortion, bribery, 
bid rigging, embezzlement, misrepresentation or anti-tmst 
regardless ofthe dollar amount ofthe sanctions or the date of 
their imposition; and 

g. been, and is not currentiy, the subject of a criminal 
mvestigation by any federal, state or local prosecutmg or 
investigative agency and/or a civil anti-trust investigation by 
any federal, state or local prosecuting or investigative agency. 

S>J^6n-Collusive Bidding, and Code of Ethics Certification. Certificatioirof 
No Solicitation Based On Commission. Percentage. Brok^ageTSontingent or 
Other Fees 

By bidding on this Contract^^easCgidder and each person signing on behalf 
of any Bidder ceiti|iesr^id in the cas5"e£4Joint bid, each party thereto 
certifies as to^t§ownorganization, that 

LOtrHl n 

a. the prices in its bid have been arrived at ind^endently without 
collusion, consultation, communication or agreememfbi^e 



a. 

b. 

c. 

d. 

e. 

f 

the foregoii 
follows: 

purpose of restricting competition, as to any matter relating to 
î such prices with any other bidder or with any competitor; 

le prices quoted in its bid have not been and will not be 
)wingly disclosed directly or indirectiy by the Bidder pri( 

to t!he official opening ofsuch bid to any other bidder or tj/any 
competitor; 
the prftfis quoted in its bid have not been and will noLoe 
knowingh' disclosed directly or indirectly by the Bhiaer prior 
to the ofmsial opening of such bid to any other b i^e r or to any 
competitor^ 
no attempt h^been made and none will be mafle by the 
Bidder to induce any other person, partnership or corporation 
to submit or not to submit a bid for the purpose of restricting 
competition; 
this organization h a ^ o t made any offend or agreements or 
taken any other actioivwith respect to any Authority employee 
or former employee or wnmediate famfly member of either 
which would constitute aVeach of etnical standards under the 
Code of Ethics dated ApriN 1,199m a copy of which is 
available upon request to the^ndiv^ual named in the clause 
hereof entitled "Bidder's Ouesworis"'). nor does this 
organization have any knowledge of any act on the part of an 
Authority employee or formerAuftiority employee relating 
either directly or indirectly tolhis organization which 
constitutes a breach ofthe ^mical standards set forth in said 
Code; 
no person or selling ageriby other tiian kbona fide employee or 
bona fide estabUshed cpmmercial or selling agency maintained 
by the Bidder for the Purpose of securing Wsiness, has been 
employed or retained by the Bidder to solicit or secure this 
Contract on the understanding that a commission, percentage, 
brokerage, contMent, or other fee would be p^id to such 
person or selling agency; and 
the bidder ha/not offered, promised or given, demanded or 
accepted, may undue advantage, directly or mdirectiy, to or 
from a public official or employee, political candidate, party or 
party official, or any private sector employee (mcluding a 
persop^vho directs or works for a private sector enterprise in 
any Opacity), in order to obtain, retain or direct business or to 
secure any other improper advantage in connection with mis 
Contract. 

certifications shall be deemed to be made by the Bidder as 

,, LOltll 

Amend m^t' 
JL 

if the Bidder is a corporation, such certification shaft be 
deemed to have been made not only with respect to the Bidder 
itself, but also with respect to each parent, affiliate, director, 
and officer ofthe Bidder, as well as, to the best ofthe 



certifier's knowledge and belief, each stockholder ofthe 
Bidder with an ownership interest in excess of 10%; 
if the Bidder is a partnership, such certification shall hi 
leemed to have been made not only witii respect to tKe Bidder 

rt,self, but also with respect to each partner. 

Moreover, the forVgoing certifications, if made by a corporate Bidder, shall 
be deemed to have^een authorized by the Board of Directorsyof the Bidder, 
and such authorizaticm shall be deemed to include the signing and submission 
ofthe bid and the incnision therein ofsuch certification a s ^ e act and deed of 
the corporation. 

In any case where the Bidiler cannot make the foregomg certifications, the 
Bidder shall so state and shall fiuiush with the signed bid a signed statement 
which sets forth in detail tiie ieasons tiierefor. If tHe Bidder is uncertain as to 
whether it can make the foregoing certificationsyit shall so indicate in a 
signed statement fiimished with\ts bid, settingobrth in such statement the 
reasons for its uncertainty. 

Notwithstanding that the Bidder maVbe aple to make the foregoing 
certifications at the time the bid is submitted, the Bidder shall immediately 
notify the Authority in writing durin&xhe period of irrevocabiUty of bids on 
this Contract or any extension of s u ^ period of any change of circumstances 
which might under this clause mŝ Cs it unable to make the foregoing 
certifications or require disclosure. The forWomg certifications or signed 
statement shall be deemed to have been madeyby the Bidder with full 
knowledge that they would beicome a part ofthe records ofthe Authority and 
that the Authority will rely cm their tmth and acWacy in awardmg this 
Contract. In the event tha/the Authority should oetermine at any tune prior 
or subsequent to the awara of this Contract that the»Bidder has falsely 
certified as to any matenal item in the foregoing certifications or has willfully 
or fraudulently fumisKed a signed statement which is talse in any material 
respect, or has not Mly and accurately represented anyVircumstance with 
respect to any itenym the foregoing certifications required to be disclosed, the 
Authority may determine that the Bidder is not a responsimc Bidder with 
respect to its bidon the Contract or with respect to fiiture bios on Authority 
contracts and inay exercise such other remedies as are provided to it by the 
Contract witii respect to these matters. In addition. Bidders areWvised that 
knowingly^roviding a false certification or statement pursuant hereto may be 
the basisior prosecution for offering a false mstrument for filing (see e.g. 
New Yjrfrk Penal Law, Section 175.30 et seq.). Bidders are also advised that 
the inability to make such certification will not in and of itself disqualify a 
Bidder, and that in each instance the Authority will evaluate the reasons 

;refor provided by the Bidder. 

S€chcr\ Z'-
T\eplace5 î "rHi- ̂  
'M.nicndiMenL J . 

See: Addemjutm 

3. Bidder EUgibiUtv for Award of Contracts - Determination bv an Agency 
ofthe State of New York or New Jersey Concerning EUgibiUtv to Receive 
PublicContracts 
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Bidders are advised that the Authority has adopted a policy to the effect that 
in awarding its contracts ft will honor any determination by an agency ofthe 
State of New York or New Jersey that a Bidder is not eligible to bid on or be 
awarded public contracts because the Bidder has been determined to have 
engaged in illegal or dishonest conduct or to have violated prevailing rate of 
wage legislation. 

The policy permits a Bidder whose ineligibiUty has been so determined by an 
agency ofthe State of New York or New Jersey to submit a bid on a Port 
Authority contract and then to establish that it is eligible to be awarded a 
contract Oî  which it has bid because (i) the state agency determination relied 
upon does not apply to the Bidder, or (ii) the state agency determination 
relied upon was made without affording the Bidder the notice and hearing to 
which the Bidder was entftled by the requfrements of due process of law, or 
(iii) the state agency determination was clearly erroneous or (iv) the state 
determination relied upon was not based on a finding of conduct 
demonstrating a lack of integrity or violation of a prevailing rate of wage law. 

The fiiU text ofthe resolution adopting the policy may be found in the 
Minutes ofthe Authority's Board of Commissioners meeting of September 9, 
1993. 

4. No Gifts. Gratuities. Offers of Employment. Etc. 

During the term of this Contract, the Contractor shall not offer, give or agree 
to give anything of value either to a Port Authority employee, agent, job 
shopper, consultant, constmction manager or other person or fmn 
representing the Port Authority, or to a member of tiie immediate family (i.e., 
a spouse, child, parent, brother or sister) of any ofthe foregoing, in 
connection with the performance by such employee, agent, job shopper, 
consultant, constmction manager or other person or firm representing the Port 
Authority of duties involving transactions with the Contractor on behalf of the 
Port Authority, whether or not such duties are related to this Contract or any 
other Port Authority contract or matter. Any such conduct shall be deemed a 
material breach of this Contract. As used herein "anything of value" shall 
include but not be limited to any (a) favors, such as meals, entertainment, 
transportation (otiier than that contemplated by the Contract or any other Port 
Authority contract), etc. which might tend to obligate the Port Authority 
employee to the Contractor, and (b) gift, gratuity, money, goods, equipment, 
services, lodging, discounts not available to the general pubUc, offers or 
promises of employment, loans or tiie cancellation thereof, preferential 
treatment or business opportunity. Such term shall not include compensation 
contemplated by this Contract or any other Port Authority contract. Where 
used herein, tiie term "Port Authority" shall be deemed to include all 
subsidiaries ofthe Port Authority. 

The Contractor shall insure that no gratuities of any kind or nature 
whatsoever shall be solicited or accepted by it and by its personnel for any 
reason whatsoever from the passengers, tenants, customers or other persons 
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using tiie FaciUty and shall so instmct its personnel. 

In addition, during the term of this Contract, the Contractor shall not make an 
offer of employment or use confidential information in a manner proscribed 
by the Code of Ethics and Financial Disclosure dated April 11,1996 (a copy 
of which is available upon request to the Office ofthe Secretary ofthe Port 
Authority). 

The Contractor shall include the provisions of this clause in each subcontract 
entered mto under this Contract. 

5. Conflict of Interest 

During the term of this Contract, the Contractor shall not participate in any 
way in the preparation, negotiation or award of any contract (other than a 
contract for its own siervices to the Authority) to which it is contemplated the 
Port Authority may become a party, or participate in any way in tiie review or 
resolution of a claun in connection with such a contract if the Contractor has 
a substantial financial interest in the contractor or potential contractor ofthe 
Port Authority or if the Contractor has an arrangement for future employment 
or for any other busmess relationship with said contractor or potential 
contractor, nor shall the Contractor at any time take any other action which 
might be viewed as or give the appearance of conflict of interest on its part. 
If the possibility ofsuch an arrangement for future employment or for anotiier 
business arrangement has been or is the subject of a previous or current 
discussion, or if the Contractor has reason to believe such an arrangement 
may be the subject of future discussion, or if the Contractor has any financial 
interest, substantial or not, in a contractor or potential contractor ofthe 
Authority, and the Contractor's participation in the preparation, negotiation or 
award of any contract with such a contractor or the review or resolution of a 
claim in connection with such a contract is contemplated or if the Contractor 
has reason to believe that any other situation exists which might be viewed as 
or give the appearance of a conflict of mterest, the Contractor shall 
unmediately mform the Dfrector in writing ofsuch situation giving the full 
details thereof Unless the Contractor receives the specific written approval 
ofthe Director, the Contractor shall not take the contemplated action which 
might be viewed as or give the appearance of a conflict of mterest. In the 
event the Director shall determine that the performance by the Contractor of a 
portion of its services under this Agreement is precluded by the provisions of 
this numbered paragraph, or a portion ofthe Contractor's said services is 
determined by the Director to be no longer appropriate because ofsuch 
preclusion, then the Director shall have full authority on behalf of both parties 
to order that such portion ofthe Contractor's services not be performed by the 
Contractor, reserving the right, however, to have the services performed by 
others and any lump sum compensation payable hereunder which is 
applicable to the deleted work shall be equitably adjusted by the parties. The 
Contractor's execution of this document shall constitute a representation by 
the Contractor that at tiie tune ofsuch execution the Contractor knows of no 
circumstances, present or anticipated, which come within the provisions of 
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this paragraph or which might otherwise be viewed as or give the appearance 
of a conflict of interest on the Contractor's part. The Contractor 
acknowledges that the Authority may preclude it from involvement in certain 
disposition/privatization initiatives or transactions that result from the 
findings of its evaluations hereunder or from participation in any contract 
which results, directly or indirectly, from the services provided by the 
Contractor hereunder. 

6. Definitions 

As used in this section, the following terras shall mean: 

AffiUate - Two or more firms are affiliates if a parent owns more 
than fifty percent ofthe voting stock of each ofthe firms, or a common 
shareholder or group of shareholders owns more than fifty percent ofthe 
voting stock of each ofthe firms, or if the firms have a common proprietor or 
general partner. 

Agency or Governmental Agency - Any federal, state, city or other 
local agency, includmg departments, offices, public authorities and 
corporations, boards of education and higher education, public development 
corporations, local development coiporations and others. 

Investigation - Any inquiries made by any federal, state or local 
criminal prosecuting agency and any inquiries concerning civil anti-trust 
investigations made by any federal, state or local governmental agency. 
Except for inquiries concerning civil anti-tmst investigations, the term does 
not include inquiries made by any civil government agency concerning 
compliance with any regulation, the nature of which does not carry criminal 
penalties, nor does it include any background investigations for employment, 
or Federal, State, and local inquiries into tax returns. 

Officer - Any individual who serves as chief executive officer, chief 
fmancial officer, or chief operatuig officer ofthe Bidder by whatever tftles 
known. 

Parent - An individual, partnership, joint venture or corporation 
which owns more than 50% ofthe voting stock ofthe Bidder. 

If the solicitation is a Request for Proposal: 

Bid - shall mean Proposal; 

Bidder - shall mean Proposer; 

Bidding - shall mean submitting a Proposal. 
In a Contract resulting from the taking of bids: 

Bid - shall mean bid; 
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Bidder - shall mean Bidder; 

Bidding - shall mean executing this Contract. 

In a Contract resulting from the taking of Proposals: 

Bid - shall mean Proposal; 

Bidder - shall mean Proposer; 

Bidding - shall mean executing this Contract. 
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ATTACHMENT C - PROPOSER REFERENCE FORM 

Name ofProposer: Avolar Construct ion^ I n c . 

Please provide a list of references on the firm's performance of similar work within the 
last five years, including aft current contracts. Use additional sheets as necessary. 

Include the following information for each reference: 

Customer Name: IpC hn'l P,a , X n c . [CotJSXHOCriOu 
Address: M MapiP Ct. ,7Miflfir̂  MJ" d^HoS 
Contact Name and Title: " ^ n hSatz^vihl^ , \lirr.T>re^ident A tArin^t^er 
Phone and Fax Numbers ofContact: -T? |.^>'q'7:^.7L^.''4Q47 TA-L"^' ^11^.235. 3^(o 2. 
Contract date(s): Mag 2CC>'i -IVrserrt 
Contract cost: \fAr\es "PLI^'l>n^gQ.-t 
Description of work: 

- -i^ £rviph/|P^. mho r.ftnductPd/:onducfe> lA>rlC: 
• ^ y r - d Coh'n 

Customer Name: N]frhagl Ar^thooj S'ljm g> HuJOinqs Cn-[Xrc>^li6bon] 
Address: 15S KP^mtj ^v/e.j J'KX^.L) ^I'iij, M J ^ 7 3 ^ 
Contact Name and Tftle: Mi/*.h^l Anfhfli^u •Bf?»JleLj ^ I'rr^iderrtL 
Phone and Fax Numbers of Contact:Tf,J.-*S : e>CO-lL[-'h^HU /2d\',i3'3.Bilcb "fa^^.' 2 0 \ H ^ . 
Contract date(s): E^t- 'VJA^C^ {^^l2cr^ - r^rjotnr^ 52^/ 
Contract cost: l/^rirs^ "F^K- T ^ g r 4 -
Description of Work: P 

Jjns-i:a llf̂ -Bon ^ S i g n s ^ ftunio^Sj includi r q 
n t b n -irfKrib^rrf^cri, ,-Hor^sr^rrf- / igVing ^ba/ /as t -

jar̂ gaKd (!̂ )|orL • 
Customer Name: ^•RmifL and Mar^^ X.r\C-
Address: LbS Lex.tVvS»-n>a Aug.. ^ ML)., ML) IQQil̂  
Contact Name and Titie: "Fhgd En^^tgo , Qpr>gj^Ai H«3nQ.yr 
Phone and Fax Numbers of Contact: Tr i *̂̂-. fgia')/^^^. ^40D Tax; ^2i2'1^^^.^4^4 
Contract date (s): ApWl 7fvy>- M/^rJ^ g/ŷ .S* 
Contract cost: "fiftio ftrM-KiLXftLcij-yKyre, / a3eg.lci^ ba.s/^ 
Description of work: -xrctud&d, bu> rvsv Orvukd-b: C4̂ <at\L;'g ^ . 

ftiJ^plfctO^ nehooykinA ^ 

'^^r^pWe loho Ccind'̂ kd-+1ie i^K-: Lui'b. Woni^'btll) 
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Customer Name: 
Address: 
Contact Name and Titie: 
Phone and Fax Numbers ofContact: 
Contract date (s): 
Contract cost: 
Description of work: 

Customer Name:_ 
Address: 
Contact Name and Title: 
Phone and Fax Numbers of Contact:, 
Contract date (s):>. L : 
Contractcost: 
Description of work: 

1 .' 
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ATTACHMENT D - PORT AUTHORITY FACILITIES 

Aviation 

John F. Kennedy Intemational Airport 
Newark Liberty Intemational Airport 
LaGuardia Airport 
Downtown Manhattan Heliport 
AirTrain Newark 
AirTrain JFK 
Teterboro (excluded for purposes of this RFP. but Usted for information only) 

Tunnels, Bridges & Terminals 

George Washington Bridge 
George Washington Bridge Bus Station 
Lincoln Tunnel 
Port Authority Bus Terminal 
Holland Tunnel 
Bayonne Bridge 
Goethals Bridge 
Outerbridge Crossing 

Port Authority Trans-Hudson 

PATH Rail Transit System 
Journal Square Transportation Center 

Port Commerce 

Auto Marine Terminal 
Brooklyn Port Authority Marine Terminal 
Brooklyn Piers 
Red Hook Container Terminal 
Elizabeth Port Authority Marine Termmal 
Port Newark 
Howland Hook Marine Terminal 
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Economic Development 

The Legal Center 

The Teleport 
Essex County Resource Recovery Facility 
Batiigate Industrial Park 
Industrial Park at EUzabeth 

World Trade Center site 
World Trade Center Transportation Hub (imder development) 

Notes Regarding The Above Facilities 

Please note the following faciUties will be phased uito the Scope of Work of this Contract 
as existing agreements expire or are otherwise terminated: 

• the airport terminals at LaGuardia. John F. Kennedy Intemational, and Newark 
Liberty Intemational airports, inside the AirTrain Newark stations and cars, 
inside the AirTrain JFK stations, the 3 Van Wyck Sign Bridges, the LGA Garage, 
the Terminal 4 Garage, and the Newark Liberty Toll Plaza billboard sign, 
(Current agreements are in effect through 2005.) 

• inside the PATH rail transit system cars and station platforms. (Current 
agreements are m effect through Aug. 2007.) 

• Port Authority Bus Terminal (The mterior is under agreement until June 30, 
2006; exterior is under agreement until June 30,2016.) 

The Port Authority currently generates approximately $25 million in gross advertising 
revenue sales from the facilities listed in the bullets above, with approximately 80% of 
the gross sales total generated through the airports. 
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ATTACHMENT E - Financial Proposal 

Your full compensation for all services rendered in connection with this Agreement will be 
derived from your share ofthe gross advertising sales. You will not be reimbursed for any out-
of-pocket costs incurred in connection with any task related to the performances ofthe duties 
contained in the Scope of Work. 

The Port Authority to itself may constmct or have constmcted infrastmcture at its facilities that 
may be also suitable for the placement of advertising. In such a cases the Port Authority reserves 
the right to negotiate with the Contractor a different arrangement for compensation to the 
Authority than is set forth in this Contract. 
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ATTACHMENT F - Contractor's officers and staff 

Name: Luz D. Colon (D id i ) 

JU\Q. P r e s i d e n t 

Name: Edgard Colon 

Title: " ^ " ^ ^ ^ ^ 

Name: 

Titie: 

Name: 

Title: 

Name: 

Tftle: . 

Name: 

Title: 
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ATTACHMENT F - Contractor's officers and staff 

Name: Luz D, Colon (Didi) 

rp-.| P r e s i d e n t 

jvjame: Edgard Colon 

Title: "^"^^^^ 

Name: 

Titie: 

Name: 

Titie: 

Name: 

Titie: _ 

Name: 

Titie: 
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ATTACHMENT G - Advertising Guidelines - Abstract 

No advertising material shall be pennitted to be displayed unless the Port Authority has 
given prior written approval as to the content ofthe material stating that it is in compliance with 
specific advertising guidelmes that will be included in the governing agreement. It is expected 
that those guidelmes will (1) permit only advertising promoting the sale or rental of a product 
(except tobacco), service or property, travel to a travel destination, or attendance at an event, and 
(2) prohibit advertising that is defamatory, false or deceptive, concems illegal services or 
products, violates proprietary rights, includes images of human nudity or is otherwise material 
mappropriate for general public view as wift be specifically described in the agreement. The 
guidelmes will include provisions for intemal Port Authority review procedures as to any denial 
of approval based on content. 



ATTACHMENT H - Olympic 2012 Agreement 

Note: Contractor's are hereby given notice that the attached agreement shaft be in 
force in the event that New York City is chosen to host the 2012 Olympic Games. 
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ATTACHMENT H - Olympic 2012 Agreement 

Note: Contractor's are hereby given notice that the attached agreement shall be in 
force in the event that New York City is chosen to host the 2012 Olympic Games. 
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LETTER AGREEMENT 

October 19, 2004 

The Port Authority of New York and New Jersey 
225 Park Avenue South 
New York, New York 10003 

Ladies and Gentlemen; 

In connection with the preparation, for submission to the Intemational 
Olympic Committee ("IOC"), of a candidature for New York City to host tiie 2012 
Olympic Games, NYC2012 must demonstrate that it will take the necessary steps to 
protect the value of authorized Olympic sponsorships and the rights of authorized 
Olympic marketing partners by preventing and confronting ambush marketing. 
Accordingly, the IOC requires NYC2012 to make advertising space in New York City 
available only to Olympic sponsors and partners during tiie 2012 Olympic Games in 
order to reduce unfair competition in the form of ambush marketing. 

This letter, when countersigned by you, will evidence the Port Authority 
of New York and New Jersey's ("PA") agreement to assist NYC2012 with its efforts to 
reduce ambush marketing at its facilities. Subject to and in accordance with the terras of 
this Letter Agreement, the PA hereby agrees that if New York City is chosen to host the 
2012 Olympic Games: (1) it will Ucense to NYC2012 the advertising space under the 
PA's control at its faciUties, as set forth in Schedule A (the "Ad Space"), for the period 
June 26,2012 tiirough August 21. 2012 inclusive (the "License Period"), and (2) all 
fiiture agreements which grant rights to the advertising space under the PA's control at its 
facilities wftl contain an acknowledgement ofthe terms of this letter Agreement and will 
require aU licensees, lessees, permitees, vendors and contractors to comply with the terms 
of this Letter Agreement. 

Notwithstanding the generaUty ofthe foregoing or anything to the contrary 
stated herein, the PA's obligation to make available advertising space to NYC2012 under 
this Letter Agreement shall be subject to all ofthe following: (1) with respect to all 
terminals not under the control of the PA, the rights of third parties with which the PA 
has entered into agreements as ofthe date ofthe execution of this Letter Agreement, 
includmg, but not limited to, the rights of temiinal airUne lessees, (2) the PA's tenant 
alteration and application process (the "TAA process"), which shaU apply, among other 
things, to the installation, maintenance, and location of any advertising, (3) the PA mles, 
regulations and policies concerning content of advertising in effect from time to time, and 
(4) the receipt by the PA of a written notice from NYC2012 not less tiian sixty (60) days 
prior to the start ofthe License Period (the "sixty-day notice") stating (i) that NYC2012 
intends to exercise the rights granted toit by this Letter Agreement, and (ii) the 
information required in paragraph 4 of this Letter Agreement, and (3) receiving the 
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requisite prior authorization(s) ofthe Board of Commissioners ofthe PA. 

1. License Fee. The license fee for Ad Space shall be calculated as follows: the 
average price for various types of advertising ( e^ . wall wraps, spectaculars and 
dioramas) as established by the relevant advertising permittees/lessees then under 
contract with the PA at its faciUties for 2005,2006, 2007 and 2008 (tiie "Average Price"), 
multiplied by the percentage increase projected as of December 31, 2008, for the period 
2009 tiirough 2012, by tiie Consumer Price Index for Ail Urban Consumers - New York-
Northern New Jersey-Long Island, NY-NJ-CT (All Items, unadjusted 1982-84=100) 
published by the Bureau of Labor Statistics ofthe United States Department of Labor, 
plus a twenty percent (20%) premium. Such 20% premium shall be referred to herein as 
the Olympic Premium. 

2. Assignment. The parties acknowledge and agree that should the Games be 
awarded to New York City, NYC2012 will be succeeded by the New York Committee 
for tiie Olympic Games ("NYCOG") tiiat shaU receive from NYC2012 an assignment of 
all rights, and shall assume all obUgations concerning, anangements underlying the bid 
including all rights pursuant to this Letter Agreement and shall be the organization to 
conduct the Games and carry out the rights and responsibftities of NYC2012 hereunder. 

3. Tennination. This Letter Agreement will temiinate upon the failure of New 
York City to be awarded the Olympic Games by the IOC or the failure of the PA to 
receive the sixty-day notice described herein. 

4. Unconamitted Ad Space. The sixty-day notice shall identity all Ad Space 
contractually committed to by written agreement, between the IOC and any Olympic 
Advertising Party, for advertising at each PA facility during the period ofthe Olympic 
Games and for the period commencing thirty (30) days prior to the start ofthe Olympic 
Games. Any advertising space at a PA facility which is not identified in the sixty-day 
notice shall be deemed to be uncommitted Ad Space and, accordingly, shaU not be 
subject to this Letter Agreement and may be sold, Ucensed or leased without restriction or 
condition. In addition, NYC2012 acknowledges and agrees that between the date of this 
Agreement and tiie start of the Olympic Games, the Port Authority shall have the right in 
its sole discretion to eliminate or modify existing advertising space at any its facilities, 
including but not Umited to any ofthe Ad Space, and convert such space to another 
purpose. 

5. Representations and Warranties of PA. 

(a) Upon receipt of the requisite prior authorization(s) from the Board of 
Commissioners, the PA has aft necessary power and authority to enter into this Letter 
Agreement and to perfonn its obUgations hereunder; the execution of tiiis Agreement by 
PA and the performance by PA of its obUgations hereunder have been duly authorized by 
all necessary coiporate action on the part of PA; and this Letter Agreement has been duly 
executed and deUvered by PA and is a valid and binding obligation of PA enforceable 
against PA in accordance with its terras. 



(b) PA further represents and wanants that it owns or controls all ofthe Ad 
Space and that Schedule A is a complete Ust of the number of locations of advertising 
space at each of the PA faciUties as of the date of the execution of this Letter Agreement 
by the PA; provided, however, that the failure of any third party to comply with the terms 
of any agreement between said third party and the PA shaft not constitute a breach of this 
Letter Agreement by the PA and provided, further, this Letter Agreement shall not 
require the PA or any of its advertising pemiittees/lessees to breach any existing 
agreement to which it is aparty as ofthe date of the PA's execution of this Letter 
Agreement. 

(c) PA further represents and wanants that entering into tiiis Letter 
Agreement wiU not conflict with any other obligations or agreements to which PA is a 
party and PA covenants not to enter into any confUcting agreements during the term of 
this Letter Agreement. 

6. Representations and Wananties of NYC2012. NYC2012 has aU necessary 
power and autiiority to enter into this Letter Agreement and to perform its obligations 
hereunder; tiie execution of this Letter Agreement by NYC2012 and the performance by 
NYC2012 of its obligations hereunder have been duly autiiorized by aU necessary 
corporate action on the part of NYC2012; and this Letter Agreement has been duly 
executed and delivered by NYC20i2 and is a valid and binding obUgation of NYC2012 
enforceable against NYC2012 in accordance witii its terms. 

7. Remedies. Each party acknowledges that monetary damages may not be an 
adequate remedy for any breach or threatened breach ofthe provisions of this Letter 
Agreement by the otiier party, and that such first party shaft be entitled to seek equitable 
relief, including a temporary restraining order, a preliminary or permanent injunction or 
specific performance, as a remedy for any such breach or threatened breach. Each party 
agrees that in the event such equitable relief is granted by a court of competent 
jurisdiction that the party seeking equitable reUef shaft not be required to post a bond in 
connection therewith. Each party further agrees that the remedies of a temporary 
restraining order, preliminary or permanent injunction or specific performance shaft not 
be deemed to be the exclusive remedies for a breach of this Letter Agreement but shall be 
in addition to all other remedies available at law or equity. Notwithstanding the 
foregoing, any lawsuit or other claim against the PA or its Commissioners, officers or 
employees shall be subject to all prohibitions, limitations, requirements and restrictions 
for commencement and maintenance of lawsuits and other claims against the PA, its 
Commissioners, officers or employees set forth in the statutes of the New York law, 
including but not limited to statutes codified in the New York Unconsolidated Laws and 
the New York Civil Practice Laws and Rules, and such prohibitions, limitations, 
requirements and restrictions are not waived by this paragraph. 

8. Governing Law. This Letter Agreement is made under, and will be 
constmed in accordance witii, the laws of the State of New York, without giving effect to 
its principles of conflict of laws. 



9. No Personal Liability. No Commissioner, director, officer, agent or 
employee of either party shall be charged personally or held contractually liable by or to 
the other party under any term or provision of this Letter Agreement or of any 
modification or amendment hereto or because of any breach thereof, or because of its 
execution or attempted execution. 

10. Entire Agreement. This Letter Agreement constitutes the entire agreement 
between the PA and NYC2012 on the subject matter, and may not be changed, modified, 
discharged or extended except by instmment in writing duly executed on behalf of both 
tile PA and NYC2012. KYC2012 agrees that no representations or warranties shall be 
binding upon the PA unless expressed in writing in tiiis Letter Agreement. 

Please confirm your agreement to the matters referred to and set forth in this letter 
by signing, dating and returning a copy of this letter to me. 

Very tmly yours, 

NYC2012/'/ 

By : / t K U / / •• M 
/ 

drew Kimball 

Titie: ? \ r -g^ • • ' f ^ ^ i J 

I 
. A A T . ^ ̂  hn—t 

Accepted and Agreed to: 

The Port Authority of New York and New Jersey 

ief of Piiblic-^nd Gdvernment Affairs 
/_x.SfljjJiitj^ z ) f r e d / ^ 

Date: / o A s ^ / o / 
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Schedule A 

LaGuardia Airport Inventory Count 
867-LGA Sellable Faces 
460.LGAUnits 

Breakdown by Unit 
Total of4'A10'Lightbox 
Total of Banner 
Total of Clock 
Total of Diorama 
Total of Diorama Otf^r 
Total of Display Area 
Total of Jet Bridges 
Total of Phone Board 
Total of Phone Board Service 
Total of Spectacular (other) 
Total of Take-one/Mtnc Chg 
Total of Vertical Displays 
Total of Exterior Banners 
Total of Wall Wrap 

3 
1 
1 

334 
14 
7 

250 
146 
26 
19 
6 
12 
2 

48 

869 Sellable Faces 
^60 Units 

Thb '̂Sdredii'̂  f\" has 
£fT^ep laced- with : 

•John F, Kennedy Airport Inventory Co j n t 
1342-JFK Sellable Faces 
728-J_FK Units „ 

Breakdown by Unit 
Tolal 
Tolal 
Total 
Total 
Total 
Tolal 
Total 
Total 
Total 
TolaJ 
Total 
Tolal 
Total 
Total 

/-/ 
/ 

/ 

0f4 'x 10'Lightbox / 
Of Banner / 
of Clock / 
of Digital Diorama / 
of Diorama / 
Of Diorama Other / 
Of Display Area / 
of Double Diorama Full 
of Exterior Sites 
Of JCDecatJx Displays 
of Jet Bprages 
of Showcase 
of Spectacular (other) 
of Wall Wrap 

44 \ 
19 \ 
6 \ 

80 \ 
346 \ 

36 \ 
12 \ 
6 \ 

44 \ 
35 \ 

499 \ 
1 \ 

49 \ 
165 

1342 Sellable Faces 
72C Units 

\ 

\ 
\ 

\ 
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New York Downtown Heliport 
3-JFK Sellable Faces 
3-JFK Units 

Breakdown by Unit 

Tolal of Clock 
Total of Diorama 

Sellable Faces 
Units 

Hfts Been T)£LETED 

nuD 'Pi£pLP^cer> ujiTH 

T5frT6D HIM Iti), 2oOS. 
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fom • AJi-Pdcpon AOt. K.Y. (itv IM/lOOO] 

F O R T H E P O R T AUTHORITY' OF N E W Y O R K AND N E W JERSEY 

STATBOFNEWYORK ) 
)S5. 

COUNTY OF NEW YORK ) 

On lhc fli-' day of ( D c i ^ D ^ ^ in the year 2004, before me, the undersigned, a 
Notary Public itt md for Mid stale. personaUy appeared KLCJKfl^U CLr«PoiYaJLu*-> 
personally known to me or proved to me on the basis of satisfactory evidence to be lhc 
individualfs)- who^e namc(s^ is (arc)-subscribed to Ihe withm instrumeni and acknowledged lo 
me Ihat he/shcrttiey executed the same in his/W/thcir capocity(i*d). and that by his/hcrrtheir 
signature!^ on ihe in«nimcni, the individual(a5T or lhc person .upon behalf ol which iht 
individual^f^acted, executed the insiniment. 

a6iA/^<^ 
(notarial seal acd suunp) 

Marie M. Edwards 
Notary Public. State of New York 

No. 01E04959693 
Oualifted in Kings CounW 

F O R NYC2012 Commissiori ExpiresJjWj^pOt' 

STATE OF NEW YORK ) 

COUNTY OF NEW YORK ) 

On the /** day of A f̂l̂ r6*^ U-'^m iht year 2004, before mc, the undersigned, a 
Nouxy Public in and for laid state, personally appeared AVA.<4VAC.J |J . k-iA\t-uXX-. 
personally icnown (0 me or proved io mc on the basis of satisfactory evidence to be the 
individuair^ whose namef^) is ( y ^ subscribed to the within instrument and acknowledged to 
me that hc>9ite!*they executed lhc sajre in hisiteiteir capacityfje^, and that by hirficrthcir 
signMurcf^ on the instrument, the individuals^, or the pccson upon behalf of which the 
individuaK^ acted, executed the instrument 

-^ J (nolarial scii'Srid stamp) 

4SHLEI0ML0N3ON 
yP«W«. Slate «7iS? 

/ - • • • 
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ATTACHMENT I - SCHEDULE G—FACILITY TRAFFIC 
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Schedule G • Facility Traffic* 

TUNNELS AND BRIDGES 
(Eastbound Traffic) 2004 2003 
All Crossings 
Automobiles 
Buses 
Trucks 
Total vehicles 

115,219,000 
3,123,000 
8.205,000 

112,869,000 
3.041.000 
7,910,000 

George Washington Bridge 
Automobiles 
Buses 
Trucks 
Total vehicles 

126,547.000 123,820,000 

49,377.000 
606.000 

4.219,000 

48.354,000 
594,000 

4,023,000 
54,202.000 52,971.000 

Lincoln Tunne) 
Automobiles 
Buses 
Trucks 
Total vehicles 

18.541.000 
2.051,000 
1,141.000 

18,120,000 
1,973,000 

985.000 
21,733.000 21.078.000 

Holland Tunnel 
Automobiles 
Buses 
Trucks 
Total vehicles 

16,353.000 
221,000 
389,000 

15.790,000 
232,000 
544.000 

16.963,000 16.566.000 
Staten Island Bridges 
Automobiles 
Buses 
Trucks 
Total vehicles 

30,948.000 
245,000 

2.456,000 

30,605.000 
242,000 

2,358.000 
33,649.000 33.205.000 

Cumulative PA investment 
In Tunnels and Bridges 
(In thousands) $ 2,877.063 $ 2,633.246 

PATH 
2004 2003 

Total passengers 
Passenger weekday 
average 

57,768.000 47,920,000 

194.000 160,000 
Cumulative PA Investment 

In PATH 
(In thousands) $ 2.343.740 $ 2.170,285 

MARINE TERMINALS 
2004 2003 

All Terminals 
Containers 
General cargo (a) 

(Metric tons) 
New Jersey Marine Terminals 
Containers 
New York Marine Terminals 
Containers 

2,401.042 

25.474,164 

2.084.590 

316.452 

2,231,931 

23,538.926 

1.903.367 

328.564 
Cumulative PA Investment 

in Marine Terminals 
(In thousands) $ 2.338.597 $ 2,078.759 

AIR TERMINALS 
2004 2003 

Totals at the Three Major Airports 
Plane movements 1,112.800 1,020,000 
Passenger traffic 93,823,100 83,669,800 
Cargo-tons 2,796,900 2.722.800 
Revenue mail-tons 194,200 188.400 
John F. Kennedy International Airport 
Plane movements 
Passenger traffic 

308,400 

Domestic 
Intemational 

Cargo-tons 

20.088,400 
17.429.700 
1.787.500 

268,400 

16.436.900 
15,299,600 
1,734,90r 

LaGuardia Airport 
Plane movements 
Passenger traffic 

Domestic 
International 

Cargo-tons 

383,000 

23.119.300 
1,295,600 

14.100 

360,000 

21.435,300 
1.047,500 

12.300 
Newark Liberty Intemational Airport 
Plane movements 421,400 391.600 
Passenger traffic 

Domestic 23.040.100 21.781,900 
Intemational 8.850.000 7.668,600 

Cargo-tons 995,300 975.600 
Cumulative PA Investment 

In Air Terminals 
(In thousands) $ 9,863,413 $ 9.454.165 

TERMINALS 
2004 2003 

All Bus Facilities 

Passengers 
Bus movements 

70,687,400 
3,528,800 

69,427.600 
3,446.700 

Port Authority Bus Terminal 
Passengers 56.335.000 55,925.000 
Bus movements 2.253,400 2,237,000 

George Washington Bridge 
Bus Station 

Passengers 
Bus movements 
PATH Journal Square 

Transportation Center 
Bus Station 

Passengers 
Bus movements 
Cumulative PA Investment 

In Bus Facilities 
(In thousands) 

Total Port Authority Cumulative 
Invested (n facilities, 
Including the above 
(In thousands) 

7.394,400 
332,400 

6,958,000 
943,000 

$ 735.604 S 
2004 

$ 21,141,528 $ 

6,817,600 
303.700 

6.685.000 
906.000 

698.449 
2003 

19,866.282 

(a) Intemationat oceanbome general cargo as recorded in the New Yorit - New Jersey 
Customs District 

* Some 2003 numbers reflect revised data. 
/ ' • • 64 



ATTACHMENT J - LETTER OF CREDIT FORMAT 

LETTER OF CREDIT FORMAT 

The Port Authority of New York & New Jersey Date 
225 Park Avenue South, 12* Floor 
New York, NY 10003 

Attn: CREDIT MANAGER 

CLEAN IRREVOCABLE STANDBY LETTER OF CREDFT NO. (C)_ 

At the request of (A) , we (B) hereby open this CLEAN 
IRREVOCABLE LETTER OF CREDIT NO. (C) in your favor up to an aggregate of 

(D) U.S. DoUars, available by your draft(s) on us at sight. 

We warrant to you that all your drafts under this CLEAN IRREVOCABLE LETTER OF CREDFT WILL BE DULY 
HONORED UPON PRESENTATION OF YOUR DRAFT(S) drawn on us and presented to us at 

(E) on 
or before the expiration date set forth below or fiiture expiration date as indicated below. Our obligation under this 
Letter of Credit is the individual obligation ofthe Bank, in no way contingent upon reimbursement thereto, or upon 
our ability to perfect any lien or security interest. 

AH drafts must be marked "Drawn Under (B) Letter of Credit No. (C) 
dated ". Partial drawings under this Letter of Credit are permitted. 

This CLEAN IRREVOCABLE LETTER OF CREDIT expires at the close of busmess on (F) 
This CLEAN IRREVOCABLE LETTER OF CREDIT shall be automatically extended without 
amendment for additional periods of one (1) year from the present or each future expiration date 
unless we have notified you in writing not less than sixty (60) days before such date that we elect 
not to extend the Letter of Credit for such additional period, such notice to be sent by registered 
or certified mail to you at the address herein. Upon receipt by you ofsuch notice you may draw 
on us at sight for the balance remaining in this Letter of Credit within the then applicable 
expiration date, no statement requked. 

EXCEPT AS OTHERWISE EXPRESSLY PROVIDED HEREIN, THIS LETTER OF CREDFT IS SUBJECT TO 
THE UNIFORM CUSTOMS AND PRACTICE FOR DOCUMENTARY CREDITS (1993 REVISION) 
INTERNATIONAL CHAMBER OF COMMERCE PUBLICATION NO. 500. 

BANK OFFICER/REPRESENTATIVE 

LEGEND: 
A - INSERT APPLICANT NAME, l £ . TENANT OR LESSEE NAME 
B - INSERT NAME OF ISSUING BANK 
C - INSERT L/C roENTIFICATION NUMBER 
D - mSERT DOLLAR VALUE OF INSTRUMENT 
E - INSERT EXACT ADDRESS OF LOCAL BANK BRANCH 
F - INSERT EXPIRATION DATE OF LEASE PLUS 180 DAYS 

/ • ' • 
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ATTACHMENT J - LETTER OF CREDIT FORMAT 

LETTER OF CREDIT FORMAT 

The Port Authority of New York & New Jersey Date 
225 Park Avenue Soudi. 12* Floor 
New York, NY 10003 

Attn: CREDIT MANAGER 

CLEAN IRREVOCABLE STANDBY LETFER OF CREDIT NO. (C). 

At the request of (A) , we (B) hereby open this CLEAN 
IRREVOCABLE LETTER OF CREDIT NO. (Q in your favor up to an aggregate of 

(D) U.S. Dollars, available by your draft(s) on us at sight. 

We warrant to you that all your drafts under this CLEAN IRREVOCABLE LETTER OF CatEDFT WILL BE DULY 
HONORED UPON PRESENTATION OF YOUR DRAFT(S) drawn on us and presented to us at 

(E) on 
or before the expiration date set forth below or future expiration date as indicated below. Our obUgation under this 
LettGi of Credit is the individual obligation ofthe Bank, in no way contingent upon reimbursement thereto, or upon 
our ability to perfect any lien or security interest. 

All drafts must be marked "Drawn Under (B) Letter of Credit No. (C) 
dated ". Partial drawings under this Letter of Credit are permitted. 

This CLEAN IRREVOCABLE LETTER OF CREDFT e)q)ires at the close of business on (F) 
This CLEAN IRREVOCABLE LETTER OF CREDIT shall be automatically extended without 
amendment for additional periods of one (1) year from the present or each future expiration date 
unless we have notified you in writmg not less than sixty (60) days before such date that we elect 
not to extend the Letter of Credit for such additional period, such notice to be sent by registered 
or certified mail to you at the address herein. Upon receipt by you ofsuch notice you may draw 
on us at sight for the balance remaining in this Letter of Credit within the then applicable 
expiration date, no statement required. 

EXCEPT AS OTHERWISE EXPRESSLY PROVIDED HEREIN, THIS LETTER OF CREDFT IS SUBJECT TO 
THE UNIFORM CUSTOMS AND PRACTICE FOR DOCUMENTARY CREDFFS (1993 REVISION) 
INTERNATIONAL CHAMBER OF COMMERCE PUBLICATION NO. 500. 

BANK OFHCER/REPRESENTATIVE 

LEGEND: 
A - INSERT APPLICANT NAME, I.E. TENANT OR LESSEE NAME 
B - INSERT NAME OF ISSUING BANK 
C - INSERT L/C IDENTIFICATION NUMBER 
D - INSERT DOLLAR VALUE OF INSTRUMENT 
E - INSERT EXACT ADDRESS OF LOCAL BANK BRANCH 
F - INSERT EXPIRATION DATE OF LEASE PLUS 180 DAYS 

/ " • 
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*** Please instruct your Bank to have the Letter of Credit issued in the above format in 
"Draft" form and fax to Michael Mayumik, Credit Manger, at (212) 435-5846 for 
approval PRIOR to issuance in "Original" form. Otherwise, the Letter of Credit can be 
rejected. If you are in need of further assistance, Mr. Mayumik can be reached at (212) 
435-5838. **** 

The successfiil Proposer(s) may be required to submit a refundable security deposit in the 
form of a Letter of Credit, issued by an accredited financial institution in an estimated 
amoimt of two months of revenue, to demonstrate the proposers fmancial ability to 
perform the tasks associated with this Contract. 

/ " " • 



ATTACHMENT K - PERFORMANCE AND PAYMENT BOND FORMAT 

KNOW ALL MEN BY THESE PRESENTS that we, the undersigned^ Contractor and surety 

company (or companies), as principal and surety (or sureties), respectively, 

^____ Contractor ^ Surety 

Insert names ofthe Contractor and surety coniqiany (or companies) in the appropriate columns. If space is 
insufficient add rider. 
If tiie Contractor is a corporation, give the state of incorporation, using also the phrase "a corporation 
organized under the laws of_ ". 
If die Contractor is a common law joint venture or a partnership, give full names of partners, using the 
phrase "co-partners doing business under the firm name of 

If the Contractor is an individual using a trade name, give individual name, using also the phrase "an 
individual doing business under the trade name of . .". 

8 >' 
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ATTACHMENT K - PERFORMANCE AND PAYMENT BOND FORMAT 

KNOW ALL MEN BY THESE PRESENTS that we, the undersigned^ Contractor and surety 
company (or companies), as principal and surety (or sureties), respectively, 

Contractor Surety 

Insert names ofthe Contractor and surety company (or conqianies) in the appropriate colimms. If space is 
insufficient add rider. 
If the Contractor is a corporation, give the state of incorporation, using also the phrase "a corporation 
organized under the laws of •_ ". 
If the Contractorisacommonlawjointventureorapartnership, give full names of partners, using the 
phrase "co-parmers doing business under the fum name of 

If the Contractor is an individual using a trade name, give individual name, using also the phrase "an 
individual doing business under the trade name of .". 

8 / ' 
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are hereby held and firmly bound unto The Port Authority of New York and New Jersey (herein 
called the "Authority") in the penal sum of 

Dollars 
and Cents ($ .), for the payment of which, well and truly to be 
made, we hereby jointly and severally bind ourselves, our heirs, representatives, executors, 
administrators, successors and assigns. Each sixrety, however, if there is more than one, shall be 
jointly and severally liable for said penal sum. 

Signed this day of 20 
The condition ofthe above obhgation is that 
WHEREAS, the above named principal has entered into a Contract in writing with the Authority, 
a copy of which is hereby made a part of this bond as though herein set forth in full and which is 
designated Contract and 
WHEREAS, the Authority has required this bond for the faithful performance of all construcrion 
obligations imposed by said Contract on the Contractor and also for the payment of all lawful 
claims of subcontractors, materialmen and workmen arising out ofthe performance of said 
construction; 
NOW, if the said principal shall well and faithfully do and perform the things agreed by him/her 
to be done and performed according to the terms and true intent and meaning of said Contract 
and if all lawful claims of subcontractors, materiahnen and workmen arising out ofthe 
performance of said Contract are paid, then this obligation shall be void, otherwise the same 
shall remain in full force and effect; it being expressly imderstood and agreed that, provided the 
sureties shall comply with the provisions hereof, the aggregate liabiHty of all sureties for any and 
all claims hereunder shall in no event exceed the penal amount of this obligation as hereinbefore 
stated. 
This undertaking is for the benefit the Authority and all subcontractors, materiahnen and 
workmen having lawful clauns arising out ofthe performance of said construction obligations of 
the Contractor under the Contract, and all such subcontractors, materialmen and workmen (as 
well as the Authority itself) shall have a direct right of action upon this bond; but'the rights and 
equities ofsuch subcontractors, materiahnen and workmen shall be subject and subordinate to 
those ofthe Authority. 
The sureties, for value received, hereby stipulate and agree that the obligations of said siu-eties 
and their bond shall be in no way impaired or affected by any extensions of time, modification, 
omission, addition or change in or to the said Contract or the construction to be perfonned 
thereunder by the Contractor, or by any supervision or inspection or omission to supervise or 
inspect the construction, or by any waiver of any provision or condition thereof (whether 
precedent or subsequent), or by any assignment, subletting or other transfer thereof or of any part 
thereof or of any construction to be performed or any moneys due or to become due thereunder; 
and said sureties do hereby waive notice of any and all of such extensions, modifications, 
omissions, additions, changes, payments, waivers, assignments, subcontracts and transfers, and 
hereby expressly stipulate and agree that any and all things done and omitted to be done by and 
in relation to assignees, subcontractors and other transferees shall have the same effect as to said 
sureties as though done by or in relation to said principal. 

/ " • • 



The sureties shall give the General Counsel ofthe Authority the following notices: 
Written notice of an intent to pay any claim of a subcontractor, materialman or workman 
hereunder; 
Written notice within five days ofthe institution of an action by a subcontractor, materialman or 
workman hereunder. \ 
The sureties shall not pay the claim of any subcontractor, materialman or workman hereunder 
until the expiration of thirty days after receipt by said General Counsel of notice imder either 
subparagraph A or B above, describing the claim to be paid. 
IN WITNESS WHEREOF, the principal and the sureties have hereunto set their hands and seals, 
and such of them as are corporations have caused their corporate seals to be hereto af£.;ed and 
these presents to be signed by their proper officers, the day and year first set forth above. 

Principal 

(Seal) By^ 

Siu-ety 

B / 

APPROVED AS TO ACCEPTABILITY OF SURETIES: 

Credit Manager 

20 

If bond is signed by an officer or agent, give title; if signed by a corporation, affix corporate seal. 

Add signatures of additional sureties, if any. 
10 • y... 
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THE PORT Response to RFP No. 0000007920 
AUTHORriY f l Advertising Opportunities for the 
m (i!D?7©KU} î 3> pQrt Autiiority of NY & NJ and PATH Facilities 

^i5*?5t^5;^?trS?w!^B«|^ifi5j^^?5?S55!p^ 

Digital television news programming with 
closed captioning on-board PATH rail cars 

Up to 7 channels of private non-disruptive 
wireless audio programming 

•^^^^^mmvii,^^^i^^^^^^^^ • No cost to the PATH passengers 
;89L2i Ml^To.1^oTS^1(oS9l:aS 

• No cost to the Port Authority of NY & N J 

• Substantial revenue stream to the 
Port Authority of NY &NJ 

June 13, 2005 
• • 
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N RFP Number 0000007920 
Transmittal Letter 

the rail network '"'''''' 

June 13,2005 

V U PERSONAL DELIVERY 

Manager, Purchasing Services Division 
The Port Authority of NY&NJ 
One Madison Avenue, 7* Floor 
New York, NY 10010 

Re: RFP No. 0000007920 Tthe "RFP") 

Dear Sirs: 

TRN New York, LLC ("TRN"), a wholly-owned subsidiary of The Rail Network, Inc., is proud to 
submit this proposal in response to the above referenced RFP. 

With its patented multimedia transit broadcast system. The Rail Network,. Inc. and its affiliates 
provide television, music and transit information on moving surface and underground mass transit 
subway and rail systems. TRN Atlanta, LLC, an affiliate of TRN, is currently implementing the first 
television and radio network on rail vehicles in North America, in the Metropolitan Atlanta Rapid 
Transit Authority's (MARTA) rail vehicles. TRN Atlanta, LLC is working closely with MARTA and 
has provided reference information herein. In addition, a live demonstration of the system can be 
arranged. 

This proposal is comprehensive and evidences TRN's knowledge of PATH'S operations. TRN's 
system would operate seamlessly without causing disruption to PATH'S rail operations. 

TRN's unique content and quality of service on PATH rail vehicles would include, without limitation: 
• highest quality digital television programming with closed captioning (not a slideshow or 

text/graphics) updated throughout the day; 
• up to seven channels of private, non-disruptive, wireless audio programming including: 

o up to three language choices for the television programming; 
o up to three music channels; and 
o an audio channel exclusively for PATH; and 

• the ability for PATH to communicate with its customers using real-time messaging. 

TRN's proposal demonstrates its commitment to PATH. TRN's completion schedule estimates 
installation of all 327 PATH rail vehicles over an 8 month period. In addition, through TRN's 
affiliate's experience with MARTA's rail vehicle rehabilitation program, TRN believes that it has the 
ability to coordinate the installation of its infrastructure with the acquisition of PATH'S new 
Kawasaki rail vehicles. Further, TRN's proposal explains how its patented technology has the ability 
to interface and adapt to future technologies and systems, including several additional capabilities. 

TRN's service would be free to PATH passengers and at no cost to PATH. TRN is offering the Port 
Authority of NY&NJ the higher of (i) a significant minimum guarantee of revenue or (ii) a percentage 
of revenues. TRN estimates that the Port Authority of NY&NJ would receive more than $23.4 
Million over the term ofthe contract. 

Any ind *U referencei in ihii document (by word Ot piciurc) to my oiher entity M compiny, it for Minipla.|>urpoici only tad lucfa referaice ii in no way intended to imply Ihit lucli entity, 
cndotiei TRN, TRN'i propoiil or TRN'i proipcclive producti ind icrvices. Any jnd all refcrcnccj to TRN'9 inlellectiial propeny i n prcsenlEd for infofmitional purpoin and no »irTanli:i are 
made with teipect to tho tcope, enforceiblliiy or vilidity of tuch intcllectuai properly. •' 
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This proposal also provides details regarding our organization's experience, seasoned management 
team and their relationships and qualifications, which cleariy demonstrate TRN's ability to provide 
the proposed services for PATH, 

TRN New York, LLC, located at the following address, is submitting this proposal as a single entity. 

TRN New York, LLC 
c/o The Rail Network, Inc. 
561 Seventh Avenue, Suite 702 
New York, NY 10018 

With respect to any questions or negotiations, you may contact either: 

David Lane 
Chief Executive Officer 
The Rail Network, Inc. 
561 Seventh Avenue, Suite 702 
New York, NY 10018 
646-728-0266x227 

Evan Borak 
Executive Vice President 
The Rail Network, Inc. 
561 Seventh Avenue, Suite 702 
New York, NY 10018 
646-728-0266 x226 

The Rail Network, Inc. is the party authorized to execute a contract as TRN's member. TRN intends 
to execute agreements with its subcontractors following execution of a contract between TRN and the 
Port Authority of NY & NJ. Attached hereto is a true copy ofthe Certificate of Formation of TRN as 
ofthe date hereof 

In anticipation of a collaborative effort between PATH and TRN, TRN looks forward to discussing 
this proposal, the Scope of Work, the Contract Specific Terms and Conditions and Standard Contract 
Terms and Conditions with PATH and submits the attached list of exceptions as proposed discussion 
points with PATH. 

Thank you in advance for your consideration of TRN's proposal. 

Very truly yours, 

TRN New York, LLC 

By: The Rail Network, Inc., its member 

By: David E. Lane 
Title: Chief Executive Officer 

Any and all refcmtcei in thii document (by word or picture) lo any other entity or company, ii far exainple putpoiei only and luch reference ii in no way intended to imply that luch entity 
endonei TRN. TRN't pcopoaal or TRN'i prospective product) and lervices. Any and all refbranca to TRN'i tntdlectiul propeity ire preiented for infoimalionil purpoiei ind no warrantiei' arc 
made with reipeci lolheicope, enforceability or validity of luch intellectual property. ' ' 
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Transmittal Letter 

EXCEPTIONS TO ATTACHMENT B - CONTRACT TERMS AND CONDITIONS 

Below is a list of specific Sections of the Contract Terms and Conditions to which TRN takes 
exception. Our exceptions are based upon the experience of TRN's management team, as well as 
TRN's experience in working with transit authorities and strategic partners to design TRN's network 
specifically for the rail transit environment. TRN welcomes the opportunity to discuss these 
exceptions with PATH and to work with PATH to clarify and resolve the issues arising from these 
Sections. 

Part I — Contract Specific Terms and Conditions 

I. Introduction & Description of Services 

5. General Provisions 
B. 
C. 

6. Intellectual Property 

7. Termination of Agreement for Cause 

8. Insurance Procured by the Contractor 

9. Certain Contractor's Warranties 
E. 
F. 

II. Authority of the Director 

12. Authority and Duties ofthe Manager 

13. Parking 

15. Letter of Credit 

16, Performance and Payment Bond 

Part II - Standard Contract Terms and Conditions 

Part B General Provisions 

6. Rights and Remedies ofthe Port Authority 

7. Rights and Remedies ofthe Contractor 

9. Harmony 
A. 

Any and all referenca in Ihii document (by word or pictiu^) to any other entity or company, ii for ex amp I v purpoiei only and luch reference ii in no way intended to imply Ihat such entity 
endonei TRN. TRN'i propoia] or TRN'i proipsctive producn and icrvicci. Any and all reference! to TRN'i intellectual properly are presented for informational purT>oiei and no warrantiei are 
made with reipect totheicope, enforceability or validity ofnich intcllecniil property. 
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14. Default, Revocation or Suspension of Contract 
A. 
B. 
C. 

17. Records and Reports 

19. Subcontracting 
A. 

20. Indemnification and Risks Assumed by the Contractor 

26. Property ofthe Contractor 
A. 
B. 

29. Approval of Materials, Supplies, & Equipment 

36. Non-Publication 

Any and iJ referencei in thii document (by word or picture) to any other entity or company, il for exarnpls puipoiei only and such reference it in no way intended to imply that such entity 
endonei TR.V, TR.V1 propoial or TRN'i prospective pniducn and tervica. Any and iS rerercncct to TRN's inldlectud propeny are presented for informational purpme* and no warranfiet arc 
made with respect totheicope, enforceability or validity of luch intellectual property. •' 
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Iffie J ' i rst State 

I r HARRIET SMITH WINDSOR, SECRETARY OF STATE OF THE STATE OF 

DELAWARE, DO HEREBY CERTIFY THE ATTACHED I S A TRUE AND CORRECT 

COPY OF THE CERTIFICATE' OF AMENDMENT OF "TRN VANCOUVER, LLC" , 

CHANGING ITS NAME FROM "TRN VANCOUVER, LLC" TO "TRN NEW YORK, 

LLC", FILED I N THIS OFFICE ON THE TWENTIETH DAY OF MAY, A . D . 

2 0 0 5 , AT 1 2 : 5 7 O'CLOCK P.M. 

3922995 8100 

050419095 

Harriet Smich Windsor, Secrecat7 of State 
AUTHENTICATION: 3 9 0 0 6 2 7 

'/• DATE: 05 -24-05 



O5/lfl/2005 13:53 FAI 
OS/18/2O0S 12:52 FAX 7703830050 
i)5-ia- 2003 12:04 FA-\ 

TRN-ATLANTA,LLC @I002 
©002 

@)003 

Ccniiicatd of Amcndmenc to Certifieaia of Ponnation 

Of 

TKN VANCXJUVER. IXC 

It is hemby certifTed duL 

1. Hie nomo of the lindi&d liabUiiy company. (hemTuftfir called the "Umiced 
IJabUity oompany^ is TRN VANCOUVER. IXC 

2. The certtficazo of fbRnBtion of me Umited Kability company is hereby amended 
by striking out Aiilcle TJBST thenecr and by aibstituting in lieu of said Aitide tfw followtng new 

Aitide: 

**HRST: Tha oanM ofthe company shall be: 

TRN NEW YOEUC. LLC" 

Bxecutodon SV/r/of 

I . r t 5 ^ ^ Authorized PeAOn 

"tkXvi'^cl U A . n o 

DE U, 0.!CSin»CATE c r AMEWDMOTTTO CERTTFK^ra OP TORMA-fICW 0 1 / « ( « 0 ^ 

State of Delaware 
Sscrotary o£ State 

Division of Corporations 
D a l i v ^ r e d 01:15 PM 05/20/2005 

FILED 12:57 PM 05/20/2005 
5RV 050418095 - 3922985 FILE 

'/-
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PAGE 

Tfie J ' i rs t State 

I , HARRIET SMITH WINDSOR, SECRETARY OF STATE OF THE STATE OF 

DELAWARE, DO HEREBY CERTIFY THE ATTACHED I S A TRUE AND CORRECT 

COPY OF THE CERTIFICATE OF FORMATION OF "TRN VANCOUVER, LLC" , 

FILED I N THIS OFFICE ON THE EIGHTH DAY OF FEBRUARY, A . D . 2 0 0 5 , 

AT 1 0 : 4 4 O'CLOCK A.M. 

3 9 2 2 9 9 5 9100 

0 5 0 1 0 1 1 3 6 

Harriet Smith Windsor, Secretary of State 
AUTHENTICATION:. 3 6 7 2 5 8 7 

/ • • • • DATE: 0 2 - 0 9 - 0 5 



CERTIFICATE OF FORMATION 
or 

LIMITED LIABILITY COMPANY 

FIRST. The name of the limited liabiiity company is TRN VANCOUVER, LLC 

SECOND. The address of its registered office in the State of Delaware is 2711 
Centerville Road, Suite 400, Wilmington, Delaware, 19808. The name of its registered agent at 
such address is THE COMPANY CORPORATION. 

IN WTTNESS WHEREOF, lhc undersigned have executed this Certificate of Formation of 
TRN VANCOUVER, LLC this 8th day of Febmary, 2005. 

NAMEi 
Brandon Laramore 
Authorized Person 

state of Delawsu:e 
S e c r e t a r y o£ S t a t e 

D i v i s i o n of C o r p o r a t i o n s 
D e l i v e r e d 11:02 JW 02/08/2005 

FILED 10:44 FM 02/08/2005 
iR7 050101136 - 3922985 FILE 
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RFP Number 0000007920 

Executive Summary 
Page 1 of 6 

EXECUTIVE SUMMARY 

The Rail Network and its affiliates ("TRN") provide television, transit information and music on 
moving surface and underground mass transit subway and rail systems. TRN wirelessly broadcasts 
digital video and audio programming over TRN's patented network infrastructure which combines 
both land and wireless network 
technologies. 

To date, passengers traveling on 
subway and rail cars in the U.S. have 
not had access to current television and 
radio programming as a source of news 
and entertainment. Content providers 
have been unable to provide current 
video and audio programming to 
passengers in a moving rail car that 
travels both above and below ground. 
TRN has created a solution. 

TRN's network provides digital 
television news programming, with 
closed captioning, across multiple flat 
screen LCD (liquid crystal display) televisions, TRN also provides several channels of wireless, non-
disruptive digital audio music programming, transit authority safety and system messages and video 
and audio emergency messages to rail passengers. TRN's system also has several future capabilities, 
including additional video and audio content, two-way broadband and video surveillance. 

As part ofthe service proposed for PATH, TRN's television newscast will be produced by one ofthe 
local network television affiliates in New York, ensuring that the content is relevant to PATH 
passengers and updated throughout the day. TRN's video programming will be similar to the 
newscast that a passenger would see on a major news network's morning or evening broadcast, 
including worid and local news, business, sports, weather and entertainment features, all updated 
regularly throughout the day. TRN's programming will also feature multiple channels of non-
disruptive wireless personal audio programming, available on any FM radio or eel! phone with an FM 
headset, including: 

- Up to three languages (English, Spanish, TBD) for the newscast and audio messages; 
- Up to three channels of music programming; and 
- One channel dedicated for information from PATH. 

Passengers will be able to enjoy TRN's video programming over several high resolution LCDs, 
positioned and designed to provide visibility to all passengers in each rail vehicle. TRN's multiple 
channels of audio are delivered over FM frequencies broadcast from within the rail car. This method 
of audio delivery allows passengers to adjust the channel and volume on their individual listening 
devices without disrupting the other passengers, 

The information contained in thii reapoise to Port Authority Elequeit (at Propotal 0000007720 ii eonfidenlial and proprietary information belonging to TRN and coiatilutei trade lecreti of TRN. 
Subject to the Agreement on Termi of Diicuiiion, thii information shall not be diicloied ouliide PATH, be duplicated oouied. in pan or in whole, for any purpoie other Ihan PATH'i eviluillon of 
thii proposal. Any and all referencei in thi] document (by ward or picture) to any other entity or company, ii for example pufposci only and such reference ii in no way intended to imply that luch 
entity endonei TRN, TRN'i propoial or TRN'i ptoapective producti and lervicei. Any and all referenca to TRN'i intellectual properly are preiented for infomtational purpoiei and no wirrantiei 
are made with reipect to the icope, enforceability or validity of luch intellectual property. 
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TRN's management team is comprised of 
executives from diverse corporate backgrounds 
and has significant operational experience and 
extensive relationships. In addition, TRN has 
close relationships with industry leaders such as 
Alstom, Proxim and others. 

TRN's system is currently being deployed in 
the Metropolitan Atlanta Rapid Transit 
Authority's rail system in Atlanta, GA where 
the system will be the first of its kind. TRN is 
in discussion with several other transit systems 
for the implementation of TRN's system. 

The significant experience of TRN's management team, as well as TRN's experience in working with 
transit authorities to design TRN's network for the rail transit environment, will allow TRN to 
successfully install, operate and maintain its network on PATH. TRN's network is designed to 
operate seamlessly, requiring no change in PATH'S operating routines and no interference with daily 
rail operations. TRN would welcome the opportunity to provide a live demonstration of its 
capabilities on the MARTA rail system. Other networks, such as those used on buses and in 
passenger facilities, are not comparable as the content, delivery of content to vehicles and passengers, 
equipment, maintenance and operations are significantly different from those required in rail vehicles. 

TRN's comprehensive plan, customized specifically for PATH, ensures a high level of system quality 
and specifies a realistic project schedule for installation with means to control the schedule and a 
comprehensive plan for managing the project on a day-to-day basis. TRN has the ability to rapidly 
deploy the system within an estimated time period of 8 months. 

TRN's network is offered at no cost to PATH or its passengers, while providing PATH with the 
higher of (i) a substantial revenue guarantee to PATH or (ii) a significant percentage of revenues. 

Ttit iafbrmatfon contained in thii reipoiae to Port Authority Requeit for Propoial 0000007920 ii confidential and proprietaiy information belonging to TRN *nd comtitutei trade lecreti of .TRN. 
Subject to the Agieemeni on Tcrmi of Diacuuion, this information ihalliwt be diicloied ouiiide PATH, be duplicated^ ujed, in pari or in whole, for any purpoio other than PATH'a evaluation of 
thi) propoial. Any and all referencea in thii document (by word or picture) lo any other entity or company, ii for example purpoiei ody and luch reference ii in no way intended to imply that luch 
entity endonei TRN, TRN'i propcaal or TRN'i prospective producti and leiviccs. Any and all refcrmcei to TRN'i inteHectual properly are prcaenled for informational purpoiei and no warranties 
are made with reipecl to the icopa. enforceability cr validity of luch intellectual property. 
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Passenger Benefits 

To date, uninterrupted current video news content and music have not been available to rail 
passengers. TRN provides a new option for this passenger base. TRN believes that PATH'S 
passengers will recognize the following selected benefits and take advantage of this free service. 

• Television programming including world, national and local news, weather, sports and 
entertainment news 

• Digital picture visible throughout each car across multiple flat screen televisions, with closed 
captioning 

• Multiple channels of audio including multiple languages, music and the PATH channel 

• PATH Information Channel 

• Clear audio available on any FM radio or cellular phone (no cell phone charges) 

• Provides information/entertainment source during train delays and disruptions 

• Closed private audio and video delivery does not disturb passengers 

• Highest quality video and audio content 

•fwwwwMiii; III II.I MMfj^aa 

The infonnation contained in ihia reiponse to Port Authority Requeit for Propoial 0000007920 ii coniidentiil and proprietary information belonging lo TRN and eonilitulci trade lecrels of TRN, 
Subject to Ihe Agreement on Termi of Diicuuion.lhii information ihall nolbediicloiedouIlidePATH.be duplicited«iued,inpartn'in whole, for any purpose other than PATII ' I evalualiiin of 
thii propoial. Any and all referenca in thii document (by word or picnire) to any other entity or company, ii for exaniple purpoiei only and luch reference ii in no way intended lo imply that luch 
entity endorsei TRN, TRN'i propoial or TRN'i proipective pioducti and lervicei. Any and all referencei lo TRN'i intellectual property are preiented for informational purpoiei and no warrantiei 
are made with respect to the icope, enforceability or validity of luch intellectual property. 

http://nolbediicloiedouIlidePATH.be
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Rail System Benefits 

Rail systems throughout the world are seeking new opportunities to increase ridership and ultimately, 
increase revenue. TRN meets those demands both indirectly and directly by enhancing the transit 
experience and bringing significant revenue to the rail system. The following is a selected list of 
benefits to PATH: 

Dynamic visual news, transit information and entertainment source as an option for 
passengers 

Enhancement to transit environment 

Substantial revenue stream 

No cost to transit authority 

PATH Information Channel 

Optional real-time emergency text messaging and audio alert 

Highest quality digital video and audio delivery 

Private audio delivery does not disrupt other passengers 

Physical installation follows existing wiring paths 

No disniption to transit schedule, communications or operations 

The information contained in Ihii rei[)onse to Port Authority Requeit for Propoial 0000007920 ii confidential tad propiietary infofmilion belonging to TRN and comtimtes trade tecreti of TRN. 
Subject to the AgTBcment on Temu of Diieussioo. thii jofoimationihall not be diicloied outside PATH, be duplicated'^uied, inpart oiin whole, for any purpoie other Ihan PATH'i evaluation of 
thii propoial. Any md all referencei in thii document (by word or picture) to any other entity or company, ii for example purpoiei only and luch rercrcnce is in no way intended to imply Uut such 
entity endonei TRN. TRN's proposal or TRN'i prospective producti and lervicea. Any and all referencei to TRN's intdleclual property are preiented for Informational purpoiea and no warrantiei 
aremide with reipect to the icope. enforceability or validity ofsuch intellecnul properly. 
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Special Competencies and Expertise 

TRN believes that it is the best qualified to render the proposed services. 

TRN's media strategy is unique. TRN has conducted extensive research and focused on providing 
quality content to rail passengers by creating a television and radio network specifically for rail 
passengers. TRN's strategy is to provide passengers with content that they want to watch, not that 
they have to watch. By contracting with a television broadcast network, TRN provides continuously 
updated television news programming. TRN believes that updated television programming, not text, 
graphics or static slideshows, will hold the passengers interest and attention for their entire ride. 
TRN's television broadcast has the same amount of advertising as any average half hour on 
television. Although others claim to provide local content and information, to TRN's knowledge, 
TRN is the only company that employs a true broadcast television strategy with content from the 
most respected local broadcast television providers. 

Since its inception, TRN has been working closely with rail transit systems in developing its system, 
equipment and proposed operations specifically for the rail transit environment. To our knowledge 
TRN is the only company with the engineering, installation and operational experience with a video 
and audio network for rail vehicles. A live demonstration of TRN's capabilities can be arranged on 
the MARTA rail system. In addition, TRN has been granted a U.S. patent for a transit multimedia 
broadcast system which wirelessly delivers content to, and within, transit cars. Moreover, TRN has 
established strategic alliances which provide TRN with exclusive rights to additional intellectual 
property from its partners. 

TRN's network employs media components engineered, designed and manufactured by Alstom, one 
ofthe world's leading rail car equipment providers. Alstom's equipment meets the rigorous safety 
and operational qualifications required to operate within a rail system environment. 

In addition, TRN has obtained the global exclusive right to technology which TRN believes is the 
only industrial wireless equipment capable of providing a secure and timely means to deliver content 
to rail passengers traveling below ground without disrupting operations. TRN's wireless platform 
does not use commercially available frequencies such as 802.11. TRN believes that 802.11 
frequencies are vulnerable to security breaches from third parties using readily available equipment. 

TRN believes that no other bidder can provide the quality of content, understanding of rail operations 
and experience that TRN offers. The following are selected competitive advantages. 

REVENUE TO THE PORT AUTHORITY 
• Revenue share to Port Authority projected to be $23,498,203 
• significant minimum guarantee of $3,850,000 over the operating term ofthe contract 

MARKETING STRATEGY AND APPROACH 
• highest quality content - digital television news programming (not text or banners) relevant 

to passengers 
• content updated continuously 
• same breakdown of content as television newscast, 9.5 minutes of advertisements, 20.5 

minutes of content 
• closed-captioning 

The information contained in this response to Port Authority Requeit for Proposal 0000007920 ii coniidentiil and proprietary information belonging to TRN and comtitutn trade lecreti of TRN. 
Subject lo the Agreement on Terms of Diicuiiion. ihii information ihill not be diicloied outside PATH, be duplicated o^uaed, in part or in whole, for any purpose other than PATH'i evaluation of 
this proposal. Any and all referencei in Ihii document (by word or picture) to any other entity or company, ia for eiample purpoiei ordy and inch reference ii in no way intended to imply that such 
entity endonei TRN, TRN'i propoial or TRN'i proipective producti and lerviccs. Any and all references lo TRN's intellectual property ate preiented for infotmationil purpoiei and no warrantiei 
aremide with respect to the icDpe, enforceability ot validity of luch intellectual properly. 
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• ability for PATH to communicate with passengers in real time 
• non-disruptive, private audio delivery lo rail customers 
• up to 7 channels of wireless personal audio programming, available on any FM radio or cell 

phone with FM headset (no broadcasting over public speakers) 
• reaches diverse passenger base with up to three audio channels delivering audio 

corresponding to the video programming in up to three languages 
• provides music as an option to passengers through TRN's three audio music channels, each 

with a different genre 
• one audio channel dedicated for PATH to communicate travel information, promotional 

content and/or any other messages to its rail passenger base 
• ability to deliver emergency information 
• future capability to provide many additional services, such as: (i) additional video content 

(i.e. shows, events, etc.), (ii) additional audio content, (iii) wireless two-way broadband, and 
(iv) video surveillance 

TECHNICAL APPROACH 
• technically sound and realistic plan tailored specifically for rail cars based on experience with 

rail systems 
seamless integration with PATH'S operarions 
comprehensive installation and maintenance plan 
installation by a licensed contractor with experience on PATH rail cars 
detailed project implementation schedule 
rapid deployment ~ complete installation of entire PATH rail system within 8 months 
design of network infrastructure and installation and maintenance plan demonstrates 
understanding of PATH operations 

OVERALL EXPERIENCE INCLUDING FINANCIAL CAPABILITY 
• currenfly implementing network in Metropolitan Atlanta Rapid Transit Authority 
• customised in-vehicle equipment based upon Alstom passenger information system which 

has been engineered for the rail environment and deployed in other transit authorities 
• relationship with Alstom ensures design and implementation meets rail system requirements, 

including safety and functionality 
• network designed for the rail transit environment based on input from rail systems 
• secure wireless distribution network across proprietary infrastructure which does not use 

802.11 
• exclusive rights to Alstom components and the proprietary wireless network infrastructure 
• ability to coordinate project with purchase of new rail vehicles 
• proven management team with unmatched experience and relationships 
• advised by former U.S. Secretary of Transportation Rodney Slater 
• success of TRN New York not contingent on the performance of other transit systems 

PROPRIETARY TECHNOLOGY 
• approved patent for transit multimedia broadcast system that wirelessly delivers content to, 

and within, a transit vehicle 
• exclusive relationship with Alstom Transport Telecite leverages their patent portfolio, 

including the Alstom train line messaging protocol HPNA 

Tlie information contained in lliii respome to Port Authority Requeit for Propoial 0000007920 ii confidential and proprietary information belonging lo TRN and comtitulei trade lecreti of.TRN. 
Subject lo the Agreement on Terms of DiieuMioti, thii information ihall not be diicloied outride PATH, be duplicated^ uied, in part or in whole, for any purpoie other than PATH'i evaluation of 
this proposal. Any and all references in tlsi document (by word or picture) to any other entity or company, ii foi eian^rfe purpoies only and such refermee ii in no way intended lo imply that luch 
entity endonei TRN. TRN's prt)pa«*l or TRN'i prospective product) and icrvicci. Any and all referenca lo TRN'i intellectual property are presented for infotmalional puipoiei and no wamntici 
aremade with reipect to the scope, enforceability or validity of luch intellecnul propeity. 
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9. ATTACHMENTS 

ATTACHMENT A - AGREEMENT ON TERMS OF DISCUSSION 

The Port Authority's receipt or discussion of any information (including infonnation 
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 
obUgations 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 nnay 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 infonnation may be used, or disclosed to others, for any purpose at any 
time without obUgation or compensation and without liability of any kind whatsoever. 
Any statement which is inconsistent with this- agreement, whether rnade as'part of or in 
cormection with this Agreement, shall be void and of no effect.' This Agreement is not 
intended, however, to grant to the Port Authority rights to any matter which is the subject 
of valid existing or potential letters patent. The foregoing applies to any information, 
whether or not given at the invitation of the Port Authority. 

Notwithstanding the above, and without assuming any legal 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 ofthe 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 ofthe 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 ofaproposaL 

Ikj h J U LLC 

(Signature) 
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FART m CONTRACTOR'S INTEGR2TY PROVISIONS 

1. Certification of No Invesrigatton fcriminal or civil anti-trust), Indictment. 
Conviction. Debarment. Suspension, Disqualification and Disclosure of Other 
Infonnation 

By bidding on this Contract, each Bidder and each person signing on behalf 
of any Bidder certifies, and in the case of a joint bid each party thereto 
certifies as to its own organization, that the Bidder and each parent and/or 
affiUate ofthe Bidder has not 

a. been indicted or convicted in any jurisdiction; 
b. been suspended, debarred, found not responsible or other̂ r̂ise 

disqualified from entering into any contract with any 
governmental agency or been denied a government contract 
•for failure to ihe'et standards relaited'tO'tHe integrity of the 
Bidder; 

c. had a contract terminated by any governmental agency for 
breach of contract or for any cause based in whole or in part on 
an indictment or conviction; 

d. ever used a name, trade name or abbreviated name, or an 
Employer Identification Number different firom those inserted 
in the Bid; 

e. had any business or professional license suspended or revoked 
or, within the five years prior to bid opening, had any sanction 
imposed in excess of $50,000 as a result of any judicial or 
administrative proceeding with respect to any license held or 
with respect to any violation of a federal, state or local 
environmental law, rule or regulation; 

f had any sanction imposed as a result of ajudicial or 
administrative proceeding related to fraud, extortion, bribery, 
bid rigging, embezzlement, misrepresentation or anti-trust 
regardless ofthe dollar amount ofthe sanctions or the date of 
their imposition; and 

g. been, and is not currently, the subject of a criminal 
investigation by any federal, state or local prosecuting or 
investigative agency and/or a civil anti-trust investigation by 
any federal, state or local prosecuting or investigative agency! 

2. Non-Collusive Bidding, and Code of Ethics Certification. Certification of 
No Solicitation Based On Commission. Percentage. Brokerage. Contingent or 
Other Fees 

By bidding on this Contract, each Bidder and each person signing on behalf 
of any Bidder certifies, and in the case of a joint bid, each party thereto 
certifies as to its own orgariization, that 

a. the prices in its bid have been arrived at independently without 
collusion, consultation, communicafion or agreement for the 
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purpose of restricting competition, as to any matter relating to 
such prices with any other bidder or with any competitor; 

a. the prices quoted in its bid have not been and will not be 
knowingly disclosed directly or indirectly by the Bidder prior 
to the official opening ofsuch bid to any other bidder or to any 
competitor; 

b. the prices quoted in its bid have not been and will not be 
knowingly disclosed directly or indirectly by the Bidder prior 
to the official opening.of such bid to any other bidder or to any 
competitor; 

c. no attempt has been made and none will be made by the 
Bidder to induce any other person, partnership or corporation 
to submit or not to submit a bid for the purpose of restricting 
competition; 

d. this, organizatioii has not made any offers or agreements or 
talcen any other action with respect to any Authority employee 
or former employee or immediate family member of either 
which would constitute a breach of ethical standards under the 
Code of Ethics dated April U, 1996 (a copy of which is 
available upon request to the individual named in the clause 
hereof entitled "Bidder's Questions"), nor does this 
organization have any knowledge of any act on the part of an 
Authority employee or former Authority employee relating 
either directly or indirectly to this organization which 
constitutes a breach ofthe ethical standards set forth in said 
Code; 

e. no person or selling agency other than a bona fide employee or 
bona fide established commercial or selling agency maintained 
by the Bidder for the purpose of securing business, has been 
employed or retained by the Bidder to solicit or secure this 
Contract on the understanding that a commission, percentage, 
brokerage, contingent, or other fee would be paid to such 
person or selling agency; and 

f the bidder has not offered, promised or given, demanded or 
accepted, any undue advantage, directly or indirectly, to or 
firom a public official or employee, political candidate, party or 
party official, or any private sector employee (including a 
person who directs or works for a private sector enterprise in 
any capacity), in order to obtain, retain or direct business or to 
secure any other improper advantage in connection with this 
Contract. 

The foregoing certifications shall be deemed to be made by the Bidder as 
follows: 

* if the Bidder is a corporation, such certificafion shall be 
deemed to have been made not only with respect to the Bidder 
itself, but also with respect to each parent, affiliate, director, 
and officer ofthe Bidder, as well as, to the best ofthe 
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certifier's knowledge and belief, each stockholder ofthe 
Bidder with an ownership interest in excess of 10%; 

* if the Bidder is a partnership, such certification shall be 
deemed to have been made not only with respect to the Bidder 
itself, but also with respect to each partner. 

Moreover, the foregoing certifications, if made by a corporate Bidder, shall 
be deemed to have been authorized by the Board of Directors ofthe Bidder, 
and such authorization shall be deemed to include the signing and submission 
ofthe bid and the inclusion therein ofsuch certification as the act and deed of 
the corporation. 

In any case where the Bidder cannot make the foregoing certifications, ths 
Bidder shall so state and shall furnish with the signed bid a signed statement 
which sets forth in detail the reasons therefor. If the Bidder is. uncertain as to 
whether it can malce the foregoing certifications, it sh^ll so indicate in a 
signed statement furnished with its bid, setting forth in such statement the 
reasons for its uncertainty. 

Notwithstanding that the Bidder may be able to make the foregoing 
certifications at the time the bid is submitted, the Bidder shall immediately 
notify the Authority in writing during the period of irrevocability of bids on 
this Contract or any extension ofsuch period of any change of circumstances 
which might under this clause make it unable to make the foregoing 
certifications or require disclosure. The foregoing certifications or signed 
statement shall be deemed to have been made by the Bidder with fiill 
knowledge that they would become a part ofthe records ofthe Authority and 
that the Authority will rely on their truth and accuracy in awarding this 
Contract. In the event that the Authority should determine at any time prior 
or subsequent to the award of this Contract that the Bidder has falsely 
certified as to any material item in the foregoing certifications or has willfully 
or fraudulently furnished a signed statement which is false in any material 
respect, or has not fiilly and accurately represented any circumstance with 
respect to any item in the foregoing certifications required to be disclosed, the 
Authority may determine that the Bidder is not a responsible Bidder with 
respect to its bid on the Contract or with respect to future bids on Authority 
contracts and may exercise such other remedies as are provided to it by the 
Contract with respect to these matters. In addition, Bidders are advised that 
knowingly providing a false certification or statement pursuant hereto may be 
the basis for prosecution for offering a false instrument for filing (see e.g. 
New York Penal Law, Section 175.30 et seq.). Bidders are also advised that 
the inability to make such certification will not in and of itself disqualify a 
Bidder, and that in each instance the Authority will evaluate the reasons 
therefor provided by the Bidder. 

3. Bidder Eligibility for Award of Contracts - Determination bv an Agency 
ofthe State of New York or New Jersey Conceming EUgibiUtv to Receive 
Public Contracts 
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Bidders are advised that the Authority has adopted a policy to the effect that 
in awarding its contracts it will honor any determination by an agency ofthe 
State of New York or New Jersey that a Bidder is not eligible to bid on or be 
awarded public contracts because the Bidder has been determined to have 
engaged in illegal or dishonest conduct or to have violated prevailing,rate of 
wage legislafion. 

The policy pennits a Bidder whose ineligibiUty has been so determined by an 
agency ofthe State of New York or New Jersey to submit a bid on a Port 
Authority contract and then to establish that it is eligible to be.awarded a 
contract on which it has bid because (i) the state agency determination relied 
upon does not apply to the Bidder, or (ii) the state agency determination 
relied upon was made without affording the Bidder the notice and hearing to 
which the Bidder was entitled by the requirements of due process of law, or 

.; (iii)'.the state agency determination was clearly erroneous or (iy)'the state 
determination relied upon was not based on a finding of conduct 
demonstratingalackof integrity or violation of a prevailing rate of wage law. 

The full text ofthe resolution adopting the policy may be found in the 
Minutes ofthe Authority's Board of Commissioners meeting of September 9, 

i 1993. 

I 4. No Gifts. Gratuities. Offers of Employment. Etc. 

..| During the term of this Contract, the Contractor shall not offer, give or agree 
I to give anything of value either to a Port Authority employee, agent, j ob 
'̂  shopper, consultant, construction manager or other person or firm 
I representing the Port Authority, or to a member of the immediate family (i.e., 
I a spouse, child, parent, brother or sister) of any ofthe foregoing, in 

cormection with the performance by such employee, agent, job shopper, 
iis I consultant, construction manager or other person or firm representing the Port 
IS •̂  Authority of duties involving transactions with the Contractor on behalf of the 

Port Authority, whether or not such duties are related to this Contract or any 
I other Port Authority contract or matter. * Any such conduct shall be deemed a 

material breach of this Contract. As used herein "anything of value" shall 
include but not be limited to any (a) favors, such as meals, entertainment, 
transportation (other than that contemplated by the Contract or any other Port 

% Authority contract), etc. which might tend to obligate the Port Authority 
'I employee to the Contractor, and (b) gift, gratuity, money, goods, equipment, 
I services, lodging, discounts not available to the general public, offers or 
:̂  promises of employment, loans or the cancellation thereof, preferential 
§ treatment or business opportunity. Such term shall not include compensation 
I contemplated by this Contract or any other Port Authority contract. Where 
I used herein, the term "Port Authority" shall be deemed to include all 
1 subsidiaries ofthe Port Authority. I 
I The Contractor shall insure that no gratuities of any kind or nature 
I whatsoever shall be solicited or accepted by it and by its personnel for any 
i reason whatsoever from the passengers, tenants, customers or other persons 
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using the Facility and shall so instruct its persormel. 

In addition, during the term of this Contract, the Contractor shall not make an 
offer of employment or use confidential information in a manner proscribed 
by the Code of Ethics and Financial Disclosure dated April 11, 1996 (a copy 
of which is available upon request to the Office ofthe Secretary ofthe Port 
Authority). 

The Contractor shall include the provisions of this clause in each subcontract 
entered into under this Contract. 

5. Conflict of Interest 

During the term of this Contract, the Contractor shall not participate in any 
way in the preparation, negotiation or award of any contract (other thana 
contrabt:f6r"its own services to the'Authority) to which it is contemplated the 
Port Authority may become a party, or participate in any way in the review or 
resolution of a claim in connection with such a contract if the Contractor has 
a substantial financial interest in the contractor or potential contractor ofthe 
Port Authority or if the Contractor has an arrangement for fiiture employment 
or for any other business relationship with said contractor or potential 
contractor, nor shall the Contractor at any time take any other action which 
might be viewed as or give the appearance of conflict of interest on its part. 
If the possibility ofsuch an arrangement for fiiture employment or for another 
business arrangement has been or is the subject of a previous or current 
discussion, or if the Contractor has reason to believe such an arrangement 
may be the subject of fiiture discussion, or if the Contractor has any financial 
mterest, substantial or not, in a contractor or potential contractor ofthe 
Authority, and the Contractor's participation in the preparation, negotiation or 
award of any contract with such a contractor or the review or resolution of a 
claim in cormection with such a contract is contemplated or if the Contractor 
has reason to believe that any other situarion exists which might be viewed as 
or give the appearance of a conflict of interest, the Contractor shall 
immediately inform the Director in writing ofsuch situation giving the full 
details thereof Unless the Contractor receives the specific written approval 
ofthe Director, the Contractor shall not take the contemplated action which 
might be viewed as or give the appearance of a conflict of interest. In the 
event the Director shall determine that the performance by the Contractor of a 
portion of its services under this Agreement is precluded by the provisions of 
this numbered paragraph, or a portion ofthe Contractor's said services is 
determined by the Director to be no longer appropriate because ofsuch 
preclusion, then the Director shall have full authority on behalf of both parties 
to order that such portion ofthe Contractor's services not be performed by the 
Contractor, reserving the right, however, to have the services performed by 
others and any lump sum compensation payable hereunder which is 
applicable to the deleted work shall be equitably adjusted by the parties. The 
Contractor's execution of this document shall constitute a representation by 
the Contractor that at the time ofsuch execution the Contractor knows of no 
circumstances, present or anticipated, which come within the provisions of 
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this paragraph or which might otherwise be viewed as or give the appearance 
of a conflict of interest on the Contractor's part. The Contractor 
acknowledges that the Authority may preclude it from involvement in certain 
disposition/privafization initiatives or transactions that result from the 
findings of its evaluations hereunder or from participation in any contract 
which results, directly or indirectly, from the services provided by the 
Contractor hereunder. 

6. Definitions 

As used in this section, the following terms shall mean: 

AffiUate - Two or more firms are affiliates if a parent owns more 
than fifty percent o f the voting stock of each of the firms, or a common 
shareholder or group of shareholders owns more than fifty percent o f the 
voting stock of each of the firms, or if the firms have a common proprietor or 

gerieral partner. 

Agency or Governmental Agency - Any federal, state, city or other 
local agency, including departments, offices, public authorities and 
corporations, boards of education and higher education, public development 
corporations, local development corporations and others. 

Investigation - Any inquiries made by any federal, state or local 
criminal prosecufing agency and any inquiries conceming civil anti-trust 
investigations made by any federal, state or local governmental agency. 
Except for inquiries conceming civil anti-trust investigations, the term does 
not include inquiries made by any civil govemment agency conceming 
compUance with any regulation, the nature of which does not carry criminal 
penalties, nor does it include any background investigarions for employment, 
or Federal, State, and local inquiries into tax returns. 

Officer - Any individual who serves as chief executive officer, chief 
financial officer, or chief operating officer ofthe Bidder by whatever titles 
known. 

Parent - An individual, partnership, joint venture or corporation 
which owns more than 50% ofthe voting stock o f the Bidder. 

If the solicitafion is a Request for Proposal: 

Bid - shall mean Proposal; 

Bidder - shall mean Proposer; 

Bidding - shall mean submitting a Proposal. 

In a Contract resulting from the talcing of bids: 

Bid - shall mean bid; 
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Bidder - shall mean Bidder; 

Bidding - shall mean executing this Contract. 

In a Contract resulting from the taking of Proposals: 

Bid - shall mean Proposal; 

Bidder - shall mean Proposer; 

Bidding - shall mean executing this Contract. 
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ORGANIZATIONAL CHART 

TRN New York, LLC is a wholly-owned subsidiary of The Rail Network, Inc., TRN New York 
currently has no employees. However, following execution of a contract with the Port Authority, TRN 
New York intends to staff the necessary local operational, sales and administrative personnel as 
outlined below, TRN New York intends to leverage the administrative and production staff out of TRN 
Atlanta's location to perform tasks, including but not limited to, the content distribution and network 
management of TRN New York's network on the PATH rail system. Below is an overview of 
personnel that TRN New York intends to staff. 

Market Director 
Sales Representative 
Sales Representative 
Sales Representative 
Sales Representative 
Senior Sales Person 
Senior Sales Person 
Sales Administration 
Office Manager 
Ride Team 
Ride Team 
Ride Team 
Ride Team 
Ride Team 
Ride Team 
Ride Team 
Bookkeeper 
Project Manager 
Inventory Control 
Procurement Contracts Manager 
NMCC 
Operation Tech II 
Operation Tech II 
Operation Tech III 

The information contained in thii reiponae to Port Authority Requeit for Propoial 0000007910 ia conGdential aifd proprietary infonnation belonging lo HtN and conilitulei trade lecreti of TRN. 
Subject to the Agreement on Teimi afDiicuiiion. thii infonnation ihill not be diicloied ontiide PATH, beduplicatedof ^ed,inpBrt oiinwhole. for any purpoie other than PATH'i evaluation of iliii 
propoial. Any and ill references in thia document (by word or picture} 10 any other entity or company, ii for example purpoiei only and luch reference ia in no my intended 10 imply Ihat such entity 
endonei TR.N, TRN'i propoial or TRN'i proipective producti and servicca. Any and alt referencei to TRN'i intellectulJ property ire preiented for informational purpoaei and no warrantiei are made 
nith respect to Ihe leope, enforceability or validity of luch intellectual property. 
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BUSINESS PLAN 

PLAN TO DEVELOP AND LMPLEMENT SALES 

During a time when advertisers have had multiple outlets to distribute their message (online, print, 
outdoor, etc.), television has remained the most effecUve medium available to advertisers. However, 
content drives a successful advertising strategy and TRN believes that true video and audio content 
(similar to network television), not text or banners, will attract advertisers to TRN. TRN will follow 
the same programming format as television news broadcasts, which contain nineteen 30-second 
advertising spots every half hour. Through TRN, advertisers will be able to use television with 
personal audio to reach a captive audience of transit riders. The following is a selected list of benefits 
to advertisers: 

Target audience that has been qualified and bought for decades; 
The only television, with personal audio, available inside the cars; 
No cost to the passengers; 
Multiple screens in every car, viewable by every passenger, across the entire system; 
Benefit of television's higher recall levels; 
Already captive audience reached by the power of television with personal audio; 
Highly attractive demographic ~ both the suburban commuter and the urban mass transit 
passenger; 
Opportunity for point of purchase advertising; 
Ability to reach passengers using multiple languages; and 
Closed captioning in addition to corresponding audio. 

Through TRN, Fortune 1000, as well as small/medium sized businesses will be able lo take advantage 
of television advertising In addition, advertisers will be able to use the spots they have produced for 
network television, thereby leveraging their content and reducing their cost to participate. 

TRN will undertake an intense selling effort through internal and outsourced media reps focused 
advertising agencies and media buyers. TRN will target businesses that have used television as an 
advertising medium and businesses that have not previously advertised on television. 

Sales Team 

TRN will hire the sales team that will be responsible for the ongoing sales efforts in New York. 
TRN's sales team members will be experts in the local media market with a strong network of 
customers and affiliations with local industry and markeUng associations. TRN's sales team will 
consist of personnel with significant experience selling television, radio and print mediums. 
Specifically, team members will have previous media, marketing and/or agency experience with 
substantial time spent managing the sales process. Team members will have a proven successful 
track record of selling to advertisers. TRN will target major advertisers and advertising agencies and 
specifically their media planners, to introduce the TRN market opportunity for their clients. TRN's 
local sales teams will target businesses that currently use local television as a method of reaching 
their target audience. These firms represent numerous clients interested in reaching TRN's captive 
audience, for the first time, with television. 

The information contained in thii leiponie to Port Authority Retfueit for Propotal 0000007930 ii confidential and proprietary information belonging to TRN and comtitutei trade lecreti of TRN, 
Subject to the Agreemeitt on Term! of Diicuiiion, thii information ihal I not be diicloied outiide PATH, be duplicated or uied, in pari or in whole, for any purpoie other Ihan PATH'i evaluation of 
thii propoial. Any and «ll referenca in Ihii document (by word or picture) to any other entity or company, ii for eiiamplv,purpoiei only andiuchrefcrenceiiinno way intended to imply (hat luch 
entity endonei TRN, TFtN'i proposal or TRN'i proipective product! and lervicei. Any and all referenca to TRN'i inialoclual property are praenied for informitionBl purpotet and no warrantiei 
are made with ttipeet to theicope, enfotteability or validity of luch intellectual propnty. 



• • ® RFP Number 0000007920 
Business Plan 

the rail network ""''''''' 

Sales Outsourcing 

TRN also will engage media representative firms with the purpose of supplementing TRN's internal 
sales force targeting both advertising agencies and individual advertisers.. 

Trade Publications 

TRN will distinguish its first of a kind capabilities, reach and effectiveness through trade publications 
which include Ad Age, Adweek and Media Week, The TRN publication strategy is designed to reach 
the media buyers from the agencies as well as the advertisers directly. 

Local Public Relations 

TRN's public relations team will be responsible for communicating with PATH'S passengers, 
answering their questions, responding to public information requests and establishing TRN's overall 
public communication policy. TRN will also retain a public relations firm that will work with PATH 
in creating ajoint public relations campaign prior to the launch ofthe services and continuing through 
the term ofthe agreement. 

Content Research 

TRN will establish an ongoing research study to understand the effectiveness of TRN's video and 
audio content through feedback from PATH's passengers making adjustments when needed. TRN 
believes that the content must be embraced by the majority of PATH's passenger base and will 
concentrate efforts to ensure passenger acceptance. 

The information contained in ihii reiponse to Port Authority Requeat for Propoial 0000007920 ii confidential and proprietary information belonging to TRNand conitiluiei trade lecreti of TRN.' 
Subject to the Agreement on Termi of Diicuiiion. Ihii information ihall not be diicloied ouIiide PATH, be duplicated or uied, in part or in whole, for any purpoie other than PATO'a evaluation of 
thii propoial. Any and all referencea in thii document (by word or picHire) lo any other entity or compiny, ii for eiamplppurpoiei only and luch refereiice ii in no way intended to imply that liich 
eniity endooes TRN, TRN'i propoial or TRN'i proipective producti and icivicei. Any and iD referenca lo TRN'i intHleciiial property are preiented for informational purpoaei and no warrantiei 
aremide with raped lo the i cope, cnfoiccability or validity of such intellectual properly. 
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PLAN TO DEVELOP NEW OPPORTUNITIES 

TRN's system has several future capabilities, including, without limitation: 

Additional Video Content 

In response to passenger feedback, TRN's system has the ability to provide enhanced video 
programming such as footage from concerts, sporting events and television sitcoms. 

Additional Audio Content 

TRN has the ability to add more audio channels. In addition, TRN can customize its programming to 
enhance the riders experience by delivering interactive audio content. For example, TRN's audio 
capabilities can provide an educational platform to PATH rail car passengers such as "around the 
town" information about the New York area, music festivals or even interactive courses to learn a 
second language. 

Two-Way Wireless Broadband 

TRN's network will contain the intemal railcar wiring that may be used as part of an infrastructure 
which, when combined with the appropriate applicable components may have the ability to provide 
wireless high-speed internet access to PATH's rail passengers within the rail car. The provision of 
internet access is not part of the services currently being proposed by TRN, but in the event that 
PATH desires to offer internet access to its rail car passengers, TRN's network may provide certain 
basic elements required for such service. 

Video Surveillance 

TRN believes that, by incorporating certain components of Alstom's passenger information system, 
TRN's system will have the capability of providing video surveillance ofthe interior of PATH's rail 
cars. TRN's infrastructure has the capability of containing the wiring necessary for such service. The 
provision of video surveillance is not part ofthe services currently being proposed by TRN, but in the 
event that PATH desires to implement video surveillance in PATH's rail cars, TRN's network may 
provide the basic elements required for such service. 

Path Vision 

TRN believes that its network infrastructure may be integrated with the Pathvision system. TRN may 
be interested in providing its content across the Pathvision video network currently deployed 
throughout the PATH rail system. TRN would welcome the opportunity to discuss the Pathvision 
network and the potential integration of TRN's content. 

Tlie information contained in thii roiponia to Fort Authority Requeit for Propoial 000000792D it confidential and propiietary inTormation belonging to TRN and conitituta trade lecreti of TRN. 
subject lo the Agreement on Termi of Diicuiiion. Ihia information ihall not bs diicloied outtide PATH, be duplicated or uied, in part or in whole, for any ptupoie other than PATH'i evaluation of 
lUi propoial. Any and all teVetenceaintlis iocumenl (by woid otpiMm6>Vo any othei enlily or company, iifoi eiarnple.purpoaei only andsuchtefetenteiiinnowiy intended lo imply that luth 
entity endonei TRN, TRN'i propoial or TRN't prmpectivg product) and tcrvicn. Any and all referenca to TRN'i inlfelleciual property are preiented for informational purpoiei and no warrantiei 
are made with raped to the tcope, enforceability or validity of auch iiilcllectiul property. 
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PossiBLi; SCREEN LOCATIONS 

TRN will recommend video display locations, which will be subject to approval by PATH. The 
placement locations proposed for the video displays will provide the passengers with a view from all 
areas of the railcar and will not obstruct existing advertising locations, passenger walkways or 
emergency exits. The following represent examples of possible locations for the LCD screens but are 
not presented as a final recommendation: 

. The information cijntained in thii reiponie to Port Authority Requeit for Proposal 0000007920 ii confidential and proprietary information belonging to TRN and camtituiei trade lecreti of TRN. 
Subject to the Agreement on Termi of Diicuuion. Ihii information ihall not be diicloied outiide PATH, be duplicated or uaed. in part or in whole, for any purpose other than PATH'i evaluation of 
this propoaal. Any and all referenca in Ihii document (by word or picture) lo any other eniity or company, ii for examoje purpoia only and such reference is in no way intended to imply that iuch 
entity endonei TRN, TRN'i propoial or TR.N'i proipective product] and lervicei. Any and all referenca to TRN'i intellecniil propeity are preiented for infotmalianal purpoiei and no winantid 
aremidenilhtapect to theicope. enforceability or validity of luchintetlechial property. 
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PLAN TO INSTALL AND PROVIDE MATERULS FOR LNFRASTRUCTURE 

Installation Plan 

The following is TRN's proposed installation plan for PATH. This plan is subject to PATH approval 
and mutual agreement with TRN prior to installation and will be modified accordingly. 

TRN currently intends to use a third party contractor(s) to perform the installation and ongoing 
maintenance of the TRN network on PATH. TRN will offer PATH the opportunity to serve as a 
subcontractor for installation and or maintenance. In the event that PATH chooses not to act as a 
subcontractor for installation and/or maintenance, TRN's system does not require routine PATH 
monitoring. In either case, installation and maintenance of TRN's network will be at TRN's cost and 
will be coordinated with PATH. 

Engineering 

Prior to installation, TRN will provide detailed drawings and specifications ofthe installation of each 
railcar, proposed LDP locations and all other necessary engineering for PATH'S approval. These 
engineering drawings and specifications will detail the interfaces to existing systems, power 
consumpUon, connection methods, and equipment locations. 

Installation and Maintenance Labor 

TRN will provide a project manager that will directly coordinate all aspects ofthe installation with 
PATH. TRN's project manager will provide a single point of contact for PATH. TRN will inspect 
and test the work and ensure that the system is operational. All maintenance performed will be 
consistent with PATH'S operating maintenance window. For maximum efficiency ofthe installation 
of TRN's network, all TRN network components are installed at locations within PATH's property. 

TRN is aware that PATH has contracted for 340 new railcars manufactured by Kawasaki. TRN 
intends to work with PATH to coordinate installation and maintenance work to integrate the new rail 
vehicles. TRN anticipates that this will include establishing a procedure to remove TRN's equipment 
from the existing fleet and re-install the infrastructure into the new Kawasaki railcars as new vehicles 
are delivered and old vehicles replaced. Through its work with MARTA, TRN's affiliates have 
experience planning the coordination of installation on rehabilitated rail cars. 

Safety 

TRN understands that safety is the top priority on any project in the PATH system. As TRN's 
affiliates have done, and are doing, in connection with TRN Atlanta, LLC's work on MARTA, all 
required personnel and contractors will complete the applicable safety program as required by PATH 
prior to installation. TRN believes that it is the only respondent possessing the experience with, and 
knowledge of, the safety precautions when deploying an in-vehicle video system. 

Ongoing Maintenance 

TRN intends to store replacement components at locaUons where PATH will allow the servicing of 
TRN's network. TRN requires space at these locations and will work with PATH in determining 

The information contained in thii reiponie to Port Aulhoiily Requeit for Proposal 0000007920 ii conlidenual and proprietary infotmaiion belonging to TRN and contituiei trade lecrett of TRN, 
Subject to the Agreement on Temu of Diicuuion, thii information ihall not be diicloied ouuide PATH, be duplicated or uted. in part or in whole, for any purpoie other than PATH'i evaluation of 
Itni propoial. Any and all referencei in Hit document (by word ot picture) lo any other enbly or company, ii for examplp.purpoiei only and luch rrference ii in no way intended to imply that I'uch 
entity endonei TRN, TRN't propoial or TlWi proipective producti and lervicei. Any and all referenca to TRN'i inttllectual property are praented for informational purpoia and no warrantiei 
are made with reipcct to the icope, entorceiibility or validity ofiuch intellechii! property. 
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such space requirements. These onsite locations will allow TRN to receive and distribute material 
and equipment packages to the installation crews. TRN's equipment is designed to allow the 
equipment to be quickly and easily removed from the railcar by a skilled contractor and immediately 
replaced with an operating unit, rather than repairing the unit on the rail car. This design ensures the 
most effective and efficient repair of malfunctioning equipment, returning the railcar into revenue 
service without delay. 

Installation Timeframe and Schedule 

The following is TRN's estimated timeframe to complete the installation of 327 rail vehicles. The 
timeframe is based on several assumptions including, without limitation, access to PATH's property, 
new vehicle procurement delivery schedule, approval by the Authority and other factors. The 
following schedule is subject to PATH's approval and revisions and mutual agreement with TRN. 

Month 1 Project Alignment 

TRN will conduct the project alignment with PATH on TRN's infrastructure and 
performance capabilities. 

Location: 
Topics 

TBD Hours: 16 hours (two days) 
Review safety 
guidelines 
Overview of TRN 
passenger content 
Overview of TRN 
PATH content 
distribuUon 

Overview of TRN rail car 
components 
Overview of TRN wireless 
distribution network 
Overview of LDP 

Rail car Engineering Session 
TRN will provide detailed instrucUon on the rail car infrastructure 
engineering including: 

• Equipment locations 
• Wiring paths and 

termi naUon 
• Video/Audio distribution 
• PATH messaging network 

• Power usage 
• Wireless transceivers 

• Content distribution 

Rail car Component Installation Session 
TRN will provide detailed instruction on the installation of the rail 
car components including: 

• VMC installation 
• Audio distribuUon wiring 
• Power terminaUon 
• Wireless transceiver 

installation 

LDP Component Installation Session 

• Video distribution wiring 
• Power distribution wiring 
• Video display installation 

The information contained in thiirtsponie to Port Audiority Request for Proposal 0000007920 ii confidential and prcpiieluy infomution belonging to TRN and comtinitei trade ieci«ti of TRN. 
Subject lo the Agreement on Termi of Diicuuioo, this information ihall not be diicloied ouiiide PATH, be duplicated ot uied. in pail or in whole, Ca any purpoee other than PATH'i evaluilion of 
thii propual. Any and all referenca in Ihii document (by word or picture) lo any other entity or company, ii for examftl̂  purpoiei only and luch reference ii in no way intended to imply Ihal inch 
eniity endona TRN, TRN'i proposal or TRN'i proipective products and lervica. Any and all referenca to TRN'i intdlectuil property are praented for informational purpoiei and no warranties 
are made with raped to the icope, enforceabiljiy or vahdity of luch intellectual property. 
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TRN will provide detailed instruction on the installarion ofthe LDP 
components including: 

• Equipment location • Antenna locaUon 
• Equipment installation • Antenna installation 
• Power installation • Network installation 

Month 2 TRN submits rail car engineering for PATH approval 

Month 3 Testing Period 

Installation: One (\) railcar 
One railcar will be fully installed to confirm the infrastructure engineering plan and 
establish work procedure and communications protocol 

Location: 
TBD 

Hours: 
24 hours 
over three 8-
hour 
daytime 
shifts 

Process: 
• Interior molding 

removed 
• Video and audio 

wiring installed 
• Wireless antenna 

installed 
• VMC installed 
• Video displays 

installed 
• Power termination 

AcUon Items: 
• Component testing 
• Wireless 

transmission/receipt 
testing 

• Wireless Interference 
testing 

• Power usage and power 
down testing 

• Video infrastructure 
testing 

• PATH audio channel 
testing 

• Audio broadcast testing 

Deliverables 
• Document final 

railcar installation 
process 

• Confirm railcar-
engineering plan 

• TRN Inspection 
and Acceptance 

• Complete 
installation of one 
railcar 

InstallaUon: Line DistribuUon Point (LDP") 
All LDP locaUons will be installed prior to testing. The LDP is a location within the 
PATH system, such as a station or rail yard, which is responsible for wirelessly 
transmitting the video and audio content into the railcar infrastructure. The LDP 
consists of a storage device with TRN's proprietary software, power protection and a 
wireless broadcast device. 

Hours 
8 hours to complete 
each locaUon 

Locations: 
TBD 

Process 
• Install LDP 

equipment rack 
• Install wireless 

transceiver 
antennae 

Action Items 
• Conduct wireless interference 

analysis 
• Conduct wireless 

transmission/receipt analysis 
• Conduct component redundancy 

test 
• Conduct content transmission 

between NOC and LDP 
• TRN Inspection and Acceptance 

Installation: five (5) railcars for TesUng 

The information contained in this reiponae to Port Authority Requeil for Proposal 0000007920 ii confidentiil and propiietary information belonging to TRN and conilittitei trade lecreti of TR.V. 
Subject to die Agreement on Temu of Diieoision. thii information thall not be diicloied outiide PATH, be duplicated or uied. in part or in whole, for any purpoie other Ihan PATH'i evaluation of 
ihii propoial. Any and all referenca in thii document (by word or picnire) to any other entity or company, ii for example pttrpoiei only and luch reference ii in no way intended to imply ihat luch 
eniity endonei TRN, TRN'i propoiil or TRN'i proipective producti and lervicei. Any and all referencei to TRN'i inlSlectual property arc praented for informational purpoiei and no warraniiei 
are made with respect to tho icope, enforceability or validity ofiuch intellechial property. 
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Following completion ofthe first railcar, five (5) additional railcars will be fully installed for 
immediate testing for a period of thirty (30) days. 

Location 
TBD 

Hours: 
12 hours to 
complete 
one railcar 

Process 
• Interior 

molding 
removed 

• Video and 
audio wiring 
installed 

• Wireless 
antenna 
installed 

• VMC installed 
• Video displays 

installed 
• Power 

terminaUon 

Action Items 
• Component tesUng 
• Video infrastructure 

testing 
• Audio broadcast 

testing 
• PATH audio channel 

tesUng 
• Wireless 

transmission/receipt 
testing 

• Wireless Interference 
testing 

• Power usage and 
power down testing 

• Configure acUve train 
consist 

Deliverables 
• Complete 
installation of 
performance 
demonstration 

• Live system wide 
test of performance 
demonstration 

• Confirm LDP 
performance 

• Confirm railcar 
performance 

• Confirm content 
distribution 

• Confirm passenger 
receipt of content 

• Confirm 
component performance 

• Confinn PATH 
informaUon content 
distribuUon 

• Confirm system 
diagnostic monitoring 

• Establish 
maintenance and repair 
procedures 

• Establish 
communication protocol 
between PATH and IRN 

Month 6 Installation: one hundred twenty eight (128) rail cars 

SYSTEM LAUNCH TO THE PUBLIC UPON COMPLETION. 

Month 7 Installation: one hundred twenty eight (128) rail cars 

Month 8 Installation: sixty Ave (65) rail cars 
The following table shows the activity for each month to complete the installation on the entire 
PATH rolling stock 

The information coniained in Ihii reiponie to Port Authority Requeil forPropoitl 0000007920 ii confidential and proprietaiy infonnation belonging to TRN and continttei trade lecren of TRN. 
Subject to the Agreement on Termi of Diicuiiion. thii information thall not be diicloied outiide PATH, be duplicated or uied, in part or in whole.- for any purpoie other than PATH'i avtluatiDn of 
thii propoial. Any and all referencea in thji document (by word or picture) to any other entity or company, ii for eximpjg purpoiei only and luch reference ia in no way intended to imply that inch 
entity endonei TRN, TRN'i propoial or TRN'i proipective producti and icrvicci. Any and all referencei to TRN'i inlellectuil property are presented for informationil purpoiei and no warrantiei 
are made with reaped lo the icopo, enforceability or validity ofiuch inlcllecBial property. 
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Vehicle 
Installation 
Schedule 
• Four (4) 

vehicles per 
weekday 

• Twelve (12) 
vehicles per 
weekend 

Hours 

12 hours 
for two (2) 
vehicles 

Process 

• Interior molding 
removed 

• Video and audio 
wiring installed 

• Wireless antenna 
installed 

• VMC installed 
• Video displays 

installed 
• Power 

termination 

Action Items 

• Component testing 
• Video infrastructure 

lesUng 
• Audio broadcast testing 
• PATH audio channel 

tesUng 
• Wireless 

transmission/receipt 
tesUng 

• Wireless interference 
testing 

• Power usage and power 
down testing 

• Configure train consist 

Deliverables 

• Complete rail 
car installation 

• TRN/PATH 
Inspection and 
Acceptance 

• System Launch 
to the public 

Maintenance Plan 

TRN will manage and monitor the network and its components on a 24-hour basis. TRN will be 
responsible for all ongoing costs to support, repair and maintain TRN's infrastructure. TRN's 
licensed contractor will work with PATH personnel to repair and replace all equipment without 
disrupting PATH railcar operations. TRN's comprehensive maintenance strategy has been created to 
provide for the immediate resolution of any equipment malfunctions and to ensure the highest level 
of network performance. 

Network Operations Center/Remote Monitoring 

TRN's Network Operations Center (NOC) will remotely monitor TRN's infrastructure 24 hours per 
day. TRN's network components will conUnuously send diagnostic informaUon to the NOC. The 
NOC can identify any equipment malfunction and either remotely resolve the issue or dispatch 
personnel, with PATH'S approval, lo resolve the problem. In the event of an indicated equipment 
malfunction with the rail car components, the NOC can idenUfy the train's route and issue a trouble 
ticket to the PATH Ucensed contractor who will be dispatched, with PATH's approval, to the closest 
maintenance facility to invesUgate the problem (see below, Equipment Malfunction and Vandalism). 
In addition to receiving diagnostic information. The NOC will perform operational performance tests 
on TRN's infrastructure multiple times each day including: 

LDP Content Receipt 
LDP Component 
LDP Power 
LDP Wireless 
Transmission 
LDP-VMC Secure Link 
VMC Content Receipt 

VMC Component 
VMC Power 
VMC Video Playback 
VMC Audio Playback 
Video Display Power 

The infomtalion contained in Ihii reipome to Port Authority Requeit for Propoial 0000007910 ii confidential and proprietary information belonging to TRN and conitilute] trade lecreti of TRN. 
Subject lo the Agreement on Termi of Diicuiiion. thii information ihall not be diicloied outiide PATH, be duplicated or uied. in part or in whole, for any purpoie other Ihan PATH'i evaluation of 
thii propoi'l' Aty ind all referencei in Ihii document (by word or picture) lo any other eniity ot company, ii for e<ampb.purpoiea only and luch reference ii in no way intended to imply that I'ucli 
eniity endonei TRN, TRN'i propoial or TRN'i proipective producti and icrvicci. Any and all references to TRN't intellectual property are preiented for informational purpoiei and no wirrsittei 
are made with reipeci to the icope. enforceability or validity ofiuch intellecnial propeny. 
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Physical Inspections and Passenger Assistance 

TRN will employ personnel (the "Ride Team") whose responsibility is to ride PATH, performing 
quality control including: (i) visible inspection of TRN's displays, (ii) FM audio transmission 
performance, (iii) content update success and (iv) video playback quality. The Ride Team will be 
deployed during all hours of PATH operations and will report any malfunctioning equipment. TRN 
will also work with PATH to assist TRN to establish a communication procedure for PATH 
personnel to report any malfunctioning equipment. TRN's Ride Team will wear TRN identifiable 
uniforms and will respond to passenger requests for information about, and assistance in using, 
TRN's services. 

Equipment Malfunction and Vandalism 

In the event of a network component malfuncUon or vandalism, TRN will immediately noUfy TRN's 
licensed contractor who will, upon approval from PATH, remove and replace any malfunctioning 
equipment. TRN's equipment is designed as "plug and play" to allow the equipment to be quickly 
and easily removed from the railcar by a skilled contractor and immediately replaced with an 
operating unit, rather than repairing the unit on the rail car. TRN's design ensures the most effecUve 
and efficient repair of malfunctioning equipment, returning the railcar into revenue service without 
delay. TRN's contractor will perform these tasks without causing any operaUonal disruptions to 
PATH and will work within PATH'S operational schedule and guidelines. For example, in the event 
a video unit located inside of a rail car malfuncUons, a technician will procure a replacement unit 
from inventory located at the closest maintenance yard to the where the rail car will be arriving. The 
technician will have the ability, following PATH approval, to board the railcar, remove the unit and 
replace the unit within the timeframe PATH has allotted prior to the train's next revenue service. If 
the railcar is not available for extended period of time, TRN will wait for the railcar to be out of 
service before commencing any maintenance. Any situaUon requiring more extensive maintenance 
involving access to the rail vehicle, will be performed only during hours that have been pre
determined by PATH so as not to interfere with rail operaUons. TRN intends to store replacement 
components at locations where PATH will allow TRN to service the network. TRN requires only a 
limited amount of space at these locaUons and will work with PATH in determining such space 
requirements. These onsite locations will allow TRN to receive and distribute material and 
equipment packages to the maintenance crews. 

The information contained in Ihii reiponie lo Port Authority Requeit for Propoial 0000007920 i> confidential and proprietary information belonging to TRN and comtitutei trade lecreti uf TRN. 
Subjectlotfte Agreement on Termi of Diicuuic>i,lhii information ihall not be diicloied outiide PATH, be duplicated or uied. in part or in whole, for any purpoie other than PATH'i evaluation of 
thii propoial. Any and all referencei in thii document (by word or picture) to any other entity or company, is for example pprpoies only and luch reference ii in no way Intended to imply thai I'uch 
eniity endorses TRN. TRN'i proposal or TRN's prospective producti and services. Any and aQ referenca to TRN'i intellectual property are preiented for informational purpoies and no wtrrantiei 
are made with reipeci to Ihe loopo. enforcoability or validity ofiuch intellecnial property. 
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MAVBE FLAN 

TRN is committed to the participaUon of MBE and WBE firms. TRN will make a good faith effort lo 
include 12% MBE and 5% WBE firms in the installaUon, maintenance and/or purchase of equipment 
used in the implementation of TRN New York's network on the PATH rail system. 

Scope of Work 

TRN intends that M/WBE firms will participate as subcontractors of TRN. The scope ofsuch work 
may include the installaUon of TRN's network and the procurement of equipment and other related 
tasks. The firms may also be involved in the ongoing maintenance of TRN's infrastructure during the 
term ofthe agreement. 

Identification of M/WBE Firms 

TRN plans to select its subcontractors following execution of a contract with PATH. TRN intends to 
use certain firms with which it already has relationships through its affiliate's work on MARTA and 
may also select from the certified list of firms provided by PATH. TRN will choose any new firms 
based upon their experience, historical success in similar projects, competitiveness of their pricing, 
and organizational ability to perform and support the work. . 

Level of Participation 

TRN intends to make a good faith effort to include at least 12% MBE and 5% WBE firms in the 
installation, maintenance and/or purchase of equipment used in the implementation of TRN's network 
on the PATH rail system. Through its established relaUonships as well as developing new 
opportunities through PATH, TRN expects to exceed PATH'S M/WBE requirements. 

The information contained in this reiponie to Port Authority Requeit for Propoial 00000(17910 ii conlidential and proprietary information belonging to TRN and conibtulei trade lecreti of TRN. ' 
Subject to the Agreement on Termi of Diicuiiion, thii information ihall not be diicloied outiide PATH, be duplfcated or uied. in part or in whole, for any purpose other than PATH'i evaluation of 
thii proposal. Any and all references in this document {by word or picture) to any other eniity or company, ii for exampleliurpoies ordy and luch itference ii in no way intended to imply Ihat such 
eniity endorses TRN, TRN'i propoial or TRN'i proipective producti and lervicei. Any and all nfcreneci to TRN'i intellecnial property are praented for informational purposes and no warrinties 
Ire made wilh respect to the icope. enforceability or validity ofiuch intellectual propeity. 
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GENERAL AND FUNCTIONAL OVERVIEW 

TRN, through TRN New York, LLC, proposes to be the exclusive provider of multimedia content within 
PATH'S rail vehicles. TRN's services would include the provision of television, music and transit 
information to PATH'S rail passengers, over TRN's patented network, at no cost to the passengers or 
PATH. The overall mission of TRN's system is to: 

• provide informaUon to PATH's rail passengers by means of a high-resolution video and audio 
electronic entertainment and information system; 

• make available an attractive electronic medium and means for selling advertising that generates 
positive impact on PATH's image and budget without sacrificing safety and/or quality of service 
for transit customers; and 

• present PATH with an efficient option to provide real-time safety and system messages tailored to 
PATH needs. 

TRN's proposed system for PATH will provide digital television news programming, with closed-
captioning, across multiple flat screen televisions. TRN will also provide multiple channels of wireless, 
non-disruptive digital audio music programming as well as safety, promotional and real-time 
informational and emergency messages from PATH. TRN will deliver the content over TRN's patented 
network infrastructure, which combines both land and wireless network technologies. 

TRN's television newscast will be provided by one of the local network affiliates in the New York 
metropolitan area, ensuring that the content is relevant to PATH's passengers and updated regularly 
throughout the day. TRN's video programming will be similar to the newscast that a passenger would see 
on a major local news network's morning or evening broadcast, including world and local news, business, 
sports, weather and entertainment features, all updated regularly throughout the day. TRN's 
programming will also feature mulUple channels of non-disruptive wireless personal audio programming, 
available on any FM radio or cell phone with a FM headset, including: 

- up to three languages (English, Spanish, TBD) for 
the newscast and audio messages; 
- up to three channels of music programming; and 
-one channel dedicated for information from PATH. 

TRN's ride enhancing service will be at no cost to PATH or its 
passengers while providing the Port Authority of NY&NJ with 
a significant additional revenue stream. 

TRN has been granted a U.S. patent (patent no. 6,407,673) for 
a transit multimedia broadcast system that wirelessly delivers content to, and within, transit vehicles. 
TRN is committed to vigorously protecting its intellectual property rights. 

TRN has also established exclusive relationships with leaders in the rail equipment and wireless 
industries. 

The information contained in Ihii response to Port Authority Request for Proposal 0000007920 it conTidential and pioptietary information belonging to TRN and conitituiei trade lecreti of TRN. Subject 
lathe Agreement oo Temti of DiscMiion. this information ihall not ba diicloied outiide PATH, be duplicated or med. in part or in whole, for any puipoie other than PATH'i evaluation of thii propoial. 
Any and all rafereocei in thii docunient (by word or picture) to sny other entity or company, ia for example purpuei oi]Jy and luch reference ii in no way intended to imply that luch entity endoisei TRN. 
TRN'i proposal or TRN'i proipective producti and lervicei. Any and all referencei to TRN's intellecnial property are presented for informalional purpcics and no nurinties are made with respect to Ihe 
icope. enforceability orvalidity of such intellectual property. / 
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GENERAL SYSTEM OPERATING DESCRIPTION 

TRN's exclusive provision of mulUmedia content in PATH'S rail vehicles would include, installing and 
maintaining its patented network and providing: 

• uninterrupted, regularly updated broadcast television and 
audio programming within PATH'S rail vehicles; 

• television news programming, including local news, 
business, sports, weather and entertainment features relevant 
to PATH'S passengers; 

• 6 flat screen televisions per car delivering video content 
with closed captioning; 

• Up to 7 channels of wireless personal audio 
programming, available on any FM radio or cell phone with 
FM headset: 

- up to three audio channels delivering audio 
corresponding to the video programming in three 
languages, 

- up to three audio music channels, each with a different 
genre, and 

- one audio channel for the PATH to communicate 
safety information, promotional content and/or any 
other messages to its rail passenger base; 

• PATH Video and Audio Text Alert (opUonal) 

• no additional cost to rail customers; and 

• a guaranteed revenue source to PATH. 

TRN proposes to be responsible for all aspects of its network equipment, including procurement, 
installation, maintenance, operation, information services and advertising sales. PATH shall not be 
required to incur any costs for equipment purchase, operation or maintenance of TRN's system, as TRN 
shall retain ownership of network components. 

The infonnation contained in this response to Perl Authority Requeit for Propoial 0000007920 is confidential and proprieltry information belonging to TRN and constitutes trsde lecreti of TRN. Subject 
to the Agreement on Termi of Discussion. Ihis informsdon shall nM be diiclosed outside PATH, be duplicated or used, in part or in whole, for any purpose other than PATH'i evaluation of this proposal. 
Any and all refeimces in this document (by word or picture) to any other entity or company, ii {<x example purpojei onlj^and luch reference ii In no way intended to imply that luch entity endoises TRN. 
TRN'i proposal ot TRN't prospective product! and letvicei. Any and all references to TRN'i intellectual property are presented for iitformttionsl purpoiei and no warranties are made with respcci to the 
scope, enforceability orvalidity ofiuch intellectual property. / ' ' 
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PROPOSED CONTENT 

VIDEO 

TRN will provide a 30-minute digital video newscast (not text, graphics or banners) in a headline news 
format, which will be displayed on six 15" flat-screen LCD's located throughout each rail car. 

The newscast will be relevant to the local commuter and will consist of segments for local and national 
news, and business, weather, sports and entertainment features, similar to what you would see on the local 
major news network during their morning and evening news broadcasts. The newscast will also contain 
corresponding closed-captioning across the bottom ofthe screen. TRN will establish a partnership for the 
production of news content with a local network television affiliate in order to ensure that the content will 
be consistent with local network television quality, standards and practices as well as being relevant to the 
local commuter. The newscast will be continuously updated throughout the day. 

The newscast will play without interrupUon regardless of where the rail car is traveling along the PATH 
service area. Revenue will be generated through the sale of advertising spots. One 30-second advertising 
spot during each thirty-minute newscast will be made available lo PATH. Each 30-minute newscast will 
contain 20/4 minutes of news content and 9'/2 minutes of advertising, which is the same Ume allocaUon 
(advertising cycle time) as half-hour local network news programming and thus, conducive to advertisers' 
requirements and appealing to the general public. TRN is focused on providing entertaining and 
informaUve content to rail passengers, not overwhelming the passengers with advertising. 

PATH Emergency Video Text Alert (Optional) 

TRN can provide PATH with real-Ume emergency text messaging capability across each television in a 
particular train. In the event PATH must deliver an emergency message to the passengers, the conductor 
will have the ability to activate a pre-formatted video text message. The corresponding text message will 
scroll across each video screen on that specific train, providing the passengers with a visual information 
source. 

PATH Television Spot 

TRN will provide, at no cost to PATH, the placement of one-30 second spot, every half-hour of the 
broadcast. PATH will provide TRN with the content for insertion into the broadcast as desired. 

AUDIO 

TRN will deliver the audio programming across up to seven private, non-disruptive, on-board FM 
frequencies, which are provided through TRN's proprietary infrastructure. Each audio channel will 
correspond to a different FM frequency, which will be chosen based on the available FM frequencies in 
the New York metropolitan area. For example, passengers tuned to 88.6 will hear the English version of 
the video, while passengers tuned to 89,2 will hear the Spanish version ofthe video. 

Passengers will be able to tune in and receive the audio channels on any FM radio or cell phone with FM 
radio capability. With the addition of an FM cell phone headset, almost all cell phone models currently 
have the ability to be used as an FM radio, without any airtime charges. TRN's infrastructure was 
designed to avoid interference from local wireless transmissions such as radio stations and to be non-
disruptive to transit authority communicaUons. The following is an example of a channel lineup: 

The information contained in thtl reapome to Port Authonty Requeit for Proposal D000007920 is confldential and proprietaiy information belonging to TRN and conilitutes trade lecreti of TRN. Subject 
to the Agreement onTermiof Diicutiion. thii idformsti on ihall not be disclosed outiide PATH, be duplicated or med. in part or In whole, fwany purpose other than PATH'i evaluation of thii proposal. 
Any and all referencei in this document (by word or picture) to any other entity or compsny, is for example purpbsei only and lueh reference ii in no way intended lo imply that lueh entity endonei TRN, 
T R N ' I ptQpalal ot TRN'i proipecliva pioiacti and lervicei. Any and all references to TRN'i intellectud property are preiented for informadonal purpoiea and no warcactiea ite inide with respect lo the 
icope, enforceability or validity of luch intellectu»l property, / 
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Ch 1 Video Content Language 1 (English) Ch 5 Music (Rock/Pop/Altemative) 
Ch 2 Video Content Language 2 (Spanish) Ch 6 Music (Oldies/Easy Listening) 
Ch 3 Video Content Language 3 (TBD) Ch 7 Music (R&B) 
Ch 4 PATH Information Channel 

Newscast Audio 

The audio portion of the corresponding video newscast content will be provided in up to three different 
languages. This will allow TRN to reach a diverse audience and increase passenger interest. TRN plans 
to set the language choices based upon New York market demographics. 

Music Audio 

TRN's music channels will provide passengers with three different genres of music based on New York 
market demographics. TRN will receive music content fi'om selected music content providers, which will 
play on a repeating loop, similar to the music channels on airplanes. TRN will update the music on a 
regular basis. The audio content will be consistent with local radio programming standards and practices. 

PATH Audio Channel 

TRN will provide PATH with one dedicated FM audio channel for information provided by PATH. 
Through this service, PATH will have the ability to communicate travel information, promotional content 
and other messages to its rail passenger base. TRN will establish a communication procedure with PATH 
to provide content for the PATH channel. This charmel can be used for any purpose PATH deems 
appropriate, and PATH may provide the content to TRN by either, (i)-sending an email to TRN 
containing an MP3 of the audio content or (ii) sending a script of the audio content which TRN's 
producUon team will record and transmat to the passengers. 

PA TH Audio Alert (Optional) 

In addition to the above audio channel, in the event that PATH is required to deliver an emergency 
message to the passengers, the conductor on each train will have the ability to acUvate a real-Ume alert 
recording which will coincide with the PATH Video Text Alert. The real-Ume audio alert recording will 
be immediately played across all TRN audio channels, alerting the passengers to remove their headsets 
and listen to the overhead public address system for an important message firom PATH. This capability is 
intended to supplement PATH'S existing passenger audio protocols. 

Local or National Alert Messaging 

TRN will also provide PATH with the ability to transmit, in both audio and video format, certain 
messages to passengers, such as emergency information, alerts and other emergency messages from law 
enforcement and emergency management agencies. 

The information contained in Ihii response to Port Authority Requeit for Propoial OO0OOOT920 ii confidential and proprietaiy information belonging to TRN and constitutes trade secrets of TRN. Subject 
10 the Agreement on Terms of Diictmion. Ibii information thall not be diicloied outside PATH, be duplicated or used, in part or in whole, for any purpose Mher Ihan PATH's evaluation of thia propossl. 
Any and all refereticea in this document (by word or picture) to any other eniity or company, ii for eiamfde purpoRi only, and luch reference is in no way intended to imply that luch entity endonei TRN, 
TRN'i proposal or TRN'i proipective products and lerviccs. Any and all referencei to TRN's intellectual property are presented for informational purpoies and no wtrranliea are made with reipeci to the 
icope, enforceability orvalidity of luch intellectual property. / '' • 
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the rail network 

FUTURE CAPABILITIES 

TRN's system has several future capabilities, including, without limitation: 

Additional Video Content 

Inresponse to passenger feedback, TRN's system has the ability to provide enhanced video programming 
such as footage from concerts, sporting events and television sitcoms. 

Additional Audio Content 

TRN has the ability to add more audio channels. In addition, TRN can customize its programming to 
enhance the riders experience by delivering interacUve audio content. For example, TRN's audio 
capabilities can provide an educational platform to PATH rail car passengers such as "around the town" 
information about the New York area, music festivals or even interactive courses to leara a second 
language. 

Two-Way Wireless Broadband 

TRN's network will contain the intemal railcar wiring that may be used as part of an infrastructure which, 
when combined with the appropriate applicable components may have the ability to provide wireless 
high-speed internet access to PATH's rail passengers within the rail car. The provision of internet access 
is not part of the services currently being proposed by TRN, but in the event that PATH desires to offer 
internet access to its rail car passengers, TRN's network may provide certain basic elements required for 
such service. 

Video Surveillance 

TRN believes that, by incorporaUng certain components of Alstom's passenger informaUon system, 
TRN's system will have the capability of providing video surveillance ofthe interior of PATH's rail cars. 
TRN may have space available in its video displays to add video surveillance equipment and TRN's 
infrastructure will contain the wiring necessary for such service. The provision of video surveillance is 
not part of the services currently being proposed by TRN, but in the event that PATH desires to 
implement video surveillance in PATH's rail cars, TRN's network may provide the basic elements 
required for such service. 

Path Vision 

TRN believes that its network infrastructure may be integrated with the Pathvision system. TRN may be 
interested in providing its content across the Pathvision video network currently deployed throughout the 
PATH rail system. TRN would welcome the opportunity to discuss the Pathvision network and the 
potential integration of TRN's content. 

The information contained in tMt reiponie to Port Authority Requeit for Pr(̂ )OMl 0000007920 is confidentiil and proprietary information belonging to TRN and coratitules trade leaeu of TRN, Subject 
lo the Agreement on Terms of Diicuision. thii informslion shall not be discloied outiide PATH, be duplicated or used, in part or in whtde, for any purpose other than PATH'i evaluation of Ihis proposal. 
Any and all referencei in this document (by word or picture) lo any other entity or company, ii for example purpoiei oQly and luch reference it in no way intended to imply that luch entity endorses TRN, 
TRN'I proposal or TRN'i proipective producti and lervicei. Any and all references to TRN's inteDectual pitn>erty sre prcsciUed for informational purposes and no warrantiei are made with reipect to the 
icopo. enforceability orvalidity ofsuch intellecnial propeny. ^ 
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PROPOSED IN-VEHICLE CONTENT DELIVERY 

TRN's system will be delivered over TRN's patented network. 

AUDIO DELIVERY 

TRN intends to deliver the mulUple channels of audio programming across private, non-disruptive, on
board FM frequencies, which are provided through TRN's proprietary infrastructure. TRN's Vehicle 
Media Controller ("VMC") located in each railcar, will wirelessly receive the audio programming and 
then broadcast the audio across TRN's FM broadcast network. Each audio channel will correspond to a 
different FM frequency, which will be chosen based on the available FM frequencies in the New York 
area. TRN intends to conduct testing to determine the level of FM transmission needed to ensure that all 
areas ofthe railcar can receive each TRN audio channel. For example, passengers tuned to 88.1 would 
hear the English version ofthe video, while passengers tuned to 88.6 would hear the Spanish version of 
the video. Passengers will be able to tune in and receive the audio channels on smy FM radio or cell 
phone with FM radio capability. With the addition of a simple FM cell phone headset, almost all cell 
phone models have the ability to be used as a FM radio, without any airtime charges. TRN's 
infrastructure was designed to avoid interference from local wireless transmissions such as radio staUons 
and to be non-disruptive to transit authority communications. 

As a promoUon of TRN's service following TRN's launch in PATH, TRN intends to provide up to 
100,000 free FM radios to passengers traveling on PATH'S rail cars. 

VIDEO DELIVERY 

TRN will deliver the video programming across TRN's patented wireless network delivery infrastructure. 
TRN's VMC located in each railcar (see, PROPOSED EQUIPMENT SPECIFICATIONS), wirelessly receives 
the video programming. The VMC is connected to a coaxial wiring infrastructure that will be approved 
by PATH and runs throughout the rail car connecUng the displays to the VMC. The video programming 
is then displayed across every screen in each rail car. 

The information contained in this response lo Port Authority Requeit for Proposal 0000007920 is confidentiil and profrietiry information belonging to TRN and comtitutei trade secrets of TRN. Subject 
to the Agreement on Terms of Discussion, this informslion shall not be diiclosed outiide PATH, be duplicated or med, in part or in whole, for any purpoie other than PATH't evaluation of thii propoial. -
Any and all references in ihii document (by word or picture) to any other entity or company, ii for example purpoies onl];, attd tuch reference is in no way intended to imply that lUch entity endorse! TRN, 
TRN's propoial or TRN't proipective products and services. Any and all references lo TRN'i intellectual property ire presented for informalional purposei and no wuraatiei are made with irspcct to the 
scope, enforceability orvalidity ofsuch intellecnial property. / ' 
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PROPOSED EOUIPMENT SPECIFICATIONS 

CONTENT DISTRIBUTION OVERVIEW 

TRN's production facility will receive and produce the video and audio content for the PATH system. 
From this facility, TRN will send PATH'S video £md audio content through a broadband connecUon to the 
Line Distribution Points (LDP). The LDPs will continuously receive the content, store and then 
wirelessly transmit the content, at specific periods throughout the day, to the VMC. The VMC is located 
inside of each railcar and is connected to a coaxial wiring infrastructure. The VMC receives the updated 
content and at a specific time, stops playing the old content and begins playing the new content. The 
VMC transmits the video content using a video distribution hub which is hard wired to each video 
display. The audio content is transmitted from the VMC through the coaxial infrastructure to audio 
transmission antennas in the railcar, where the content is transmitted to the passengers' personal FM 
radios or cell phones. 

This process is repeated throughout the day and does not require any operational assistance or support 
from PATH. The VMCs are intended to be modular by design. The components are small stainless steel 
enclosures that can be mounted at a variety of angles and various surfaces. TRN's equipment is also 
designed to be compliant with FCC regulations. In each market, TRN intends to test the ACU to 
determine the level of FM transmission needed to ensure that all areas ofthe railcar can receive each TRN 
audio channel. TRN equipment is designed not to interfere with PATH's communications. 

the rail network 
Content Dist r ibut ion Overview 

Railcar infrastructure 

:\o^ _ -

LDP 

TRN Proiaucllon Facility 

L 
Broadbarid Lino 

TELEVISION AND RADIO 
WHILE YOU RIDE 

VMC 

The infonnation contained in ihia reipome to Port Authority Request for Propoul 000C00792O it confidential tnd proprietary information belonging lo TRN and coralitutei trade secret) of TRN. Subject 
to the Agreement onTemisof Discusiion. this information shall not be diiclosed outside PATH.be dufdicaled ra-used, in part or in whole, for any puipoie other than PATH'i eviloation of tldi propoiil,'' 
Any and all referencei in thi> document (by word or picture) to any other entity or company, ii for example pur^osei ogly and luch reference ii in no way intended lo imply that luch entity endonei TRN. 
TRN'i propoiil or TRN'i proipective products and lervices. Any and all references lo TRN'i intellecnial property are presented for informational purpoies and no wirranlics are made with reipect lo the 
icope. enforceability orvalidity of inch intellecnial property. / ' • 

http://PATH.be


the rail network 

RFP Number 0000007920 
" Proposal 

Page 8 of 30 

In the interests of security ofthe components and the proprietary nature of TRN's network, TRN offers 
the following detailed description of the content delivery components in response to the information 
requested in the RFP. TRN intends to provide PATH with further detailed information following an 
award of the contract to TRN. In the event that PATH requires further information prior to contract 
award, TRN will provide the necessary information upon PATH'S written request. 

Wayside Equipment 

Line Distribution Point (LDP) - The LDP is a location within the PATH system, such as a station or 
railyard, which is responsible for wirelessly transmitting the video and audio content into the railcar 
infrastructure. The LDP meets NEMA 2 standards and consists of a storage device with TRN's 
proprietary software, power protection and TRN's AirNet LDP, a wireless broadcast device. The AirNet 
LDP is an antenna that wirelessly transmits TRN's content from the LDP server to the railcar 
infrastructure. The AirNet LDP is connected to the LDP rack enclosure via coaxial cable. 

LDP Secure Rack Enclosure 
-Number of units: 1 
- Dimensions: 26"H x 19"W x 30D" 

TRN AirNet LDP 
-Number of units: 1 
- Dimensions: 12"H x 12"L x 3"D 
- Power: 110-Volt AC Power 

In-Vehlcle Equipment 

TRN Atlanta has established an exclusive relationship with Alstom Transport Telecite ("Alstom"). TRN 
Atlanta's in-vehicle infrastructure for MARTA incorporates certain equipment provided and customized 
by Alstom. The customized in-vehicle infrastructure includes a VMC, ACU, LCD Video Displays, Video 
Distribution Hub and Power Supply which are based upon the design of Alstom's passenger information 
systems. Alstom's passenger information systems have been deployed in other transit authorities and 
meet all applicable rail standards including without limitation, lEC 61373, lEC 60571, CFR Title 49 and 
NFPA 130. TRN believes that it is the only respondent to the RFP whose infrastructure contains 
equipment which has been tested from a safety and functionality perspective and is used in other transit 
systems. 

Vehicle Media Controller (VMC) - The VMC is located in each railcar. The VMC is modular and can be 
mounted or placed in areas with limited space. The VMC wirelessly receives the content through a 
custom designed wireless antenna fixed to the outside ofthe railcar. The VMC is responsible for storing, 
converting and playing all video and audio across the intemal train infrastructure. The VMC will be 
equipped with TRN's proprietary software, which contains multiple layers of security and plays the 
content according to a predetermined schedule. The VMC also provides TRN with operational diagnostic 
information on the railcar infrastructure. 

- VMCs per railcar: I 
- VMC Dimensions (each): 12"L x 19"D x 5"W 

Video Displays - TRN will install six 15" flat screen LCD units in each rail car, providing almost every 
passenger the opportunity to view the screens. The display units are enclosed in a secure, tamper-
resistant, highly integrated frame consisting of both metal and composite plastic. The viewing area will 
be covered with a protective vandal shield and angled to prevent exterior/interior sunlight from 
obstructing passenger views. In addition, the video displays contain both a contrast and brightness 
control to compensate for interior light levels. 

The infcrmation contained in Ihii reipome to Port Authority Requeit for Proposal 000OOO792D ii confidential and proprietary information belonging to TRN and comtitutei trade lecreb of TRN, Subject 
to the Agreement on Termi of Diicuision, this information shall not be diicloied ouuide PATH, be duplicated or pied, in part or in whole, for any purpoie other than PATH'i evaluation of iMi proposal. 
Any and all referencei ia thti document (by wotd or picture) to any other eniity or compiny, b for nample purposes only-«nd inch reference ii in no way intended to imply that lUch entity endorses TRti, 
TRN's propotal or TRN'i proipective product! and lervicei. Any and all nfetence* to TRN'i inlcUectual property are preiente<yor infontulional purposes and no wiiranlics are made with respect to Ihe 
scope, enforced)! lily orvalidity ofiuch intdlechial property. 
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The enclosure will be designed to complement the interior aesthetics ofthe PATH rail car and includes an 
integrated mounting arm to secure the unit to the rail car frame to ensure security and stability. The 
enclosure will incorporate a secure proprietary release mechanism to allow efficient maintenance of 
damaged or malfunctioning units. Video displays will be powered through electric connectivity in each 
rail car. 

The LCD's are designed for two different placement positions, 
flush and comer mounts. The following are dimensions for 
each: 

Number of LCD's per railcar: 6 
- flushmount l8.89"Hx l7.72"Wx2.42"D 
- comer mount l7.70"Hx I9.l4"Wx9.98"D 

TRN will recommend video display locations, which will be 
subject to approval by PATH. The placement locations proposed 
for the video displays will provide the passengers with a view 
from all areas of the railcar and will not block existing 
advertising locations, passenger walkways or emergency exits. 

Audio Control Unit (ACU) - The ACU is located in each railcar. It provides the FM transmission ofthe 
multiple channels of audio so that passengers can listen to all audio programming on any FM capable 
device. 

- Number of ACU's per railcar: 1 - Dimensions: 19"L x 14,51"W x 3.47"H 

Video Distribution Hub - The Video Distribution Hub is located in each car ofthe railcar and provides for 
amplification ofthe video signal to the LCD to ensure the highest quality visual image to the passengers. 

- Number of Hubs per railcar: 1 - Dimensions: 7.77"L x 6.46"W x 2.09 H 

Power Supply - The power supply provides power to all on-board TRN equipment. 

- Power Supplies per railcar: I - Dimensions: 10"L x 6.46"W.x 2.09 H 

TRN AirNet Transceiver - The AirNet Transceiver is connected via coaxial cabling to the VMC. It is 
responsible for receiving all content, from the LDP, and providing VMC diagnostic information. The unit 
is located on the exterior ofthe A car in the railcar. 

- Units per railcar: 2 - Dimensions: 4"L x 4"H x l.5"D 
12"Lx l2"Hx3"D 

Audio Transmission Antennas - TRN will install audio transmission coaxial cabling along existing wiring 
paths located behind the railcar interior moldings and not accessible to the public. The cabling will 
terminate in the VMC. The cabling will follow a similar end to end path as video coaxial cabling. 

Wiring - TRN will install wiring that meets PATH and applicable guidelines for safety and performance. 
TRN expects to follow existing wiring paths currently available within the rail cars. 

The informaiiiin contained in thii reipome lo Port Authority Requeit for Proposal 0000007920 ii confidential and proprietaiy information belonging lo TRN and coiutitutei trsde lecreti of TRN. Subject 
to Ihe Agreement on Termi of Diicuiiion, thii information ihnll not bo diicloied outiide PATH, be duplicated or med. in part or in whole, for any purpoie other Ihan PATH'i evaluilion of this propoial. 
Any and all referencei in thii document (by word or picture) to any oiher eniity or company, ii for aiample purpoiei only and luch reference ii in no way intended lo imply Ihat such entity endonei TRN, 
TRN'i proposal or TRN'i proipective producti and lervicei. Any and all referencei to TRN'i intellectual property are presented fot informational purpoiei md no wairanliei are made wiih reipcct to Ihe 
scope, cnforoeobility or validity gf such intellectual property. ' 
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SOFTWARE 

TRN's proprietary software, RailVision, is a content distribution, playback and security platform 
designed for the unique transit rail environment. RailVision automates the distribution of each market's 
content from TRN's production facility, through the patented wireless network infrastructure, to each 
train's video/audio infrastructure. Using multiple layers of secure encryption to communicate and move 
updated content to the VMCs, the trains are updated with the newest content without disrupting the transit 
schedule. 

The system has the capability of automatically handling simultaneous transmissions to multiple trains. 
RailVision can also provide diagnostic reporting to TRN including content transmission and receipt by 
each train's VMC, security and railcar infrastructure status. RailVision also has the ability to recognize 
an unsuccessful content download by a specific train, allowing for that train's VMC to download only the 
content that the VMC failed to receive during the primary download. RailVision also provides for 
automated facilities management through the use of wireless hand held devices. In the event a VMC 
fails, onsite personnel can install a new VMC which will automatically download the proper software 
upgrades and current content within minutes. RailVision is a platform that can be easily expanded and 
modified as necessary to meet the specific needs of PATH. Automatic software upgrades allow TRN to 
modify system functionality and add features such as conductor controlled messaging, expanded number 
of audio content channels and, working with the transit systems, central command controlled messaging 
to passengers. 

ON-BOARD POWER FOR TRN COMPONENTS 

TRN requires approximately 500 watts of power provided at a power condition demarcation point in each 
railcar (one 20 amp circuit). TRN will meet PATH's requirements for power protection and EMI. The 
on-board power will range between 23 VDC and 80 VDC, with the nominal voltage being 37 VDC. TRN 
has designed its infrastructure to handle power transients up to 2KV. 

TRN*s ON-BOARD POWER MANAGEMENT 

TRN's power management system was developed to monitor the on-board power status of the rail car. 
The TRN rail car infrastructure will shut down when the rail car is not in service so as to prevent draining 
the on-board rail car batteries. To accomplish this objective, TRN installs an operator "key" sense line 
which would provide a positive voltage "sense" when the key is in the "operate" position and a "lack of 
voltage" sense in the off position. 

TRN's power management system receives rail car supplied DC voltage with an input range from 25 to 
100VDC and converts this voltage to a stable 12 and 5VDC for the electronic equipment. Expected 
transients in the high lOOOV range are filtered prior to output to provide additional protection ofthe 
electronic equipment. The power conditioner meets or exceeds environmental specifications of OdegC to 
+70degC. The power management system also receives a "Rail Car Operator Key" status signal that 
enables seamless shutdown ofthe railcar infrastrucmre when the railcar is no longer in service. 

WAYSIDE DISTRIBUTION POWER 

TRN requires one, 110 volt AC circuit to power the equipment located at the LDP. TRN requires a 
connection to a 110 volt AC circuit for the LDP wireless transmission antenna. 

The information comained in thii respome to Fort Authority Requeit for Proposal 0000007920 is confidential and proprietiiy information belonging to TRN and conitiiuies Iride secrets of TRN. Subject 
to the AgteemenlonTenniofDiicmiion. Ihii information ihall not be diicloied outiide PATH, be duplicated or used, in part or-inwhde, for any purpoia other Ihan PATH'S evaluation of thii propoial. 
Any and all referencei in Ihii document (by word or picture) to any other entity or company, ii for enample purpoies only jind iiich reference is in no way intended lo imply that such eniity endonei TRN, 
TRN't propoial or TRN's prospective producti and lervices. Any and all referencei to TRN'i intcUecIui] property are preiented for informational purpoiei and no wiirantiei are made with respect to Ihe 
icope, enforceability orvalidity ofiuch intcilectual property. J 
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SECURITY 

Video Displays - The display units will be enclosed in a secure, custom designed, tamper resistant, highly 
integrated frame consisting of both metal and composite plastic. The viewing area will be covered with a 
protective vandal shield, treated with an anti-glare coating. The displays will be securely fastened to the 
rail car frame and incorporate a secure proprietary release mechanism to allow efficient maintenance of 
damaged or malfunctioning units. 

LDPs - The LDP equipment will be enclosed in a rack in a secure, environmentally regulated location on 
P A T H ' S property. PATH will choose locations, accessible to TRN and PATH personnel only. 

Vehicle Media Controller - The VMC is encased in a ruggedized industrial enclosure located inside of a 
secure area in the rail car accessible only to PATH authorized personnel. 

Audio Control Unit - The ACU is encased in a ruggedized industrial enclosure located inside of a secure 
area in the rail car accessible only to PATH authorized personnel. 

Video Distribution Hub - The Video Distribution Hub is encased in a ruggedized industrial enclosure 
located inside of a secure area in the railcar that is accessible only to PATH personnel. 

Wiring - All wiring will be located behind the interior paneling and will not be accessible to the public, 

Wireless Transmissions - TRN takes wireless security very seriously. TRN has obtained the global 
exclusive right to technology which TRN believes is the only industrial wireless equipment capable of 
providing a secure and timely means to deliver content to rail passengers traveling below ground without 
disrupting operations. TRN's wireless platform does not use commercially available frequencies such as 
802.11. TRN believes that 802.11 frequencies are vulnerable to security breaches from third parties using 
readily available equipment. 

Th« information contained in thii respome to Port Authority Requeit for Proposal 0000007920 ia confidential and proprietary information belonging to TRN and comlinites trade lecreti of TRN, Subject 
to the Agreement on Termi of Diicuiiion, ihii information ihall not be diiclosed outside PATH, be duplicated pi used, in pirt or in whole, for any purpoie other Ihan PATH'i evaluslion of Ihii propoial. -
Any ""l >" reference! in Ihis document (by word or picture) to any oiher entity or company, ii for example purpMCi only and luch reference ia in no way intended to imply that luch entity endonei TRN, 
TRN'i proposal or TRN'i prospective producti and lervicei. Any and all referencei lo TRN't inlellectual properly are preienlBd for informalional purposes and no warranties are made with reipcct to Ihe 
scope, enforceability orvalidity of luch intellectuil property. ' 
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INSTALLATION AND MAINTENANCE PLAN 

INSTALLATION PLAN 

The following is TRN's proposed installation plan for PATH. This plan is subject to PATH approval and 
mutual agreement with TRN prior to installation and will be modified accordingly. 

TRN currently intends to use a third party contractor(s) to perform the installation and ongoing 
maintenance of the TRN network on PATH. TRN will offer PATH the opportunity to serve as a 
subcontractor for installation and or maintenance. In the event that PATH chooses not to act as a 
subcontractor for installation and/or maintenance, TRN's system does not require routine PATH 
monitoring. In either case, installation and maintenance of TRN's network will be at TRN's cost and will 
be coordinated with PATH. Upon expiration or termination ofthe contract, TRN will remove, at TRN's 
cost, its network components from the PATH system. 

Engineering 

Prior to installation, TRN will provide detailed drawings and specifications of the installation of each 
railcar, proposed LDP locations and all other necessary engineering for PATH's approval. These 
engineering drawings and specifications will detail the interfaces to existing systems, power consumption, 
connection methods, and equipment locations. 

Installation and Maintenance Labor 

TRN will provide a project manager that will directly coordinate all aspects of the installation with 
PATH. TRN's project manager will provide a single point of contact for PATH. TRN will inspect and 
test the work and ensure that the system is operational. All maintenance performed will be consistent 
with PATH'S operating maintenance window. For maximum efficiency of the installation of TRN's 
network, all TRN network components are installed at locations within PATH's property. 

TRN is aware that PATH has contracted for 340 new railcars manufactured by Kawasaki. TRN intends to 
work with PATH to coordinate installation and maintenance work to integrate the new rail vehicles, TRN 
anticipates that this will include establishing a procedure to remove TRN's equipment from the existing 
fleet and re-install the infrastructure into the new Kawasaki railcars as new vehicles are delivered and old 
vehicles replaced. Through its work with MARTA, TRN's affiliates have experience planning the 
coordination of installation on rehabilitated rail cars. 

Safety 

TRN understands that safety is the top priority on any project in the PATH system. As TRN's affiliates 
have done, and are doing, in connection with TRN Atlanta, LLC's work on MARTA, all required 
personnel and contractors will complete the applicable safety program as required by PATH prior to 
installation. TRN believes that it is the only respondent possessing the experience with, and knowledge 
of, the safety precautions when deploying an in-vehicle video system. 

Ongoing Maintenance 

TRN intends to store replacement components at locations where PATH will allow the servicing of 
TRN's network. TRN requires space at these locations and will work with PATH in determining such 
space requirements. These onsite locations will allow TRN to receive and distribute material and 

The information contained in thii mpome to Port Authority Requeit for Propoial 0000007920 ii confidential and proprietary information belonging to TRN and comtitutei trade lecretl of TRN. Subject 
to the Agreement on Termi of Diicuiiion. this information ihall not be diicloied outiide PATH, be duplicated or ^ed, in part or in whole, for any purpoie other than PATH'i evaluation of Ihii propoial. 
Arty and all referencei in this document (by word or picture) to any other entity or company, is for example purposes only .and such reference is in no way intended to imply that luch eniity endorses TRN, 
TRN'i propotal ot TRN'i prospective product* and lervicei.- Any and all referencea to TRN'i intellectual property u i presenteil.fqr informational purpoies and no wananties are made i*ith reipect to the 
leope. enforceability orvalidity ofiuch inidlectual property. '^ 
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equipment packages to the installation crews. TRN's equipment is designed to allow the equipment to be 
quickly and easily removed from the railcar by a skilled contractor and immediately replaced with an 
operating unit, rather than repairing the unit on the rail car. This design ensures the most effective and 
efficient repair of malfunctioning equipment, returning the railcar into revenue service without delay. 

Installation Timeframe and Schedule 

The following is TRN's estimated timeframe to complete the installation of 327 rail vehicles. The 
timeframe is based on several assumptions including, without limitation, access to PATH's property, new 
vehicle procurement delivery schedule, approval by the Authority and other factors. The following 
schedule is subject to PATH's approval and revisions and mutual agreement with TRN. 

Month 1 Project Alignment 

TRN will conduct the project alignment with PATH on TRN's infrastructure and 
performance capabilities. 

Location: 
Topics 

TBD Hours: 
• Review safety 

guidelines 
• Overview of TRN 

passenger content 
• Overview of TRN 

PATH content 
distribution 

16 hours (two days) 
• Overview of TRN rail car 

components 
• Overview of TRN wireless 

distribution network 
• Overview of LDP 

Rail car Eneineering Session 
TRN will provide detailed instruction on the rail car infrastructure 
engineering including: 

• Equipment locations 
• Wiring paths and 

termination 
• Video/Audio distribution 
• PATH messaging network 

• Power usage 
• Wireless transceivers 

• Content distribution 

Rail car Component Installation Session 
TRN will provide detailed instruction on the installation of the rail car 
components including: 

• VMC installation 
• Audio distribution wiring 
• Power termination 
• Wireless transceiver 

installation 

• Video distribution wiring 
• Power distribution wiring 
• Video display installation 

LDP Component Installation Session 
TRN will provide detailed instruction on the installation of the LDP 
components including: 

• Equipment location • Antenna location 
• Equipment installation • Antenna installation 
• Power installation • Network installation 

The information contained in thii reiponie lo Port Authority Requeit for Priqioial 000000792011 confidential and proprietary information belonging to TRN and comtitutei trade lecreti of TRN. Subject 
to the Agreement on Termi of Diicuision. thii informslion ihill nol b« diiclosed outtide PATH, be duplicated fr uied. in part or in whole, for any puipose other than PATH'i evaluation of this proposal.-
Any and all referencei in thja document (by word or picture) to any other eniity or company, il for example purp'oiei only and inch reference is in no nay intended to imply that luch entity endorsei TRN, 
TRN'i propoial or TRN'i prmpeclive producti and servtea. Any and all references to TRN's intellectual property are pretenle^ for informational purpoiei and no wimnties are made with reipect to Ihe 
scope, enforcesbility orvalidity ofiuch intellectual property. ' 
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Month 2 TRN submits rail car engineering for PATH approval 

Month 3 Testing Period 

Installation: One (1) railcar 
One railcar will be fully installed to confirm the infrastructure engineering plan and 
establish work procedure and communications protocol 

Location: 
TBD 

Hours: 
24 hours 
over three 8-
hour 
daytime 
shifts 

Process: 
• Interior molding 

removed 
• Video and audio 

wiring installed 
• Wireless antenna 

installed 
• VMC installed 
• Video displays 

installed 
• Power termination 

Action Items: 
• Component testing 
• Wireless 

transmission/receipt 
testmg 

• Wireless Interference 
testmg 

• Power usage and power 
down testing 

• Video infrastructure 
testing 

• PATH audio channel 
testing 

• Audio broadcast testing 

Deliverables 
• Document final 

railcar installation 
process 

• Confirm railcar-
engineering plan 

• TRN Inspection 
and Acceptance 

• Complete 
installation of one 
railcar 

Installation: Line Distribution Point ("LDP) 
All LDP locations will be installed prior to testing. The LDP is a location within the 
PATH system, such as a station or rail yard, which is responsible for wirelessly 
transmitting the video and audio content into the railcar infrastructure. The LDP consists 
of a storage device with TRN's proprietary software, power protection and a wireless 
broadcast device. 

Hours 
8 hours to complete 
each location 

Locations: 
TBD 

Process 
• Install LDP 

equipment rack 
• Install wireless 

transceiver 
antennae 

Action Items 
• Conduct wireless interference 

analysis 
• Conduct wireless 

transmission/receipt analysis 
• Conduct component redundancy 

test 
• Conduct content transmission 

between NOC and LDP 
• I RN Inspection and Acceptance 

Installation: five (5^ railcars for Testing 
Following completion of the first railcar, five (5) additional railcars will be fully installed for 
immediate testing for a period of thirty (30) days. 

Location 
TBD 

Hours: 
12 hours to 
complete 
one railcar 

Process 
• Interior molding 

removed 
• Video and 

audio wiring 
installed 

Action Items 
• Component testing 
• Video infrastructure 

testing 
• Audio broadcast testing 
• PATH audio channel 

Deliverables 
• Complete 
installation of performance 
demonstration 

• Live system wide 
test of performance 

The information contained in iMi response to Port Authority Request tor Propoial OOODOOT920ii coniidenlial and proprietaiy information belonging to TRN and comtitutei trade lecreti ofTRN. Subject 
to the Agreemeni on Termi of Diicuiiion, ttiii informatian ihall not be diiclosed outtide PATH, be dufdicaled or used, in part or in whole, for any purpoie other than PATH'i evaluation of thii propotal. 
Any and all referencei in thii document (by word or picture) to any other entity or company. Is for example purpoies only.ind luch reference it in no way intended to imply that such entity endonet TRN. 
T R N ' I proposal or TRN's prospective products and services. Any and alt lefcrences to TRN'i inlcUectual property ate preiented for informational purpoies and no watranlies are made with reipect to the • 
scope, enforceability orvalidity of such intcilectual property. ' 
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• Wireless 
antenna 
installed 

• VMC installed 
• Video displays 

installed 
• Power 

termination 

testing 
• Wireless 

tran smi ss i on/receipt 
testing 

• Wireless Interference 
testing 

• Power usage and power 
down testing 

• Configure active train 
consist 

demonstration 
• Confirm LDP 
performance 

• Confirm railcar 
performance 

• Confirm content 
distribution 

• Confirm passenger 
receipt of content 

• Confirm component 
performance 

• Confirm PATH 
information content 
distribution 

• Confirm system 
diagnostic monitoring 

• Establish 
maintenance and repair 
procedures 

• Establish 
communication protocol 
between PATH and TRN 

Month 6 Installation: one hundred twenty eight (128) rail cars 
SYSTEM LAUNCH TO THE PUBLIC UPON COMPLETION. 

Month 7 Installation: one hundred twenty eight (128) rail cars 

Month 8 Installation: sixty five (65) rail cars 

The following table shows the activity for each month to complete the installation on the entire 
PATH rolling stock 

Vehicle 
Installation 
Schedule 
• Four (4) 

vehicles per 
weekday 

• Twelve (12) 
vehicles per 
weekend 

Hours 

12 hours 
for two (2) 
vehicles 

Process 

• Interior molding 
removed 

• Video and audio 
wiring installed 

• Wireless antenna 
installed 

• VMC installed 
• Video displays 

installed 
• Power termination 

Action Items 

• Component testing 
• Video infrastructure 

testing 
• Audio broadcast testing 
• PATH audio channel 

testing 
• Wireless 

transmission/receipt 
testing 

• Wireless interference 
testing 

• Power usage and power 
down testing 

Deliverables 

• Complete rail car 
installation 

• TRN/PATH 
Inspection and 
Acceptance 

• System Launch 
to the public 

The infonnation contained in this response to Port Authority Requeii for Propotal 0000007920 it confidential and proprietary information belonging lo TRN and coratitulei trade lecreti of TRN. Subject 
to the Agreemeni on Termi of Diicuiiion. ihii infoimalion ihill not be diicloied outiide PATH, be duplicated pr med, in pari or in whole, for any purpoie other than PATH'i evaluation of Ihii propoial. 
Any and all references in tht) document (by word or picture) to sny other eniity or company, is for eiampl* purp'oses only and luch reference ii in no way intended to imply thai luch eniity endonei TRN, 
TRN'i propoial or TRN's |iroipecIive products snd services. Any and sit referencei to TRN's intellectual property m presenu^ for informilional purposei and no wananties ire made with reipect to the 
icope, enforceability orvalidity of luchinleilcctual property, •" 
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• Configure tram consist 

Maintenance Plan 

TRN will manage and monitor the network and its components on a 24-hour basis. TRN will be 
responsible for all ongoing costs to support, repair and maintain TRN's infrastructure. TRN's licensed 
contractor will work with PATH personnel to repair and replace all equipment without disrupting PATH 
railcar operations. TRN's comprehensive maintenance strategy has been created to provide for the 
immediate resolution of any equipment malfunctions and to ensure the highest level of network 
performance. 

Network Operations Center/Remote Monitoring 

TRN's Network Operations Center (NOC) will remotely monitor TRN's infrastructure 24 hours per day. 
TRN's network components will continuously send diagnostic information to the NOC. The NOC can 
identify any equipment malfunction and either remotely resolve the issue or dispatch personnel, with 
PATH'S approval, to resolve the problem. In the event of an indicated equipment malfunction with the 
rail car components, the NOC can identify the train's route and issue a trouble ticket to the PATH 
licensed contractor who will be dispatched, with PATH'S approval, to the closest maintenance facility to 
investigate the problem (see below, Equipment Malfunction and Vandalism). In addition to receiving 
diagnostic information. The NOC will perform operational performance tests on TRN's infrastructure 
multiple times each day including: 

• LDP Content Receipt • VMC Component 
• LDP Component • VMC Power 
• LDP Power • VMC Video Playback 
• LDP Wireless , vMC Audio Playback 

Transmission , Video Display Power 
• LDP-VMC Secure Link 
• VMC Content Receipt 

Physical Inspections and Passenger Assistance 

TRN will employ personnel (the "Ride Team") whose responsibility is to ride PATH, performing quality 
control including: (i) visible inspection of TRN's displays, (ii) FM audio transmission performance, (iii) 
content update success and (iv) video playback quality. The Ride Team will be deployed during all hours 
of PATH operations and will report any malfunctioning equipment. TRN will also work with PATH to 
assist TRN to establish a communication procedure for PATH personnel to report any malfunctioning 
equipment. TRN's Ride Team will wear TRN identifiable uniforms and will respond to passenger 
requests for information about, and assistance in using, TRN's services. 

Equipment Malfunction and Vandalism 

In the event of a network component malfunction or vandalism, TRN will immediately notify TRN's 
licensed contractor who will, upon approval from PATH, remove and replace any malfunctioning 
equipment. TRN's equipment is designed as "plug and play" to allow the equipment lo be quickly and 
easily removed from the railcar by a skilled contractor and immediately replaced with an operating unit, 
rather than repairing the unit on the rail car. TRN's design ensures the most effective and efficient repair 
of malfunctioning equipment, returning the railcar into revenue service without delay. TRN's contractor 
will perform these tasks without causing any operational disruptions to PATH and will work within 

The information contained in Ihii response to Pott Authority Requeit for Propoial 0000007910 it confidential and proprietary information belonging to TRN and comtitutei trade secrets of TRN. Subject 
to the Agreement on Terms of Discussion. Ihis information shall not be disclosed oultide PATH, be du[dicated or yied. in part or in whi^e. for any purpoie other than PATH'i evaluation of thii proposal. 
Any and all nferencei in this documcnl (by word or picture) to any other entity or company, is for example purposes onlyjnd luch r^ertnce is in no way intended to imply that such entity endonea TRN, 
TRN'i propoial or TR.N'i proipective producti and services. Any and all references to TRN'i intcilectual property are presented (qr Infomtilionil purpoies and no wenanlies are made wiih respect to the 
scope, enforceability ot validity ofiuch inteilectuil property, ' ' 
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PATH'S operational schedule and guidelines. For example, in the event a video unit located inside of a 
rail car malfunctions, a technician will procure a replacement unit from inventory located at the closest 
maintenance yard to the where the rail car will be arriving. The technician will have the ability, following 
PATH approval, to board the railcar, remove the unit and replace the unit within the timeframe PATH has 
allotted prior to the train's next revenue service. If the railcar is not available for extended period of time, 
TRN will wait for the railcar to be out of service before commencing any maintenance. Any situation 
requiring more extensive maintenance involving access to the rail vehicle will be performed only during 
hours that have been pre-determined by PATH so as not to interfere with rail operations. TRN intends to 
store replacement components at locations where PATH will allow TRN to service the network. TRN 
requires only a limited amount of space at these locations and will work with PATH in determining such 
space requirements. These onsite locations will allow TRN to receive and distribute material and 
equipment packages to the maintenance crews. 

The information contained in Ihia response to Port Aulhority Requeit for Propotal 0000007920 i i conlidential and profdetuy informilion belonging to TR.V and comtitutei trade lecreu of TRN. Subject 
to the Agreement on Termi of Di icui i ion, Ihii information ihall not be diicloied outtide PATH, be duplicated^r med, in part or in whole, for any purpose other than PATH's evaluation uf ihi i proposal. 
Any ind sll referencei in this document (by word or picture) lo any other entity or compiny, is for example purpoies only and such reference l i in no way intended lo imply Ihst such entity endorsei TRN, 
TRN't propoial or TRN' i prospective producti and icrvicos. Any and all referencei to TRN' i intellectual property are ptetented for informational purpoiei and no warranties are made with mpcct to the 
icope, enforceability orvalidity ofsuch intellectual properly. 
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PROPOSED R E V E N U E 

TRN New York will generate revenues from the sale of advertising on TRN New York's video 
programming. Over the term of the contract, TRN New York's operations on PATH would create a 
significant recurring revenue source for the Port Authority. TRN New York proposes to pay the Port 
Authority of NY&NJ an amount which shall be the greater of (i) a minimum guarantee fee for each 
annual period as described below or (ii) a percentage of the Gross Revenues (as defined below), TRN 
New York estimates that, under the proposed structure. Port Authority would receive 
approximately $23,498,203 over the proposed 15 year term of the contract. TRN New York 
proposes to pay the Port Aulhority of NY & NJ, on a monthly basis, according to the following schedule: 

Contract 
Year 

1 
2 
3 
4 
5 
6 
7 
8 
9 
10 

Minimum Annual 
Guarantee* 

$100,000 
$250,000 
$250,000 
$250,000 
$250,000 
$250,000 
$250,000 
$250,000 
$250,000 
$250,000 

Percentage of 
Gross Revenue** 

15% 
15% 
15% 
15% 
15% 
15% 
15% 
15% 
15% 
15% 

TRN*s proposal is for a minimum base period of a ten-year 
contract. However, if the Port Authority of NY&NJ is 
interested in entering into a contract for a fifteen-year base 
period, TRN proposes to pay the following for years 11-15: 

11 
12 
13 
14 
15 

$300,000 
$300,000 
$300,000 
$300,000 
$300,000 

18% 
18% 
18% 
18% 
18% 

*The Minimum Annual Guarantee for each contract year will be paid in twelve equal monthly amounts. TRN 
estimates that it will take 8 months from contract to complete the rail system installation and this revenue proposal is 
based upon meeting the installation timeline, 

**The revenue received by TRN New York for the sale of advertising during TRN New York's video programming on 
PATH less fifteen percent (15%) ofsuch gross amount for sales commissions anil/or fees in connection with the sale of 
advertising as is customary practice in the industry. 

Based upon our expertise and the above revenue proposal, the following represents TRN New York's 
projected gross revenues and PATH'S revenue share for each annual period following the installation of 
all PATH rail vehicles: 

The infotmaiion contained in Ihis reiponie lo Port Aulhority Requeit for Propoial 0000007920 is confidential and proprietary information belonging to TR.N and conilitutes trade lecreli of TRN, Subject 
to the Agreement on Termi of Diicuision, this Information shall not be diiclosed outside PATH, be duplicated or uaed; in part or in whole, for any purpose other than PATH'i evaluation of this proposal. 
Any and all referencea in Ihii document (by word or picture) to any other entity or company, it for example purpoiei only-and luch reference it in no way intended to imply Ihat luch entity endonei TRN, 
TRN'i proposal or TRN's prospective product] and lervicei. Any and all references to TRN'i intellectual properly arc prcientedyor informational purpoies and no weirantiet are made with respect to iKc 
scope, enforceability otvalidily ofiuch intellectual property. 
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Period Following 
Installation 

Gross Revenues 

Revenue Share 

Vearl 

1,377,992 

206,698 

Vear 2 

7,923,899 

1,188,585 

Vear 3 

10,525,199 

1,578.780 

Vear 4 

10,525,199 

1,578,780 

Vear 5 

10,525,199 

1.578,780 

Period Following 
Installation 

Gross Revenues 

Revenue Share 

Period Following 
Installation 

Gross Revenues 

Revenue Share 

Vear 6 

10,525,199 

1,578,780 

Vear11 

10,525,199 

1,894,536 

Vear 7 

10,525,199 

1,578,780 

Vear 12 

10,525,199 

1.894,536 

Vear 8 

10,525,199 

1,578,780 

Vear13 

10.525,199 

1,894,536 

Vear 9 

10,525,199 

1,578,780 

Vear 14 

10,525,199 

1,894.536 

Vear 10 

10,525,199 

1,578,780 

Vear15 

10,525.199 

1.894,536 

The information contained in Ihii reiponse to Port Aulhority Request for Propoaal 000000792D is confjdenlial and proprieltiy infomution belonging lo TRN and comtitutei trade lecreti of TRN. Subject 
to the Agreement on Temu ofDiicDsiion. this information shall noc be disclosed outside PATH, be duplicated or uied, in pail or in whole. Sor any purpoie other than PATH'i evaluation of thii propoiil.-
Any and all references in thia document (by word or picture) to any (rther entity or company, ii for example p u r e e s otily snd such reference is in no way intended to imply Ihst such entity endonei TRN, 
TRN'i proposal or TRN'i proipoctivo products and lervices. Any and all references to TRN'i intellecnul property are preienled for informational purposei and no warranties are made with raped to Ihe. 
scope, enforceability orvalidity ofiuch intellectuil property, / '' ' 
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SALES STRATEGY AND APPROACH 

VIDEO AND CORRESPONDING AUDIO CHANNELS 

During a time when advertisers have had multiple outlets to distribute their message (online, print, 
outdoor, etc.), television has remained the most effective medium available to advertisers. However, 
content drives a successful advertising strategy and TRN believes that true video and audio content 
(similar to network television), not text or banners, will attract advertisers to TRN. TRN will follow the 
same programming format as television news broadcasts, which contain nineteen 30-second advertising • 
spots every half hour. Through TRN, advertisers will be able to use television with personal audio to 
reach a captive audience of transit riders. The following is a selected list of benefits to advertisers: 

Target audience that has been qualified and bought for decades; 
The only television, with personal audio, available inside the cars; 
No cost to the passengers; 
Multiple screens in every car, viewable by every passenger, across the entire system; 
Benefit of television's higher recall levels; 
Already captive audience reached by the power of television with personal audio; 
Highly attractive demographic - both the suburban commuter and the urban mass transit passenger; 
Opportunity for point of purchase advertising; 
Ability to reach passengers using multiple languages; and 
Closed captioning in addition to corresponding audio. 

Through TRN, Fortune 1000, as well as small/medium sized businesses will be able to take advantage of 
television advertising. In addition, advertisers will be able to use the spots they have produced for 
network television, thereby leveraging their content and reducing their cost to participate. 

TRN will undertake an intense selling effort through intemal and outsourced media reps focused 
advertising agencies and media buyers. TRN will target businesses that have used television as an 
advertising medium and businesses that have not previously advertised on television. 

SALES TEAM 

TRN will hire the New York sales team that will be responsible for the ongoing sales efforts in New 
York. TRN's sales team members will be experts in the local media market with a strong network of 
customers and affiliations with local industry and marketing associations. TRN's sales team will consist 
of personnel with significant experience selling television, radio and print media. Specifically, team 
members will have previous media, marketing and/or agency experience with substantial time spent 
managing the sales process. Team members will have a proven successful track record of selling to 
advertisers. TRN will target major advertisers and advertising agencies and specifically their media 
planners, to introduce the TRN market opportunity for their clients. TRN's local sales teams will target 
businesses that currently use local television as a method of reaching their target audience. These firms 
represent numerous clients interested in reaching TRN's captive audience, for the first time, with 
television. 

SALES OUTSOURCING 

TRN also will engage media representative firms with the purpose of supplementing TRN's intemal sales 
force targeting both advertising agencies and individual advertisers. 

The information contained in thii reipome to Port Authority Etequeit for Propoial 0000007920 ii confidential and proprietary information belonging to TRN and comtitutei trade lecreti of TRN. Subject 
to the Agreement on-Temu of Diicuiiian,dui informidco ihall not be diicloied outside PATH, be duplicated or med. in part or in whole, for any purpoie other than FATK'i evaluation of this proposal. 
Any tnd all referencei in thii docoment (by word or picture) to any other entity or company, ti for example purpoiJi only jnd luch reference ii in no way intended to imply that luch entity endonei TRN, 
T R N ' I propoial or TRN'i proipective products and services. Any snd all references to TRN'i intellectual property are presented.for informational purposei snd no warrantiei sre made with respect to the 
icope, enforceability orvalidity ofiuch intcilectual propeity. Z 
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TRADE PUBLICATIONS 

TRN will distinguish its first of a kind capabilities, reach and effectiveness through trade publications 
which include Ad Age, Adweek and Media Week. The TRN publication strategy is designed to reach the 
media buyers from the agencies as well as the advertisers directly. 

LOCAL PUBLIC RELATIONS 

TRN's public relations team will be responsible for communicating with PATH's passengers, answering 
their questions, responding to public information requests and establishing TRN's overall public 
communication policy, TRN will also retain a public relations firm that will work with PATH in creating 
ajoint public relations campaign prior to the launch ofthe services and continuing through the term ofthe 
agreement. 

CONTENT RESEARCH 

TRN will establish an ongoing research study to understand the effectiveness of TRN's video and audio 
content through feedback from PATH's passengers making adjustments when needed. TRN believes that 
the content must be embraced by the majority of PATH'S passenger base and will concentrate efforts to 
ensure passenger acceptance. 

The information contained in tHii reipome to Port Authority Requeil for Propoial 0000007920 ii conlidential and proprietary information belonging to TRN and conilitulei trade lecreti of TRN, Subject 
to the Agieemeni on Termi of Piicuuion, thit information ihall not be diiclosed outiide PATH, be duplicated or med. in part or in whole,.f« any purpoie other than PATH'i evaluittan of thii proposal. 
Any and all referencei in thii document (by word or picture) to any other entity or company, ii for eaample pu r^o l orily and luch reference Is in no way intended lo imply that luch entity endorses TRN, 
TRN'i propoial or TRN's proipective producti and lervicei. Any and all referencei to TRN'i intellecnial properly are preiented for informational purpoiei and no wairantiei ire made with reipect to the 
scope, enforceability or validity ofiuch intellecnial propeny. / ' 
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OVERALL EXPERIENCE 

To date, passengers traveling on subway and rail cars in North America have not had access to current 
television and radio programming as a source of news and entertainment. Content providers have been 
unable to provide current video and audio programming to passengers in a moving rail car that travels 
both above and below ground. TRN has created a solution. Since its inception in June 2001, TRN has 
been focused on providing rail passengers with current news, entertainment and information through 
TRN's proprietary network. In June 2002, TRN was granted a U.S. patent (patent no. 6,407,673), for a 
transit multimedia broadcast system which wirelessly delivers content to, and within, transit vehicles. 
TRN has established a distinguished management team of executives from diverse areas of expertise with 
significant operational experience and extensive relationships. Over the past four years, TRN has been 
working closely with numerous North American rail transit systems in developing its equipment and 
proposed operations specifically for the rail transit environment. In addition, TRN has successfully tested 
portions of its network in a transit environment. In 2004, TRN Atlanta, LLC a wholly-owned subsidiary 
of TRN, entered into an agreement with the Metropolitan Atlanta Rapid Transit Authority ("MARTA") to 
provide news, entertainment and information to MARTA's rail passengers. TRN is also currently in 
discussions with several other transit systems for the implementation of TRN's network on their rail 
systems. 

While other information systems have existed in buses and passenger facilities, no system similar to 
Tiy^'s, currently exists in any rail transit vehicles in North America. Other systems, such as those used 
on buses and passenger facilities, are not comparable as the content, delivery of content to vehicles, 
delivery of content to passengers, equipment, maintenance and operations are significantly different from 
those required in rail vehicles. As PATH is keenly aware, bus and rail vehicle operations are distinctly 
different. In fact, to our knowledge, every major transit authority has separate operations personnel 
assigned specifically to either rail or bus, but not both. From our inception, we have remained focused on 
rail vehicles and have become the experts on video and audio within rail vehicles. We believe that this is 
part of the reason we are able to offer the most useful, enjoyable and relevant information to rail 
passengers while providing a substantial revenue stream to transit authorities. 

In addition, TRN has established an exclusive relationship with Alstom, whereby Alstom provides certain 
equipment for TRN's on-board rail car infrastmcture. As PATH is aware, Alstom is one ofthe worid's 
largest transit vehicle manufacturers and has unquestioned expertise in manufacturing equipment for the 
rail environment. Alstom is a global leader in rail communications and currently provides equipment to 
rail systems including New York, Paris, China, Greece and Brazil. Alstom has participated in the 
definition and deployment of passenger information, security and entertainment systems for rail operators 
in various countries around the globe. Alstom provides fully integrated multi-modal passenger 
information, entertainment and security solutions that can be customized and easily upgraded to satisfy 
the needs of virtually any mode of mass transportation. The following is selected additional information 
about Alstom. 

ALSTOM 
TRN Atlanta has established an exclusive relationship with Alstom Transport Telecite ("Alstom"). 
TRN Atlanta's in-vehicle inft-astmcture for MARTA incorporates certain equipment provided and 
customized by Alstom. The customized in-vehicle infrastructure includes a VMC, LCD Video 
Displays, Video Distribution Hub and Power Supply which are based upon the design of Alstom's 
passenger information systems. Alstom's passenger information systems have been deployed in other 
transit authorities and meet all applicable rail standards including without limitation, lEC 61373, lEC 
60571, CFR Title 49 and NFPA 130. TRN believes that it is the only respondent to the RFP whose 

The information contained in this response lo Port Authority Request for Propoisl 0000007920 is confidential and proprietary information belonging to TRN and comtitutes Irade lecrels of TRN. Subject 
to the Agreement on Terms of Diicmsion. thii information ihall not he disclosed outtide PATH, be duplicated or med. inpartorinnhtde, for any purpoie other Ihan PATH'S evaluation of Ihia proposal 
Any and all references in thii document (by word or picntre) lo any other entity or company, U for example purpoiei only jndiuch reference ii in noway intended toimplythsliuch eniity endonei TRN, 
T R N ' I propoial or TRN't proipective producti and servicer. Any and all refcrmcei to TRN's intcllcclusl property are preaenlcd.forinibrmalianal purposei and no warranties are made with tes peel to the 
scope, enfoiceability orvalidity oftuch intellectuai property. Z 
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infrastructure contains equipment which has been tested from a safety and functionality perspective 
and is used in other transit systems. 
• ALSTOM Transport employs approximately 75,000 people in over 70 countries 
• ALSTOM Transport has sales of around 17 billion euros - Based on forecast FY 2004 
• Order backlog of 27 billion euros representing 19 months of sales - Q3 FY 2004 

o Listed on Paris and New York stock exchanges 
• ALSTOM Transport Telecite 
• A world leader in Advanced Passenger Information / Entertainment and Security solutions for the 

rail and transit industries 
• In-Vehlcle Information System Project References 

o Metropolitan Atlanta Rapid Transit Authority (MARTA) - implementation of 
ALSTOM Transport Teleciie's passenger information system, AGATE e-Media 300T 
LCD multimedia system. This will equip 230 vehicles of MARTA's fleet providing 
passengers with both audio and video content in their language of preference. This 
advanced passenger information system will eventually be deployed over the entire 
MARTA fleet (338 vehicles), 

o Barcelona Metro Line 9 - implementation of ALSTOM Transport Telecite's AGATE e-
Media 300T LCD multimedia system. This will equip 250 vehicles with 1,000 TFT LCD 
screens (17"), 100 Vehicle Media Controllers (VMC) and provide passengers with 
information and entertainment messages. 

o RATP MF2000 Trains, France - implementation of 20 300T LCD screens and 
communication equipment for 1 prototype train of 5 cars eventually to be deployed over 
850 vehicles, 

o Trenitalia & Cisalpine, New Pendolino, Italy - implementation of Passenger 
Entertainment System equipping 432 Coach with TFT LCD Screens (10"), and 456 
Coach TFT LCD Screens (15"). 

o New York City Transit Authority NYCT, New York, United States - implementation 
of ALSTOM Transport Telecite's AGATE e-Media 200T series, an LED visual 
announcement system providing next train announcement, visual emergency messages, 
transmission of general information from NYCT, and programming by network, zone, 
station or display for over 600 vehicles, 

o STCUM Media System, Canada - implementation of ALSTOM Transport Telecite's 
AGATE e-Media 200T series, using Multi-color LED displays with graphic capability 
and animation rates of 60 frames per second. First world-wide passenger information 
display system inside metro cars with AGATE e-Media (Pilot 1991, deployment on V̂  of 
fleet 1993). 

ALSTOM Transport Telecite System Design & Group Capabilities 
• ALSTOM has participated in the definition and deployment of passenger information, security and 

entertainment systems for rail operators in over 40 transit sites and many countries around the 
globe. Our experience has helped us develop an approach and methodology that permits objectivity 
and capture of robust requirements together based on the input of past implementations. The 
deployment of these processes supports the identification of new needs and appropriate solutions to 
respond to those needs through system enhancements throughout operational life. 

• ALSTOM Transport Telecite is a global organization which leverages the expertise ofthe 
following teams: 

o Montreal: Passenger Information Systems (PIS) and end-to-end solutions 
o Montreal/Villeurbanne: Public Address (PA) Systems 
o Montreal/MeudonA^illeurbanne/Verona: Telecommunication 
o Meudon: Security and Control Centre 

The information contained in this res|>Dme to Poil Authority Request for Proposal 0000007920 ia confidential and proprietary information belonging to TRN and constitulei trade secrets of TRN. Subject 
to the Agreemeni on Terms of Diicuiiion, thti information ihall not be disclosed outiide PATIJ, be duplicated or used, in part or in whole, for any purpose other than PATH'S evaluation of this proposal. 
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• The Montreal unit leads sales, project management, product management, manufacturing, 
sourcing, quality, systems integration and R&D 

• ALSTOM Transport Telecite is a one stop multi-disciplinary team providing a totally integrated 
end-to-end solution 

0 System engineering and integration services 
o .PA, PIS and CCTV 
o Project management 
o Electronic and mechanical design 
o Software development (CMM level 2) 
o Manufacturing facilities 
o Training and documentation 
o Media and advertising services 

• ISO 9001:2000 Certified. 
• Software Team CMM Level 2 Certified. 
• All ALSTOM Transport Telecite e-Media products are develop for the rail environment and 

tested for the following requirements: 
o EMI / EMC - ALSTOM Transport Telecite has an in-house EMI testing chamber 
o Shock & Vibration 
o Environmental Conditions - ALSTOM Transport Telecite has in-house bura-in chambers 

which allow for the testing of all our equipment (i.e, information displays are tested for 
temperature ranges of -15°F to +150°F) 

o Noise Control 

TRN currently intends to use qualified third party contractor(s) to perform the installation and 
maintenance of TRN's system on PATH. TRN uses third party contractors which have experience 
working on the rail system. TRN will also offer PATH the opportunity to serve as a subcontractor for 
installation and/or maintenance. As an example of subcontractors which TRN uses, TRN's primary 
installation contractor in MARTA is Dynalectric, Inc., a subsidiary ofthe Emcor Group, Inc. 

Engineering Experience and Capability 

TRN believes that, TRN along with its subcontractors, is the only proposer that has direct experience in 
engineering a rail vehicle video system. Based upon TRN Atlanta's current installation on the MARTA 
rail system and numerous meetings with operational teams from other transit authorities, TRN has 
experience developing a detailed engineering, operational and installations plan for each system. Further, 
TRN contracts with subcontractors such as Alstom, who are experts in their field, TRN currently intends 
to use a third party contractor(s) to perform the installation and ongoing maintenance ofthe TRN network 
on PATH. TRN will offer PATH the opportunity to serve as a subcontractor for installation and/or 
maintenance. 

Operating Experience 

The significant experience of TRN's management team, as well as TRN's experience in working with 
transit authorities to design TRN's network for the transit environment, will allow TRN to successfully 
install, operate and maintain its network on the PATH's rail vehicles. In addition, the members of TRN's 
project team have significant operational experience with the aspects of the service TRN is proposing 
including, without limitation: 

deploying wireless, satellite and broadband communications systems; 
delivering multimedia data over wireless and land-based networks; 
providing satellite and cable television services; 

The informatiDn contained In this rtipome to Port Authority Requeat for Propoaal 0000007920 is confidential and proprietiry infomutiMi belonging lo TRN and comtitutei tndg seereli of TRN. Subject 
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engineering, installing, maintaining telecommunications infrastructures for public and private 
clients; 
serving as a general/prime contractor; 
serving as a subcontractor; 
managing RF video and audio transmission, custom designing and installing video and audio 
networks and applications; 
creating and managing software for interactive kiosks; 
procuring content from major network affiliates; 
selling advertising; and 
managing contract relations with public and private clients. 

The members of TRN's project team have also participated, with other organizations, in the completion of 
projects requiring similar experience including, without limitation: 

Outside Plant Engineering Design Service projects for BELLSOUTH in Georgia and Florida 

$200 Million engineering, procurement, constmction and program management for 911 
Communication System and Facility for City of Chicago 

$2.5 Billion program management of Fiber Optic Network, including Switches, Facilities, 
Controls, Intemational Network Facilities in the US and Europe 

- Deployment and operation of first of its kind 28-station kiosk network distributing and 
broadcasting interactive content and advertiser-based video programming to 1.5 million 
people a month at a major shopping center in Nashville, TN 

Development of prototype handheld data collection and inspections systems for New York 
City Transit Authority for inspection of NYC Bus and Subway stations 

In addition to the above completed projects in which members of TRN's project team have participated, 
TRN is advised by Rodney Slater, former U.S. Secretary of Transportation. Secretary Slater has been 
involved in the completion of several projects for mass transit systems and advises TRN with respect to 
working specifically with mass transit systems. Below are the bios of certain members ofthe management 
team of The Rail Network, Inc.: 

David Lane - Chairman and Chief Executive Officer 
Mr. Lane is responsible for TRN's overall operations and sales performance as well as its 
network architecture and implementation. Prior to forming The Rail Network in June 2001, Mr. 
Lane served, as Chairman and Chief Executive Officer of a $200 million dollar wireless 
broadband and enterprise integration company. There he directed the deployment of wireless, 
satellite and fiber based broadband communications along with enterprise communication and 
data solutions. He was responsible for the implementation, sales and direction of the 
organizations entire portfolio of commercial and residential broadband and integration services. 
Mr. Lane and his team have created TRN based on their strategic focus, direct marketing and 
significant technical expertise, which includes: 

• 24 and 38 GHz Commercial Wireless Intemet Services 
• MMDS Wireless and Cable Modem Commercial Intemet Services and 
• 2.4 and 5 GHz Wireless Commercial Intemet Services 
• Fiber Optic land based Commercial Intemet and Data Services (DSl to OC48) 
• Commercial Network Integration and E-Commerce design 

The information contained in thii response to Port Authority Request for Proposal 0OOOOD792D is confidential and proprietary Infonnation belonging to TRN and constitutes trade lecreti of TRN. Subject 
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the rail network 
• Commercial and Residential Digital and Analog Cable Television Services 
• Residential Multi Tenant Telecommunication Services 
• Commercial Multi Tenant Broadband Services 

Previously, Mr. Lane had held senior executive positions within the communication industry, 
including serving as Director of Operations for the Mid-Atlantic division of Telnet Global 
Communications, At Telnet, Mr. Lane directed voice communication campaigns targeting the 
commercial and residential markets. He also engineered communication systems around 
Residential Multi-Tenant Services (RMTS), focused on allowing residential property owners to 
capture revenues from their tenants' voice services. Mr. Lane has also worked as a consultant to a 
health care company that focused on remote wireless distribution of patient vital statistics. In 
addition, on behalf of Hughes Communications, Mr. Lane submitted comments to the U.S, 
Congress and the Federal Communications Commission relating to the 1996 Telecommunications 
Act, the first major overhaul of telecommunications law in 62 years. 

Evan Borak - Executive Vice President, Business Development and General Counsel 
Mr. Borak is responsible for developing TRN's corporate strategy and relationships as well as 
managing TRN's marketing/corporate communications, human resources and legal matters. Mr. 
Borak was most recently Vice President of Strategic Development and General Counsel for TSI 
Broadband. He was instmmental in TSI's M&A efforts, as well as in the creation of TSI's 
organizational stmcture, capital financings and issuances of securities. TRN leverages Mr. Borak's 
prior corporate finance and legal experience derived from his involvement in transactions of various 
stmctures. Prior to joining TSI, Mr. Borak was Vice President and General Counsel of Morgen, 
Evan & Company, an intemational investment banking firm, where he advised media clients on 
domestic and intemational strategies and stmctured and negotiated strategic transactions including 
mergers and acquisitions and private financings. In addition, Mr, Borak was responsible for die 
legal matters ofthe firm. Prior to that, Mr. Borak was with Paramount Capital, Inc., an investment 
and merchant banking firm, where he was primarily responsible for negotiating and structuring the 
terms of equity and debt financings, joint ventures and licensing anrangements and also served as . 
Associate General Counsel. In addition, Mr. Borak has served as Secretary and as director of 
several privately held companies. Mr, Borak began his career at the law firm of Gold & Wachtel, 
LLP where he worked on commercial, corporate and securities matters. 

Tony Coles - Vice President, Operations 
Mr. Coles is responsible TRN's transit operations, contractor performance and vendor relationships. 
Mr. Coles brings more than 30 years of successful leadership, managerial, and technical experience 
to TRN including P&L responsibility for the design, development, and implementation of programs 
exceeding two billion dollars in costs. From May 2000 to January 2001, Mr. Coles was Vice 
President of Operations for TSI Broadband responsible for TSI's operational P&L and national 
rollout. He began his telecommunications career at Fluor Corp. in 1968 and since that time he has 
held various positions with increasing responsibilities in almost every aspect of the business 
spectmm including engineering, project management, operations, and customer service with fortune 
500 companies such as Sprint Corp. from 1987 to 1991, and Fluor Daniel Telecom where he served 
as Vice President of Project Management for Fluor Corp from 1991 to 1999. 

Timothy White - Vice President, Production 
Mr, White serves in this position as a consultant and is responsible for TRN's content production 
and delivery and software development. Mr. White has a 15-year track record of managing 
software development at technology-based emerging growth businesses. From 2000-2001, he was 
Chief Technology Officer at Voyant, a web-based eyewear and optical products retailer. From 
1999-2001, Mr, White was Chief Technology Officer at Direct Media Networks, where he managed 
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the rail network 
the design and development of hardware and software used in the company's interactive kiosks 
located in upscale shopping malls. From 1995 to 1999, Mr. White was CEO of Infone, the first 
public Intemet terminal that operated locations in coffee shops, restaurants, and over 30 Hilton 
Hotel lobbies in the U.S. From 1991 to 1995, Mr. White was CEO of several successful software 
consulting companies that designed and developed mobile data collection systems including a 
handheld transit inspection prototype for the New York City Transit Authority. In addition to 
founding and mnning several successful niche technology ventures since 1991, Mr. White has 
consulted on software design and network architecture for several high-profile enterprise solutions 
including the a prototype for the New York City Taxi and Limousine Commissions' (TLC) credit 
card payment and tourist information system, NTN Communications' in-restaurant trivia and 
entertainment network, and the Island ECN's "sidewalk kiosk." 

Advertising Sales Experience 

TRN believes that it is the only proposer that has direct experience selling advertising for a rail vehicle 
television network. TRN Adanta's sales team has been selling upfront buys on the MARTA system. 

TRN New York's sales team will consist of personnel with significant experience selling television, radio 
and print mediums. Specifically, team members will have previous media, marketing and/or agency 
experience with substantial time spent managing the sales process. Team members will also have a 
proven successful track record of selling to advertisers. 
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FINANCIAL CAPABILITY 

TRN New York, LLC is a wholly-owned subsidiary of The Rail Network, Inc, For the purposes of the 
financial capability section of RFP 0000007920, TRN New York, LLC hereby submits the enclosed 
consolidated financial statements of The Rail Network, Inc, for the fiscal year ended December 31, 2004 
and the four month period ending April 30, 2005, as well as 2003 corporate tax returns. These statements 
have been compiled in conformity with generally accepted accounting principles, and as such fairiy 
present the financial condition of the Company as of those dates. The Rail Network, Inc.'s financial 
condition continues to change upon events occurring in the ordinary course of business. 

TRN New York, LLC 

By: The Rail Network, Inc., Its Member 

' / t -B y : / ^ 

Title: t ^ ' ^ 
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The Rail Network, Inc. 
Consolidated Balance Sheet 
As of period ended 30 April 2005 

(Unaudited) 

ASSETS 
Cash & Short-term Investments $ 2,365,804 
Cash in Escrow 2,000,000 

Total Cash & Investments 4,365,804 
Prepaid Expenses 437,043 
Total Current Assets 4,802,847 

Property and Equipment 
Furniture and Fixtures 73,001 
Equipment 1,209,341 
Vehicles 30,082 
Computer Software 267,720 
Patents 47,073 
Leasehold Improvements 18,258 
Total Property and Equipment 1,645,475 

Accumulated Depreciation (91,388) 
Net Property, Plant, & Equipment 1,554,087 

Other Assets 
Security Deposits 29,622 
Deposits 7,000 
Total OOier Assets 36,622 

TOTAL ASSETS $ 6,393,556 

LIABILITIES AND CAPITAL 
Current Liabilities 
Accrued Expenses $ 21,926 
Total Current Liabilities 21,926 

TOTAL LIABIUTIES 21.926 

Capital 
Treasury Stock (291,686) 
Preferred Stock, Series A 45 
Prefen-ed Stock, Series B 30 
Common Stock 164 
Paid-in-Capital 11,302,641 
Retained Eamings (3,870,311) 
Net Income (769,253) 

TOTAL CAPITAL 6,371,630 

TOTAL UABILITIES & CAPITAL 6,393,556 

The infoiTTiatlon contained in Bits response to Port Authority Request fbr Proposal 0000007920 Is confWefiUal and proprietary Informatton belonging to 
TRN and constitutes trade secrets of TRN. Subject Co die Agreement on Terms of Discussion, this Infbrrtiabon shall not be disdosed outside PATH, be 

duplicated or used. In part or In whote, for any purpose other than PATTH's evaluation of this proposal. Any and all references In this document (t̂ y wonj 
or picture] to any other entity or company. Is for example purposes only and sudi reference Is in no way Intended to Imply that such entity endorses 
TRN, TRN's proposal Or TRN's prospecthie products and services. Any and alt references to TRN's Intellectual property are presented fbr Informational 

purposes and no warranties are made with respect to the scope, enforceatilllty or validity of such Intellectual property. 
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The Rail Network, Inc 
Consolidated Statement of Earnings 

For the month ended 30 April 2005 
(Unaudited) 

YTD 

Revenues 

Interest Income 

Total Revenues 

Expenses 
Accounting Fee 
Auto Expenses 
Bank Charges 
Consulting & Commission Exp 
Computer Expense &. Supplies 
Depreciation Expense 
Dues and Subscriptions Exp 
Equipment Rental 
Insurance Expense 
Insurance - Health 
Legal and Professional Expense 
Licenses &. Rling fees 
Marketing Expenses 
Meals and Entertainment Exp 
Moving Expense 
Office Supplies Expense 
Payroll Tax Expense 
Payroll Processing Fees 
Postage & Shipping Expense 
Printing 
Production Expenses 
Public Relation 
Rent Expense 
Repairs & Maintenance Expense 
Research Services 
Recruiting/hiring Expense 
Salaries 
Travel Expense 
Utilities Expense 
Telephone 
Tools 
Website Design 
Business Taxes 
Other Expense 
Project Testing Costs 

Total Expenses 

Net Income 

EBITDA 

20,627 

20,627 

2,627 
3,515 
1,022 

10,835 
664 

19,972 
984 

4,798 
9,298 

11,616 
33,952 
3,186 

25,471 
12,443 

1,606 
7,750 

36,347 
1,489 
8,206 
6,333 
1,304 

25,650 
60,375 
3,768 

254 
12,941 

421,406 
31,075 

2,217 
16,821 
1,776 
1,349 
680 

3,160 
4,990 

789,880 

(769,253) 

(769,908) 

The information contained in this response to Port Authority Request fbr Proposal 0000007920 Is trnfldential and proprietary information 
banging to TRN and constitutes trade secrets of TRN. Subject to the Agreement on Terms of Discussion, this Information shall not be 
disclosed outside PATh, be duplicated or used, In part or In whole, for any purpose other than PATH'S evaluation of this proposal. Any 

and all references In this document (by vrord or picture) to any other entity or a}mpany, Is for example purposes only and such reference 
Is In no way Intended to Imply that such entity endorses TRN, TRN's proposal or TRN's prospective prtxlucts and services. Any and all 

references to TRN's Intellectual property are presented fbr Informational purposes and no warranties are made with respect to ttie scope, 
entorceablllCy or validity of such Intdlectual property. 



The Rail Network, Inc. 
Consolidated Balance Sheet 

As of 31 December, 2004 
(Unaudited) 

ASSETS 
Cash & Short-term Investments $ 4,287,531 
Cash in Escrow (Notei) 2,000,000 
Prepaid expenses 66,666 
Total Current Assets 6,354,197 

Furniture 8i Fixtures 71,906 
Equipment 475,619 
Computer Software 217,936 
Leasehold Improvements 12,600 
Patent 47,073 
Accumulated Depreciation (43,420) 

Total Property 8i Equipment 781,714 

Deposits 36,372 

TOTAL ASSETS $ 7,172,283 

UABILITIES 

Accrued expenses $ 18,237 

Total Current Uabilities 18,237 

TOTAL UABILmES 18,237 

Treasury Stock (291,686) 
Preferred Stock, Series A 45 
Preferred Stock, Series B 30 
Common Stock 164 
Paid-in Capital 11,302,642 
Retained Earnings (1,910,510) 
Net Income (Loss) (1,946,639) 

TOTAL CAPITAL 7,154,046 

TOTAL LIABILITIES 8i CAPITAL $ 7,172,283 

The Information contained in this response to Port Authority Request tor Proposal 0000007920 Is confldenttal and proprietary IntormaUon betonglng 
to TRH and consilbjtes trade secrets of TRN. Subject to the Agreement on Terms of Discussion, this Information shall not be disclosed outside 
PATH, be duplicated or used, In part or In whole, for any purpose other than PATH'S evaluation of this pn^posal. Any and all references In this 

document (tiy word or picture} to any other entity or company, Is for example purposes only and such reference is in no way intended to Imply that 
such entity endorses TRN, TRN's proposal or TRN's prospective products and services. Any and all references to TRN's intellectual property are 
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The Rail Network, Inc. 
Consolidated Statement of Earnings 
For the year ended 31 December, 2004 

(Unaudited) 

REVENUES 
Interest Income 
Dividends Income 

Total Revenues 

EXPENSES 
Advertising expense 
Accounting fees 
Auto expenses 
Bank charges 
Charitable Contributions 
Consulting fees 
Computer expense & supplies 
Dues 8i subscriptions 
Equipment rental 
Finders fees 
Gifts expense 
Insurance expense 
Interest expense 
Legal 8i Professional fees 
Ucenses SL Filing fees 
Maintenance expenses 
Marketing expense 
Meals 8t Entertainment 
Moving expenses 
Office expenses 
Office supplies 
Payroll taxes 
Postage & shipping 
Printing 
Production expenses 
Public Relations 
Rent expense 
Repairs & Maintenance 
Research services 
Recruiting & Hiring 
Salary expense 
Travel expense 
Utilities 
Telephone 
Other operating expenses 

Total expenses 

NET INCOME (LOSS) 

28,509 
800 

29,309 

9,575 
35,070 
8,528 
1,713 

500 
283,910 

17,556 
4,771 
1,131 

267,014 
629 

22,925 
136,580 
99,190 
2,756 
1,993 
5,773 

21,792 
10,372 
6,501 

14,111 
36,688 
12,787 
9,729 
3,226 

10,889 
106,887 

5,900 
18,294. 
4,030 

669,519 
102,261 

8,900 
26,306 
8,142 

1,975,948 

$ (1,946,639) 

The Information contained In ttils response 
rade secrets of TRN. Subtectb 
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Form 
Deparlment of Ihe Treasu'y 
Internal Rauenue Service 

A Check if a: 
1 ConsDiiOaled return 

(atlach Form 851) p = d 

2 Personal holding co, | | 
(al lach Sch. PH) 

3 Personal service corp.j . 
(as dal lned in Regs. 
sec. 1.441-3(0)) 

beginning 

I.S. Corporation flncome Tax 
For calendar year 2003 or tax year 

, ending 

Use 
IRS 
label. 
Other
wise, 
print 
or type. 

Name 

THE RAIL NETWORK, INC. 
Number, street, and room or suite no. (If a P.C, box, see page 7 of instructions.) 

5 6 1 S E V E N T H A V E N U E . 2 N D F L O O R 
City or town, state, and ZIP code 

NEW YORK. NY 1001f l 

OMB No, 154S.Q123 

B Employer identi f ical ion number 

1 3 - 4 1 7 9 0 4 0 
C Dale incorporated 

06/04/2001 
D Total assets (see page B o l 

inslr i jc l ions) 

Check applicable boxes: ( 1 ) ^ 1 Initial return ( 2 ) r ~ l Final return ( 3 ) [ I I ! Name change ( 4 ) D Address cfiange $ 3 , 5 5 0 , 3 3 8 

a Gross racaifj ls or sales \ 

Cost of goods sold (Schedule A, line 8) 

Gross profit. Subtract line 2 from line Ic 

Dividends (Schedule 0, line 19) 

interest 

b Less raturns and allowances c Bal > 

.SEE.,.STATEMENT,..!. 
Gross rents 

Gross royalties 

Capital gain net income (attach Schedule 0 (Form 1120)) 
Net gain of (loss) from Form 4797, Part II, line 18 (attach Form 4797) 

Other income (attach schedule) 

Total income. Add lines 3 through 10 

12 
13 
14 
15 
16 
17 
18 
19 
20 
21 
25 
23 
24 
25 
26 
27 
28 
29 

Compensation of officers (Schedule E, line 4) 
Salaries and wages (less employment credits) 
Repairs and maintenance 

Baddebts 
Rents 
Taxes and licenses 

Interest 
Ciiaritable contributions S E E . . .S.TATEMENT 
Depreciation (attach Form 4562) 
Less depreciation claimed on Schedule A and elsewhere on return 

Depietion 

Advertising 
Pension, protit-sharing, etc., plans 
Employee benefit programs 

Other deductions (attach schedule) S E E . . . S T A T E M E N T . . . 5 , 

Total deductions. Add lines 12 through 26 

Taxable income before net operating loss deduct ion and s p e c i f deduct ions. SuBtraol line 27 Irom line 11 

Less: a Net operating loss (NOL) deduction S . T A T E M E N T , 

b Special deductions (Schedule C. line 20) 

29a 

29b 

_lc_ 
2 

25 

26 

27 

28 

29c 

1 3 , 0 8 7 

4 1 9 , 5 8 5 
1 , 2 4 7 , 8 1 1 

- 1 , 2 3 4 , 7 2 4 

<a 
E 
> 

CL 
•O 

c 

30 Taxable income. Subtract line 29c from line 28 

31 Total tax (Schedule J, line 11) 
0 0 P a y m e n t s ; a SOOe overpayment n n „ 
° ^ credl lad to 2003 ^ ^ a 

b 2003 estimated tax payments 
Lass 2Q03 re'und appl ied lor 

C on Form 44eQ 

30 - 1 , 2 3 4 , 7 2 4 
31 

32b 

32c 

0 

dBal ^ 32d ' 
e Tax deposited with Form 7004 

f Credit for tax paid on undistributed capital gains (attach Form 2439) 

g Credit for Federal tax on fuels (attach Form 4136). See instructions 

33 Estimated tax penalty {see page 14 of instructions). Check if Form 2220 is attached 

34 Tax due. If line 32h is smaller than the total of lines 31 and 33, enter amount owed 

35 Overpayment. 11 line 32ti is larger than the tolal of lines 31 and 33, enter amount overpaid 

36 Enter amoimt of line 35 you want: Credited to 2004 estimated tax > 

32 e 

32f 

32g 32h 

> • 33 

34 

35 

Refunded > 36 

S ign 

Here 

Under pen^i ' ies of perjury, I declare Ihal 1 have eKamined this return, inc iudins accompanying schedules and statements, and io the bast o l my knowledge and belief, it is true, 
correct, and comple le. Declaration of preparer (other than taxpayer) is based on all informaUon o l which preparer haa any knowledge. 

S//7M 
Signature o l officer Title 

May the IRS discuss this 

own below? 

ay . _ ._ .. 
return with the preparer 

own below? 

[ Y ] Yes n No 

Paid 
Preparer's 
Use Only 

Preparer's ft. 
signature ^ 

Dale Check if 
self-employed i i 

Firm'snams FR IEDMAN A L P R E N & GREEN L L P '- , 
(or yours if k 
self-employed), ^ 1 7 0 0 B R O A D W A Y ' / • • 
address, and Br _ _ „ ^ „ 
ZIP coda N E W Y O R K . N Y 1 0 0 1 9 

Preparer's SSN or PTIN 

EIN 1 3 : 1 6 1 0 8 0 9 
Phone no. 

12-08-03 • J " ' " See Instructions for Paperwork Reduction Act Notice, Form 1120(2003) 



Form 1120(2003) r j i f jg R A I L N E T W O R K , I N C . 1 3 - 4 1 7 9 0 4 0 Paae2 
S c h e d u l e A C o s t o f G o o d s S o l d (see paae 14 of instructions) 

1 Inventory at beginning of year 

2 Purchases 

3 Costofiahor 
4 Additional section 263A costs (attach schedule) 

5 Other costs (attach schedule) 

6 Total. Add lines 1 through 5 

7 Inventory at end of year 

8 Cost of goods sold. Subtract line 7 from line 6. Enter here and on line 2, page 1 

1 
2 
3 
4 
5 
6 
7 

8 
9a Check all mettiods used for valuing closing inventory: 

(i) E Z l Cost as described in Regulations section 1.471-3 

(ii) CZH Lower of cost or market as described in Regulations section 1.471-4 

(iii) IZZI Other (Specify method used and attach explanation.) • 
Check if there was a writedown of subnormal goods as described in Regulations section 1.471-2(c) \ 

Check if the LIFO inventory method was adopted this tax year for any goods (if checked, attach Form 970) 

If the LIFO inventory method was used for this tax year, enter percentage {or amounts) of 

closing inventory computed under LIFO 

If property is produced or acquired for resale, do the rules of section 263A apply to the corporation? 

Was there any change in determining quantities, cost, or valuations between opening and closing inventory? 

If "Yes," attach explanation 

9d 
• Yes • No 

• Yes F I N O 

Schedule C Dividends and Special Ded 

Dividends from less-than-20%-owned domestic corp 

70% deduction (other than debt-financed stock) 

Dividends from 20%-or-more-owned domestic corporation 

80% deduction (other than debt-financed stock) 

Dividends on cJabl-financed stock of domestic and foreign corporations {: 

Dividends on certain preferred stock o( iess-than-20% -owned public utilities 

Dividends on iiarlain preferred stock of 20% -or-more-owned public utilities 
Dh/idanda from iess-lhan-20%-ownad fofaign corporations and certain FSCs 
that ore subjeci lo Ihe 70% deduction 
Dividends from ZCfH -or-more-owned foreign corporations and certain FSCs 
that are subjecUo fhe 80% deduction 
Dividends from wholly owned foreign subsidiaries subject to the 

cli 

(a) Dividends 
received 

100% deduction (section 2'lS(b)) 

Total. Add lines 1 through 8 
10 Dividends from domestic corporations received by a small business investment 

company operating under the Small Business Investment Act of 1958 
Dividends from certain FSCs that are subject to the 100% deduction (section 245(cX1)) 

Dividends from affifialed group members subject lo the 100% deduction (sec. 243{aX3)) 

Other dividends from foreign corporations not included on lines 3, 6, 7, 3, or 11 

Income from controlled foreign corporations under subpart F (attach Form(s) 5471) 

15 Foreign dividend gross-up (section 78) 
16 IC-DISC and former DISC dividends not included on lines 1. 2. or 3 (section 24e(d)) 

17 Other dividends 
18 Deduction for dividends paid on certain preferred stock of public utilities 

19 Tolal dividends. Add lines 1 through 17. Enter here and on line 4, page 1 

(b) % 

70 

80 
see 

instructions 

42 
48 
70 
80 
100 

100 
100 
100 

20 Total special deductions. Add lines 9.10.11,12. and 18. Enter here and on line 29b. page 1 

(c) Special deductions 
(a)x(b) 

S r h e d u i e E C o m O e n S a t i O n o f O f f i c e r s (5aeinslructionsforiine12,page1,onpage10ofinslructions) 
>j \<. | ic i . iu ig I- I wwi i i |^wi.>jM., iv j ' i i V Note: Compiala Schedule E only if total receipts [line la pius lines A through 10 on page 1) are $500,000 or more 

(a) Name of officer (b) Social security 
number ^ 

c) Percent of 
ime devoted 
to business 

Percent of corporation 
stock owned 

(d) Common (e) Preferred 

(f) Amount ot 
compensation 

1 DAVID LANE 213-84-8401 75.00% 119.422 
EVAN BORAK 158-58-2273 25.00% 195.000 

2 Total compensation of officers 

3 Compensation of officers claimed on Schedule A and elsewhere on return ' , 

4 Subtract line 3 from line 2. Enter the result here and on line 12. page 1 ;>.' 

12-23-03 -IWA 

2 

3 1 4 . 4 2 2 . 

3 1 4 . 4 2 2 . 
Form 1120 (2003) 



Form 1120f2003) THE RAIL NETWORK. I N C . 1 3 - 4 1 7 9 0 4 0 PaqeO 
S c h e d u l e J I Tax C o m p u t a t i o n (see page 17 of instructions) 

1 Check if the corporation is a member of a controlled group {see sections 1561 and 1563) 

Important: Members of a controlled group, see instructions on page 17. 

2a If the box on line 1 is checked, enter the corporation's share of the $50,000, $25,000, and $9,925,000 taxable 

income brackets (in that order): 

(1) [ $ I (2) \ S _ _ I (3) 
b Enter the corporation's share of: 

• n 

4 

5 

6a 

b 

c 

d 

(1) Additional 5% tax (not more than $11,750) 

(2) Additional 3% tax (not more than $100,000) 

Income tax. Check if a qualified personal service corporation under section 448(d)(2) 

(seepage 17) 

Alternative minimum tax (attach Form 4626) 

Add lines 3 and 4 

> • 

9 

10 

11 

Foreign tax credit {attach Form 1118) 

Possessions tax credit (attach Form 5735) 

Check: \ Z 3 Nonconventional source fuel credit [ Z ] QEV credit (attach Form 8834) 

General business credit Check box(es) and indicate which forms are attached. 

I I Form 3800 • Form{s) (specify) • 

Credit for prior year minimum tax (attach Form 8827) 

Qualified zone academy bond credit (attach Form 8860) 

Total credits. Add lines 6a through 6f 

Subtract line 7 from line 5 

Personal holding company tax {attach Schedule PH 

Other taxes. Check if from: [ZZl Form 42 

I I Form 8866 

Total tax. Add lines 8 through 10. Enter here and on 

6a 

6b 

6c 

6d 

6e 
6f 

8611 • F o r m 8697 

Iher (attach schedule) 

Schedule K I Other Information (see page 19 

1 Check method of accounting: 

c 1 I Other (specify) • 

a • Cash b [ x l Accri 

See page 21 of the instructions and enter the: 

a Business activity code no. • 5 4 1 8 0 0 

b Busir>ess activity • A D V E R T I S I N G 

C Product or service ^ M E D I A A D V E R T I S I N G 

At the end of the tax year, did the corporation own, directly or 
indirectly, 50% or more ol the voting stock of a domestic 
corporation? (For rules of attribution, see section 267(c).) 
If "Yes," attach a schedule showing: (a) name and 
employer identification number (EIN), (b) percentage owned, 
and {c) taxable income or(loss) before NOL and special 
deductions of such corporation for the tax year ending with or 
within your tax year. 

Is the corporation a subsidiary in an affiliated group or a 

parent-subsidiary controlled group? 

If "Yes,-enter name and EIN of the parent corporation ^ 

At the end of the tax year, did any individual, partnership, 
corporation, estate, or trust own, directly or indirectly, 
50% or more of ttie corporation's voting stock? (For rules 
of attribution, see section 267(c).) STATEMENT. . . .? . 
If 'Yes," attach a schedule showing name and identifying 
number. (Do not include any information already entered 
in 4 above.) Enter percentage owned • 7 5 . 0 0 

10 
11 

0. 

0 . 

0. 

During this tax year, did the corporation pay dividends (other 
than stock dividends and distributions in exchange for stock) 
in excess of the corporation's current and accumulated 
earnings and profits? (See sections 301 and 316.) 
If 'Yes," file Form 5452, Corporate Report of 

Nondividend Distributions. 

If this is a consolidated return, answer here for the parent 

corporation and on Form 851, Affiliations Schedule, for 
each subsidiary. 

X 

X 

X 

At any time during the tax year, did one foreign person 
own, directly or indirectly, at least 25% of (a) the total 
voting power of all classes of stock of the corporation 
entitled to vote or (b) the total value ot all classes of stock 
ofthe corporation? 

LTes," enter: (a) Percentage owned • 
I {b) Owner's country • 

)rporation may have to file Form 5472, Information 

pf a 25% Foreign-Owned U.S. Corporation or a 

I Corporation Engaged in a U.S. Trade or Business. 

number of Forms 5472 attached • 
Check this box if the corporation issued publicly offered 
debt instruments with original issue discount • • 

if checked, the corporation may havelo file Form 8281, 
Information Return for Publicly Offered Original Issue 
Discount Instruments. 

Enter Ihe amount ol tax-exempt interest received or 
accrued during the tax year • $ 

• 

10 Enterthenumberofshareholdersattheendof the tax 

year (if 75 or fewer) • 2__ 

11 If the corporation has an NOL for the tax year and is 

electing to forego the carryback period, check here ... • • EZ l 
If the corporation is filing a consolidated return, the statement 
required by Temporary Regulations section 1.1502-21T(b)(3){i) 
or {ii) must be attached or the election will not be valid. 

12 Enter the available NOL carryover from prior tax years 

(Do not reduce it by any deduction on line 

29a.) • $ 6 1 1 . 7 8 1 . 
13 Are the corporation's total receipts (line la plus lines 4 through 

10 on page 1)forthe tax year and its total assets at the end of the 
tax year less than $250,000? 
If "Yes," the corporation is not required to complete Schedules L, 
M-1, and M-2 on page 4. Instead, enter the total amount of cash 
distributions and the book value of property distributions (other 
than cSsh) made during the tax year. • $ 

Yes No 

X 

X 

Note: If Ihe corporation, at any time during the tax year, had assets or operated a business in a foreign coufi'try or U.S. possession, it may be required 
to attach Schedule N (Form 1120), Foreign Operations of U.S. Corporations, to this return. See Schedule N for details. 

?2-l3-o3 JWA 3 Form 1120 (2003) 



Form 1120(20031 THE R A I L NETWORK, I N C . 1 3 - 4 1 7 9 0 4 0 Pnna4 
Note: The corporation Is not reauired to complete Schedules L, M-1, and M-2 if Question 13 on Schedule K is answered "Yes." 

Schedule L Balance Sheets oer Books 
Assets 

1 Cash 
2a Trade notes and accounts receivable 
b Less allowance for bad debts 

3 Inventories 
4 U.S. government obligations 
5 Tax-exempt securities 
6 other current assets (att. sch,) 

7 Loans to shareholders 
8 Iwlortgage and real estate loans 
9 Olhef investments (all. sch.) 

10a Buildings and other depreciable assets 
b Less accumulated depreciation 

11a Depletable assets 
b Less accumulated depletion 

12 Land (net of any amortization) 
13a Intangible assets (amortizable only) 

b Less accumulated amortization 
U Other assets (att. sch.) STHT 9 
15 Total assets . ,.. 

Liabilities and Shareholders' Equity 
16 Accounts payable 
17 Moflgagas, notes, bonds payable in loss Ihan 1 year 

18 Oltier current liabilities (alt, sch.) S T . M T 9 

19 Loans from shareholders 
20 Morlgsges, notes, bonds payable in 1 year or more 

21 Other liabilities (att. sch.) 
22 Capital stock: a Preferred stock 

b Common stock 
23 Additional paid-in capital 
„ . Retained earnings -

25 Retained earnings - Unappropriated 
. . Adjustments to shareholders' 
^b oquity (atlach schedule) . .. 

27 Less cost of treasury stock 
28 Total liabilities and shareholders" equitv 

Beginning ol lax year 

(a) 

( ) 

6 2 , 4 5 3 . 
f 2 0 , 3 5 3 . ) 

( ) 

1 2 5 , 2 9 0 . 
( ) 

••••• • _ X * 

^ 

^ 

\ ^ 
^ 

' ^ 
20flK 

(b) 
8 2 8 , 5 3 9 . 

2 3 , 1 8 7 . 

4 2 , 1 0 0 . 

1 2 5 , 2 9 0 . 
1 5 , 4 0 0 . 

1 , 0 3 4 , 5 1 6 . 
• -

1 , 7 7 8 , 5 0 0 . 
. 3 2 4 , 1 1 9 . 

5. 
S| 
3 i . 
- J A 200. 
^ ^ 
^ ^ > 

V m j ^ ^ 
^ r ^ 
:fc034,516. 

End ol lax year 

(c) 

( 1 

1 0 4 , 0 0 1 . 
( 4 3 , 4 2 0 J 

( 1 

1 7 0 , 8 9 1 . 
( 1 

. 

2 0 0 . 

' 

(d) 
3 , 2 4 7 , 1 6 6 . 

3 0 . 0 0 0 . 
1 

6 0 . 5 8 1 . 

1 7 0 , 8 9 1 . 
4 1 , 7 0 0 . 

3 , 5 5 0 , 3 3 8 . 

7 4 8 , 1 5 6 . 

5 , 0 0 4 , 1 6 0 . 

2 0 0 . 

- 2 , 2 0 2 , 1 7 8 . 

( ) 
3 , 5 5 0 , 3 3 8 . 

Schedule Mr' l Reconci l iat ion of Income (Loss) per Books With Income per Retum (see oaoe 20 of 
1 Net income {loss) per books 
2 Federal income tax per books 
3 Excess of capital losses over capital gains 
4 income subject to tax nol recorded on books this year 

(itemize): 

5 Expenses recorded on books this year not 
deducted on this return (itemize): 
a Depreciation $ 

unaritame * C c C 
0 contribulions * 0 3 3 

C enlertainrnftni $ 7 , 2 0 5 

STMT 10 1 5 0 . 
6 Add lines 1 throuah 5 

- 1 , 1 3 3 , 8 7 5 

7 , 9 1 0 
- 1 , 1 2 5 , 9 6 5 

^ 7 Income recorded on books this year not 
included on this return (itemize): 
Tax-exempt interest $ 

8 Deductions on this return not charged 
against book income 
a Depreciation 
. Charitable 

STMT 11 

his year (itemize):-
S 6 , 8 5 9 . 
$ 

1 0 1 , 9 0 0 . 

. 9 Add lines 7 and 8 

. 10 Income {line 28, pace 1)-line 6 less line 9 

-

nstructions) 

1 0 8 , 7 5 9 . 
1 0 8 , 7 5 9 . 

- 1 , 2 3 4 , 7 2 4 . 
SchecJule M-2 Analysis of Unappropr iated Retained Earninps per Books (Line 25, Schedule L) 
1 Balance at beginning of year , 
2 Net income (loss) per books 
3 Other increases (itemize): 

4 Add lines 1,2, and 3 
311831 MJf, 
12-0B-03 ^ ' ' * ' " 

- 1 , 0 6 8 , 3 0 3 
- 1 , 1 3 3 , 8 7 5 

- 2 , 2 0 2 , 1 7 8 

M r t n - i n r- r. A 

. 5 Distributions: a Cash 
b Stock 
c Property 

6 Other decreases (iten-ize): 

7 Add lines 5 and 6 
. 8 Balance at-end ot vear (line 4 less line 7) 

'r . 
4 

- 2 , 2 0 2 , 1 7 8 ^ 
Form 1 l20 (2003) 



4562 
Department of the Treasury 
Internal Revenue Service 

Depreciation and Amortization 
(Including Information on Listed Property) OTHER 

^ See separate instructions. • Attach to your tax return. 

OMB No. 154S-017Z 

2003 
Attachment 
Sequence No. 6 7 

Name(s) shown on return 

THE RAIL NETWORK, INC. 

Business or activity lo which ihis form relates 

OTHER DEPRECIATION 

Identifying number 

1 3 - 4 1 7 9 0 4 0 
P a r t 11 Election To Expense Certain Tangible Property tJnder Section 179 Note: If you have any listed property, complete Part V before you complete Part 1. 

1 Maximum amount. See instructions for a higfier limit for certain businesses 

2 Total cost of section 179 property placed in service (see instructions) 

3 Threshioid cost of section 179 property before reduction in limitation 

4 Reduction in limitation. Subtract line 3 from line 2. If zero or less, enter-0-
5 Dollar limltstron lor tax year. Subtract line A from line 1.11 zero or less, enter -0-. if married filing separately, see instructions 

100,000 

400,000 

(a) Desciiplion of properly (b) Cost (business use only] 

7 Listed property. Enter ttie amount from line 29 

8 Total elected cost of section 179 property. Add 

9 Tentative deduction. Enter the smaller of lin 

10 Carryover of disallowed deduction from line 1 
11 Business income limitation. Enter the smaller of 
12 Section 179 expense deduction. Add lines 9 and 
13 Carryover of disallowed deduction to 2004. Add lin 
Note: Do not use Part II or Part III below for listed property. 

s in column (c), lines 6 and 7 

(c) Electod cost 

Form4562 
(not less than zero) or line 5 

enter more than line 11 
sss line 12 

PartV. 

Part II Special Depreciation Allovt/ance and Other De 
14 special depreciation allowance for quaiined property (other than listed prop 

15 Properly subject to section 168(f)(1) election {see instructio 

16 Other depreciation (including ACRS) (see instructions) 

Part III MACRS Depreciation (Do not include listed property.) 

13 

10 

11 

12 

not include listed property.) 
during the tax year (see instnjctions} 14 

15 

16 

1 2 . 5 4 7 . 

ons.) 

17 MACRS deductions for assets placed in sen/ice in tax years beg inn i i ' l ^H^ j^nos 

18 If you are electing under section 168{i)(4) to group any assets placed i i iap^ce during the tax 

year into one or more general asset accounts, check here . * . • • |__| 

17 1 3 . 1 2 6 

Section B - Assets Placed In Service During 2003 Tax Year Usinq the General Depreciation Svst 

(a] Classification of properly 

19a 3-year property 

b 5-year property 

c 7-year property 

d lO-year property 

e 15-year property 

f 20-year property 

q 25-year property 

h Residential rental property 

i Nonresidential real property 

(b) Month and 
year placed 
in servicB 

1. 

/ 
/ 
/ 
/ 

(c) Basis for depreciation 
(business/investmant use 

only • see instructions) 

1 , 9 1 1 . 
2 7 , 0 9 0 . 

(d) Recovery 
period 

5 YRS. 
7 YRS. 

25 yrs. 

27.5 yrs. 

27.5 yrs. 

39 yrs. 

(a) Convention 

HY 
HY 

MM 

MM 

MM 

MM 

(f) Method 

200DB 
200DB 

S/L 

S/L 

S/L 

S/L 

S/L 

em 

(g) Depreciation deduction 

3 8 3 . 
3 , 8 7 0 . 

Section C - Assets Placed in Service During 2003 Tax Year Using the Alternative Depreciation System 

20 a Class life 
b 12-vear 
c 40-year / 

12 yrs. 
40 yrs. MM 

S/L 
S/L 
S/L 

P a r t IV Summary (See instructions.) 

21 Listed property. Enter amount from line 

22 Total. Add amounts from line 12, lines 1 
Enter here and on the appropriate lines 

23 For assets shown above and placed in s 
portion of the basis attributable to sectic 

28 

4 through 17, lines 19 and 20 in column (g), and line 21, 

3f your return. Partnerships and S corporations -see instr. 

ervice during th 
>n263A costs.. 

3 current year, enter the" -
>53 

21 

22 2 9 , 9 2 6 . 

^ 
316251 
10-21-03 LHA For Paperwork Reduction Act Notice, see separate instructions. 

5 
Form 4562 (2003) 



Fomi4562(2003) THE R A I L NETWORK. I N C . 1 3 - 4 1 7 9 0 4 0 Page 2 
PartV Listed Property (Include automobiles, certain other vehicles, cellular telephones, certain computers, and property used for entertainment, 

recreation, or amusement.) 
Note: For any vehicle for which you are using the standard mileage rate or deducting lease expense, complete only 24a, 24b, columns (a) 
through (c) of Section A, all of Section 6, and Section C if applicable. 

Section A - Depreciation and Other Information (Caution: See instructions for limits for passenger automobiles.) 

24a Do you have evidence to support tfie business/investment use claimed? 1 Yes 1 1 No 

(a) 
Type of property 

(list vetiicles first) 

(b) 
Date 

placed in 
sen/ice 

(c) 
Business/ 

investment 
use percentage 

(d) 
Cost or 

other basis 

(e) 
Basis tor depreciation 
[busin ess/In uest rn erit 

use only) 

24b If "Yes," is the evidence written? 1 1 Yes 1 1 No 

(f) 
Recovery 

period 

(g) 
Method/ 

Convention 

25 Special depreciation allowance for qualified listed property placed in service during the tax 

25 

(h) 
Depreciation 
deduction 

(i) 
Elected 

section 179 
cost 

26 Property used more than 50% in a qualified business use: 

% 
% 
% 

. 

27 Property used 50% or less in a qualified business use: 

% 
% 
% 

28 Add amounts In column (h), lines 25 through 27. Enter here and on line 21. page 1 

29 Add amounts in column (i), line 26. E nter here and o 1 line 7, page 1 

S/L-

S/L-

S/L-

28 

29 
Sectior 

Complete this section for vehicles used by a sole propriet 
If you provided vehicles to your employees, first ansv f̂er tf 
those vehicles. 

^formation on Use of Vehicles 

3r other "more than 5% ovî ner," or related person, 
in Section C to see if you meet an exception to completing this section for 

30 Total business/investment miles driven during the 

year (do not include commuting miles) 
31 Total commuting miles driven during the year 

32 Total other personal (noncommuting) miles 

driven 

33 Total miles driven during the year. 

Add lines 30 through 32 
34 V\/as the vehicle available for personal use 

during off-duty hours? 

35 Was the vehicle used primarily by a nxjre 

than 5% owner or related person? 

36 Is another vehicle available for personal 
use? 

( i2g!k (b) 
VehiqS^R Vehicle 

^ 

\ 

Yes No 

j ^ ^ 

\jJL^ 

^Q» 
*^S^ 
Yes,* 

1 ̂  

yC 

(c) 
Vehicle 

^Yes 

^ 
No 

(d) 
Vehicle 

Yes No 

(e) 
Vehicle 

Yes No 

(f) 
Vehicle 

Yes • No 

Section C - Questions for Employers Who Provide Vehicles for Use by Their Employees 

Answer these questions to determine if you meet an exception to completing Section B for vehicles used by employees who are not more than 5% 

owners or related persons. _ _ _ _ _ ^ 

37 Do you maintain a written policy statement that prohibits all personal use of vehicles, including commuting, by your 

employees? 

38 Do you maintain a written policy statement that prohibits personal use of vehicles, except commuting, by your 

employees? See instnjctions for vehicles used by corporate officers, directors, or 1% or more owners 

39 Do you treat all use of vehicles by employees as personal use? 

40 Do you provide more than five vehicles to your employees, obtain information from your employees about 

the use of the vehicles, and retain the information received? 

41 Do you meet the requirements concerning qualified automobile demonstration use? 
Note: If your answer to 37, 38, 39, 40, or 41 Is "Yes,' do not complete Section B for the covered vehicles. 

Yes No 

P a r t VI Amortization 

(a) 
Description ol costs 

(b) 
M t amarliialion 

begins 

(c) 
Amortizabia 

amount 

(d) 
Code 

section 

(e) 
AmortlzallDn 

pEiiad 01 percenlage 

(f) 
Amortization 
lor this year 

42 Amortization of costs that begins during your 2003 tax yea 

43 Amortization of costs that began before your 2003 tax yea 
44 Total. Add amounts in column (f). See instnjct ons for whe 

r: 

T. 

r ^,. 
re to report 

43 

44 

-
101-,900. 
101 ,900 . 

318252/10-21-03 Form 4562 (2003) 
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THE RAIL NETWORK, INC. 13-4179040 

iRM 1120 INTEREST INCOME STATEMENT 

ISCRIPTION 

TEREST INCOME-OTHER THAN US GOVT 

•TAL TO FORM 1 1 2 0 , LINE 5 

US OTHER 

13 

1 3 , 

0 8 7 . 

0 8 7 . 

RM 1120 TAXES AND LICENSES STATEMENT 

SCRIPTION 

.YROLL TAXES 
W YORK TAXES - BASED ON INCOME 
W YORK CITY TAXES - BASED ON INCOM 

TAL TO FORM 1120, LINE 17 

AMOUNT 

17,201 
445 
300 

17,946 

EAR CONTRIBUTIONS 

SCRIPTION 

NTRIBUTIONS 

TAL CURRENT YEAR CONTRIBUTIONS 

STATEMENT 

AMOUNT 

555 

555 

J -

STATEMENT(S) 1, 2, 3 



THE RAIL NETWORK, INC. 13-4179040 

CONTRIBUTIONS STATEMENT 

.'ARRYOVER OF PRIOR YEARS UNUSED CONTRIBUTIONS 
FOR TAX YEAR 199 8 
FOR TAX YEAR 1999 
FOR TAX YEAR 20 0 0 
FOR TAX YEAR 2001 
FOR TAX YEAR 20 02 

'OTAL CARRYOVER 
'OTAL CURRENT YEAR CONTRIBUTIONS 555 

'OTAL CONTRIBUTIONS 5 55 
0% OF TAXABLE INCOME AS ADJUSTED A 0 

# 

;XCESS CONTRIBUTIONS ^ X . ^ ^ ^ ^ 555 

.LLOWABLE CONTRIBUTIONS DEDUCTION 

STATEMENTfS) 4 



THE RAIL NETWORK, INC. 13-4179040 

RM 1120 OTHER DEDUCTIONS STATEMENT 

SCRIPTION AMOUNT 

3RTIZATI0N 101,900 
WSISPORTATION 7,156 
^K CHARGES 417 
MPUTER SUPPLIES 4,940 
^SULTING EXPENSE 103,379 
DMOTION 67 7 
DFESSIONAL FEES 90,939 
FICE EXPENSE 11,0 04 
STAGE AND SHIPPING 7,980 
INTING 13,009 
hVEh ^ \ 19,633 

ILITIES ^ \ \ V V 11,433 
LEPHONE *.VV\^r3^ 12,549 
ES AND PERMITS ^ W ^ W 4,788 
3URANCE W O ^ V ^ 3,576 
SEARCH SERVICES *^\!W\S^^ 14,842 
ES & SUBSCRIPTIONS %tJvi^VV 2,118 
BSITE DESIGN EXPENSE W O K ^ \ ^ 2,040. 
f̂LS AND ENTERTAINMENT ^ \ \ v ^ 7,205. 
PAL TO FORM 1120, LINE 26^^ 419,585 

NET OPERATING LOSS DEDUCTION STATEMENT 

LOSS 
PREVIOUSLY LOSS 

S YEAR LOSS SUSTAINED APPLIED REMAINING 

/31/01 54,904. 54,904 
/31/02 556,877. 556,877 

L CARRYOVER AVAILABLE THIS YEAR 611,781 

flTATKMFNTfR^ S 



THE RAIL NETWORK, INC. 13-4179040 

HER INFORMATION 50% 

) NAME 
ADDRESS 
IDENTIFYING NUMBER 

) PERCENT OF STOCK 

HEDULE L 

SCRIPTION 

OR MORE OF VOTING STOCKS OWNED BY 

DAVID LANE 
22 E lOTH ST #2, NEW YORK, NY 10003 
213-84-8401 
75.00% 

OTHER ASSETS 

BEGINNING OF 
TAX YEAR 

CURITY DEPOSITS 15,400. 
POSIT RECEIVABLE ON N/P 
E FROM RAIL NETWORK - ATLANTA ^ 

TAL TO SCHEDULE L, LINE 

HEDULE L 

SCRIPTION 

CRUED EXPENSES 
CRUED INTEREST PAYABLE 

PAL TO SCHEDULE L, LINE 

14 ^ " ^ 5 ^ 15,400. 

«Ia^% 
OTHER CU^g^^^VilABILITIES 

^L^^2^ BEGINNING OF 
^ ^ TAX YEAR 

tf^S^ 222,186. 
\ ^ ^ ^ 101,933. 

18 324,119. 

SEDULE M-1 OTHER EXPENSES RECORDED ON BOOKS 
NOT DEDUCTED IN THIS RETURN 

SCRIPTION 

^ALTIES 

TAL TO SCHEDULE M-1, LI NE 5 

STATEMENT 7 

STATEMENT 8 

END OF TAX 
YEAR 

15,400. 
25,000. 
1,300. 

41,700. 

STATEMENT 9 

END OF TAX 
YEAR 

323,068. 
425,088. 

748,156. 

STATEMENT 10 

AMOUNT 

150. 

150. 

/ • • 

1 n c m TV m TnuTTPMin / c \ n o n i n 



THE RAIL NETWORK, INC. 1 3 - 4 1 7 9 0 4 0 

HEDULE M-1 OTHER DEDUCTIONS IN THIS RETURN 
NOT CHARGED AGAINST BOOK INCOME 

STATEMENT 11 

SCRIPTION 

ORTIZATION 

t.; TAL TO SCHEDULE M - 1 , LINE 8 

AMOUNT 

1 0 1 , 9 0 0 

1 0 1 , 9 0 0 

/ • ' 

O m > FTiT^^ F^-i-i-rm / /I \ ^ -1 
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the rail network 
STATEMENT OF CURRENT WORK 

The system TRN is proposing for PATH's rail cars is currently being deployed in the Metropolitan 
Atlanta Rapid Transit Authority's rail system in Atlanta, GA by TRN Atlanta, LLC where the system will 
be the first of its kind. As in any market in which TRN would deploy its system, TRN has been working 
closely with the transit authority. TRN Atlanta will operate and maintain its video and audio 
programming network which shall include, without limitation, audio programming and video displays 
displaying news, entertainment, information, advertising and other content on the inside of MARTA's rail 
transit vehicles, TRN intends to complete the installation of an aggregate of 80 married pairs by August 
8, 2005, Additional married pairs are currently being rehabilitated by a third party offsite and may be 
subject to a mutually agreeable installation schedule to be developed by TRN Atlanta and MARTA, TRN 
submits the following contact information for PATH's reference: 

Tony Griffin 
Metropolitan Atlanta Rapid Transit Authority 
2424 Piedmont Road N.E. 
Atlanta, GA 30328 
Phone: 404-848-5620 
Email: tgriffin@itsmarta.com 

TRN Washington, LLC has submitted a proposal to provide similar services to a Request for Proposals 
("RFP") from Washington Metropolitan Area Transit Authority (WMATA) in Washington, D.C. The 
WMATA RFP is currently pending award. TRN submits the following contact information for PATH's 
reference: 

Ron Rydstrom 
Washington Metropolitan Area Transit Authority 
600 Fifth Street, NW 
Washington, DC 20001 
Phone:(202)962-2767 
Email: rrvdstrom(a!wmata,com 

Ths infonnirion conlained in thit rciporae lo Fan Authonty Requal for Piopoial 0000007920 ii canlidenlial tnd proprieluy inlbmution belonging to TRN ind constitulei trulo lecreQ of TR.V. Subjeci 
to Ihe AgreetnenI on Termi of Diteuition, Ihii infonnitian thall not be diicloted ouUide PATH, be dupliciied or uied, inputor in whole, foi my purpoie oiher thin PATH'i oviluatlon of thii propoial. 
Any and ill rererencei in Ihii document (by word or picture) lo any alhet eniity or company, ii fn example purposei only and luch reference ii in no Aiy intended to imply that luch entity endonei TRN, 
TRN'i propoii] or TRN'i proipcclive producti and icrvica. Any ind i)l rcrcrcnco to TRN'* intellectual property ue praented for inrormitionil purpoiea ind no wiirintiei ire mide with reipcct to Ihe 
scope, enforceibilily or vilidity of moh inlellectual property, / 

mailto:tgriffin@itsmarta.com
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BANKING AND OTHER INFORMATION 

TRN New York, LLC is a wholly-owned subsidiary of The Rail Network, Inc. For the purposes of the 
financial capability section of RFP 0000007920, TRN New York, LLC submits the following: 

Bank Information: The Rail Network, Inc.: 

Bank of America 
3116 Peachtree Road 
Atlanta, GA 30305 
(404) 262-6358 
Contact: Tom Ervtn 

Federal Tax Id: 

D&B Number: 

13-4179040 
20-2957674 

(The Rail Network, Inc.) 
(TRN New York, LLC) 

02-793-5951 (The Rail Network, Inc) 

Tlie infomulioa «ontiined in thii mpDnie lo Port Authority Requeii for Propoial 0000007920 it confidentiil and proprietuy informition belonging (o TRN ind comtitutei tnde lecreD of TRN. Suhjecl 
to the Agreemeni on Termi of Diicuiiion, Ihii infomution ihill nol be diicloied ouBide PATH, be dupliciied or med. in put or in whole, for any purpote other ihtn PATH'i eviluuioii of thii propoial. 
Any ind all reference in ihii docunteni (by word or picnire) to any oihet entily or company, b toe Mimple purp^ei only ind luch reference ii in no way intended lo imply that luch entity endonei TRN, 
T R N ' I proposal or TRN'J prospective producti andiervicei. Any and allrofcrrnceiloTRN'iinlellectuilproperty ire presented for informational purpoiea and no wamntiei ue made with rapeetio the • 
icope, enforcoability or validity ofiuch intellectual properly, "̂  ' ' 
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the rail network 
'i 

The Rail Network (TRN) Is the first television and radio network capable of broadcasting digital video, with 

multiple channels of wireless audio, to passengers on mass transit subway and rail systems. The Metropolitan 

Atlanta Rapid Transit Authority (MARTA) will be the inaugural system for which TRN will install its patented 

network infrastructure. 

Services 
• Digital television newscasts on five, 15" flat screen televisions 

visible throughout each rail car 

• News content provided by a local network affiliate so content 

is relevant to local commuters 

• Other television entertainment programming during off-peak 

hours 

• Half-hour newscast (20.5 minutes news content, 9.5 minutes 

advertising) continuously updated throughout the day 

• Closed captioning on each screen 

• Audio heard across PM frequencies via any FM capable 

device (personal FM radio, cell phone with FM headset) from 

anywhere in the car. 

• Audio NOT broadcast over loudspeaker 

• Six FM audio channels 
..n 

• Television content in English and Spanish,,,. . , . . , . - 1 v:- , , r - r - ' ,^- ,v- :.'•• ,-= -^ . 

• Three different music channels-providing personal alternatives to the^televisio^ programming ,o' ; f ' 

• The Transit Information ChanneLforcommunicating-delays,'construction;and emergency ^'-, -y-r-^^ , 

information from the transit authority, .̂  ^ ^ / 

..-̂ ^ .-̂  ŝ  s-.-' 
Benefits 
• A non-intrusive information alid entertainment op'tionM q̂r̂ the jail passenge 

• No cost to the passengers-' ''-'" ^'^ ' r f ' ' '^'' " ' ' 
• No cost to the transit authority ^''•' Q s 3 OukUmL city 

• Additional revenue stream for the transit authority J -

• Continuously updated content from the highest quality, relevant programming sources 

• Crystal clear digital television and audid^ L, 

• Homeland Security, operational announcemehts^anyXMBER Alert notification capability 

• No disruption to transit schedule, commuhications^or'op^ratibns 

• Effective and dynamic way for local businesses to reach the rail passengers 

LtWI 

.J 

\ N 
\ J 

561 Seventh Avenue, Suile 702 • New York NY 10018 • 646 728-0266 • Fax 646 728-0268 
211 Perimeter Center Parkway, Suite 1070 • Atlanta, GA 30346 • 770-677-5555 • Fax 770-399-0050 



tine rail ne twork 

The Rail Network (TRN) is the first television and radio network capable of broadcasting digital video with 

multiple channels of audio to passengers on mass transit subway and rail systems. TRN is currently deploying 

its patented network on the Metropolitan Atlanta Rapid Transit Authority's (MARTA) rail cars which enables the 

delivery of digital video and audio content including news, sports, weather, music and entertainment programs 

- broadcast in multiple languages and updated regularly throughout the day. 

r--: 

TRN furnishes each rail car with multiple flat screen 

televisions displaying a crystal clear digital picture with 

closed captioning. The news programming, provided 

by a local network affiliate in each market, enagages, 

informs and entertains the local commuter. The television 

broadcast will follow the same format as any half hour 

of network television: 20.5 minutes of content and 9.5 

minutes of advertising dispersed throughout the half hour. 

Audio is non-intrusive and is accessible, wirelessly, 

through any personal FM radio or cell phone with FM 

headset accessory tuned to TRN's on-board FM network. 

Passengers can choose to listen to the news in English or Spanish, music 

channels playing different 

genres, or a dedicated 

station that the local transit 

authority uses to provide 

updated travel, operations 

and emergency information. TRN will provide free FM radios to 

passengers throughout the launch period in each market. 

TRN has a 10-year exclusive agreement with MARTA to install, 

maintain and operate TRN's network on MARTA trains, while 

providing this service at no cost to the passengers or MARTA. TRN is 

also In discussions with several other transit authorities regarding the 

implementation of TRN's network on their systems. 

561 Sevenlh Avenue, Suite 702 • New York NY 10018 • 646 728-0266 • Fax 646 728-0268 
211 Perimeter Center Parkway, Suite 1070 • Atlanta, GA 30346 • 770-677-5555 • Fax 770-399-0050 
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ATTACHMENT C - PROPOSER REFERENCE FORM 

Name of Proposer: TRN New York, LLC 

Please provide a list of references on the firm's performance of similar work within the 
last five years, including all current contracts. Use additional sheets as necessary, 

include the following information for each reference: 

Customer Name: Metropolitan Arianta Rapid Transit Authority (MARTA) 
Address: 2424 Piedmont Rd. NE, Atlanta. GA 30324 

Contact Name and Title: Tony Griffin, Marketing Manager 
Phone and Fax Numbers ofContact: Phone:(404)848-5620 Fax:(404)848-5098 
Contract date(s): 3/15/04 
Contract cost: N/A 
Description of work: 
TRN Atlanta, LLC, a wholly owned subsidiary of The Rail Network, Inc. and an affiliate of TRN New 
York, LLC, was awarded the contract to install and maintain an on-board digital television and radio 
network that provides news, entertainment and infonnation to MARTA's rail passengers. 

Customer Name:. 
Address: 
Contact Name and Title: 
Phone and .̂ âx Numbers ofContact:. 
Contract date(s): 
Contract cost: 
Description of Work: 

Customer Name:. 
Address: 
Contact Name and Title: 
Phone and Fax Numbers ofContact:. 
Contract date (s): 
Contract cost: 
Description of work:. 
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RFP Number 0000007920 

Financial Proposal 
Page 1 of 2 

ATTACHMENT E 

FINANCIAL PROPOSAL 

TRN New York will generate revenues from the sale of advertising on TRN New York's video 
programming. Over the term ofthe contract, TRN New York's operations on PATH would create a 
significant recurring revenue source for the Port Authority. TRN New York proposes to pay the Port 
Authority of NY&NJ an amount which shall be the greater of (i) a minimum guarantee fee for each 
annual period as described below or (ii) a percentage of the Gross Revenues (as defined below). 
TRN New York estimates that, under the proposed structure, Port Authority would receive 
approximately $23,498,203 over the proposed IS year term of the contract. TRN New York 
proposes to pay the Port Authority of NY & NJ, on a monthly basis, according to the following 
schedule: 

Contract 
Year 

1 
2 
3 
4 
5 
6 
7 
8 
9 
10 

Minimum Annual 
Guarantee* 

$100,000 
$250,000 
$250,000 
$250,000 
$250,000 
$250,000 
$250,000 
$250,000 
$250,000 
$250,000 

Percentage of 
Gross Revenue** 

15% 
15% 
15% 
15% 
15% 
15% 
15% 
15% 
15% 
15% 

TRN^s proposal is for a minimum base period of a ten-year 
contract. However, if PATH is interested in entering Into a 
contract for a fifteen-year base period, TRN proposes to pay 
the following for years 11-15: 

11 
12 
13 
14 
15 

$300,000 
$300,000 
$300,000 
$300,000 
$300,000 

18% 
18% 
18% 
18% 
18% 

*The Minimum Annual Guarantee for each contract year will be paid in twelve equal monthly amounts, TRN 
estimates that it will take 8 months from contract to complete the rail system installation and this revenue proposal 
is based upon meeting the installation timeline, 

**The revenue received by TRN New York for the sale of advertising during TRN New York's video 
programming on PATH less fifteen percent (15%) ofsuch gross amount for sales commissions and/or fees in 
connection with the sale of advertising as is customary practice in the industry. 

Based upon our expertise and the above revenue proposal, the following represents TRN New York's 
projected gross revenues and PATH's revenue share for each annual period following the installation 
of all PATH rail vehicles: 

The InfomixriDn contained in Ihii rgiponte lo Porl Aulhorily Requeit for Propotil 0000007920 ii confiilonliil ind propKelary infonnilion belonging to TRN ind conitilulei trade lecrets of TRN. 
Subjeci to the Agreemeni on Teimt of Diicuiiion, Ihis infonnition thall not be diiclosed outside PATH, bo dupliciied,Dr used, in pan or in whole, for sny purpoio other than PATH's evaluation of 
this proposal. Any and all references in Ihii document (by word or picture) to iny other entity or company, it for onan^fr purposes only indiuch reference is in no wiy intended to imply thil such 
entity endonei TRN, TRN's propual or TRN't proipeclivo productt and lervicei. Any and ill referencei lo TRN'i inldlecnul properly are preientod for informations! purposei ind no wirrantiei 
•remade with reipeci to the icope, enforceability or validity of such intellecQul propeny. 
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Period Following 
Installation 

Gross Revenues • 

Revenue Share 

Year l 

1,377,992 

206,698 

Year 2 

7,923,899 

1,188,585 

Year 3 

10,525,199 

1,578.780 

Year 4 

10,525.199 

1,578.780 

Years 

10,525.199 

1,578,780 

Period Following 
Installation 

Gross Revenues 

Revenue Share 

Period Following 
Installation 

Gross Revenues 

Revenue Share 

Year 6 

10,525.199 

1,578,780 

Year 11 

10,525,199 

1,894,536 

Year? 

10,525,199 

1,578,780 

Year 12 

10,525.199 

1,894,536 

Years 

10,525,199 

1,578,780 

Year 13 

10,525,199 

1,894.536 

Year 9 

10,525,199 

1.578,780 

Year 14 

10,525,199 

1,894.536 

Year 10 

10,525,199 

1,578,780 

Year 15 

10,525.199 

1,894,536 

The information contained in this response to Poet Aulhorily Request for Proposal 00DDOOT920 is conTidmlial and proprietary informatian belonging lo TRN and conitilulei trade lecroU of TRN, 
Subjeci tothe Agreemeni on Terms of Diicuiiion, Ihia information shall nol be diiclosed oultide PATH, be duplicated of uied, in part of in whole, for any purpose other than PATH'i eviluationof 
thit propotal. Any and til reference] in this document (by word or picnite) to any otherenlity or company, is for e t̂ampft purpotet only and tuch referencei] inno way intended lo imply Ihal such 
enlicy endortei TRN, TRN'i proposal or TRN't pcoipeclive products and service]. Any and all references to TRN's intdleclual property ire presented for informational purpoira and no warrantiei 
are made with respect lo ihe icope, enforceability of validity of luch inlellectual property. 
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ATTACHMENT F - Contractor's officers and staff 

TRN New York, LLC is a wholly-owned subsidiary of The Rail Network, Inc. TRN New York, 
LLC currently has no employees. However, following execution of a contract with the Port 
Authority, TRN New York, LLC intends to staff the necessary local operational, sales and 
administrative personnel. Below is a list of officers of The Rail Network, Inc, which does not 
include employees of any of its subsidiaries. 

Name: David Lane 

Title: President and Chief Executive Officer 

Name: Evan Borak 

Title: Executive Vice President. General Counsel and Secretary 

Name: Tony Coles 

Title: Vice President. Operations 

•f'-
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•fflE PORT AUTHORrTY OF NY & N J 

THE PORT AUTHORITY OF NEW YORK & NEW JERSEY 
PURCHASING SERVICES DIVISION 

ONE MADISON AVENUE 7™ FL. 
NEW YORK, NY 10010 

Date: May 27, 2005 

ADDENDUM #1 

To prospective Proposers on RFP U 0000007920 for ADVERTISING 
OPPORTUNITIES FOR PORT AUTHORITY OF NY & NJ AND PATH 
FACILITIES, INCLUDING OUTDOOR AND OUT-OF-HOME LOCATIONS 

DUE BACK ON JUNE 8, 2005 NO LATER THAN 2:00 PM 

Tbe foUowing changes are hereby made in the documents: 

Referring to page 76 of Attachment D, the existing advertising agreements will be 
available for viewing at One Madison Avenue, 7^ Floor, NY, NY on June 1, 2005 
between the hours of 9:00 AM to 1:00 PM. Contact Roy Bickley at 212-435-4972 to 
make arrangements for viewing and to obtain access to the building. Photo ID is required. 

In Part HI, CONTRACTOR'S INTEGRITY PROVISIONS, page 66, labeled "2. Non-
Collusive Bidding and Code of Ethics Certification..." and replace with Amendment 1 
hereby attached and labeled Amendment 1, "2. Non-Collusive Bidding, and Code of 
Ethics Certification..." 

In Attachment H, titled Olympic 2012 Agreement, delete "Schedule A" in it's entirety 
and replace with "Schedule A," dated May 16, 2005, hereby attached. 

On page 17, 2) Marketing Strategy and Approach, Sub-section b), the next to the last line 
of that section, delete the second "and" in the line. The line now reads, "...demonstrated 
ability to set and achieve perfonnance standards is an important..." 

In the pubUcly placed advertisements and general e-mail sent to perspective Proposers, 
the time for the Pre-proposal meeting was incorrectly noted as beginning at 9:00 AM. 
The Pre-proposal meeting is scheduled for May 26, 2005 and will begin at 10:00 AM. 

Addendum 1, RFP 0000007920 
/ " • 



For informational purposes only, the slide show presentation is available to your firm on-line 
by visiting www.panvni.qov/adverhsinqrfDs/ 

PROPOSER QUESTIONS AND ANSWERS 

The following information is made available in response to questions submitted by Proposers to 
the Port Authority of NY and NJ. It addresses only those questions, which the Port Authority of 
NY and NJ have deemed to require additional information and/or clarification. The fact that 
information has not been supplied with respect lo any questions asked by a Proposer does not 
mean or imply, nor should it be deemed to have any meaning, construction or implication with 
respect to the terms and provisions ofthe Proposal, which will be construed without reference to 
such questions. 

1. Question: On Page 16, under Part 7., "Proposal Submission Requirements" 
Section E. is "Not Used". In planning to make tabbed dividers and section 
headings, should a Proposer actually have a "Tab E. (Not Used)" and proceed to 
Section P., or should they disregard, remove "E." and rename the remaining 
sections to E., F., G., H., and I. fi-om F., G., H, I. and J.? 
Answer: Do not rename. 

2. Question: On Page 17, under Part 7., Section 2. "Marketing Strategy and 
Approach," in the next to last line of sub-section b), there seems to be an 
additional "and" in the sentence, e.g. "to set and achieve aw(̂  perfonnance 
standards." The grammar is not correct. Should it be "set and achieve 
performance standards" instead? 
Answer: Yes. See Addendum 1 above. 

3. Question: On Page 73, Attachment C, "Proposer Reference Form" as well as 
Attachment F, "Contractor's Officers and Staff are included. Nowhere in the 
RFP does it slate where Attachment C or Attachment F should be placed within 
the response document. Moreover, is there a limit as to the level of staff which 
should be listed, or does the Port Authority require a listing of all employees at all 
levels? 
Answer: Restrict answers to Officers and upper management. 

4. Question: On May 26lh the Pre-Proposal and Site Inspection is to lake place 
beginning at 9:00 a.m. (as advised via e-mail on May 12, 2005, which shows a 
change from the 10:00 a.m. start time listed in the RFP. Will all ofthe facilities 
Usted on Pgs. 75-76 be visited in one day? Will photography be allowed? 
Answer: The pre-proposal RFP meeting begins at 10:00 AM. The Site Inspection 
of Port Authority facilities is canceled. Photography may be restricted or 
prohibited at various facilities. 

Addendum 1, RFP 0000007920 / • • • • 
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5. Question: Will detailed floor plans of all facilities (including depictions of 
current advertising locations utilized by current vendors) be provided on the site 
inspection? 
Answer: No. 

6. Question: A numbered Bid Envelope was included in the RFP mailing. Is this 
envelope to be used in any way, as it would seem unlikely that one (I) 
reproducible original ofsuch a large response document would fit into the 

;- • envelope provided? 
Answer: The Bid Envelope should be placed on the outside of your RFP 
submission and clearly labeled as such. See Letter E., Submission of Proposals, 

k:.. Page 7 ofthe RFP. 

7. Question: A Bid Envelope would suggest that this is a "Bid", which differs 
significantly from a "Proposal". Please clarify. 
Answer: This is a Request for Proposal—not a bid. 

1 8. Question: On Page 76, the closing paragraph states "the PANYNJ currently 
generates approximately $25 million in gross advertising revenue sales from the 
facilities, with approximately 85% ofthe gross sales total generated through the 
airports." Can you clarify if the $25 million is revenue derived/paid from a higher 
sales figure (gross sales of X times the percentage payable to the PANYNJ = Net 
revenue to PANYNJ)? 
Answer: Yes, you are correct. The Advertising contracts will be available as 
noted above. 

9. Question: At the present time there is another RFP (#7919) for "Sponsorship 
Marketing Services Program" which is due two days prior to the due date ofthe 
Advertising RFP. Please define the rights granted under the Sponsorship 
Marketing Services Program RFP as how they may or may not conflict with the 
rights granted in the Advertising RFP? A Proposer under the Advertising RFP 
would want to have assurances that the Sponsorship Marketing Services RFP does 
not conflict or duplicate the advertising programs one would put into place and be 
a competitive program. 
Answer: Each RFP is a separate proposal and the Scope of Work defines the 
work that will be determined under each contract. Each proposal will be 
negotiated separately. There may be overlap. The Port Authority cannot give 
Proposers assurances that there will be no conflict, however each executed 
contract will stand on its own. The final Scopes of Work will define each 
program. 

•̂•̂  10. Question: May we have a copy ofthe attendance sheet? 
Answer: Yes, the attendance sheet is attached to this Addendum. 

11. Question; May we have a copy of the slide show? 
Answer: It is available the Port Authority website listed above. 

Addendum 1, RFP 0000007920 /••• 



12. Question: In the Scope of Work the RFP states that, "The contractor shall secure 
all necessary clearances, permits, zoning approvals, and permissions required for 
the production of new revenue under this Contract." Please confirm our 
understanding that the Port Authority, as a govemment agency, is exempt from 
zoning. If that understanding is correct, will the Port Authority extend this 
exemption to the selected contractor? 
Answer: The Port Authority of New York and New Jersey, as a bistate agency, is 
exempt from local regulations as a matter of law. However, it is the Port 
Authority's policy to conform, to the fullest extent practicable, to all governmental 
regulations, which are addressed as part ofthe Authority's intemal review and 
approval process. If any governmental regulation does apply to the scope of work 
either now or in the future, it will be the Contractor's sole responsibiUty for 
securing approvals needed to satisfy any applicable regulation. 

13. Question: Although the Port Authority indicates its intent lo select one contractor 
that proposes a tolal solution to maximize revenue, it reserves the right to award 
multiple contracts. What criteria does the Port intend to use in making such a 
determination if the Port Authority receives widely disparate responses to the 
RFP? 
Answer: The Port Authority will use the criteria as noted beginning of page 11 of 
the RFP, labeled 5. Evaluation Criteria and Ranking, to determine whether a 
single or multiple contract awards is in its best interest. 

14. Question: The Port Authority identifies a wide array of potential opportunities 
which are described in vague terms. Will the Port Authority provide detailed 
descriptions ofthe facilities including the exact boundaries ofthe properties 
offered and the locations that are available for a potential contractor to utilize? 
Answer: No. At this time detailed descriptions of the facilities exact boundaries 
are not available lo potential Proposers. However, it should be noted that nothing 
precludes the Proposer from visiting the public areas of each facility property to 
determine what the Contractor may be able to utilize. 

15. Question: Will the Port Authority provide electronic maps of the Port Authority 
facilities listed in Attachment D, indicating the locations ofthe current advertising 
inventory? 
Answer: No. See the answer directly above this question. 

16. Question: Will the Port Authority agree to extend the Proposal Due Date by at 
least 30 days? 
Answer: No. At this time the Port Authority will not extend the due date. 

17. Question: Do you have any additional statistics on PATH use? 
Answer: Yes, for informational purposes only, see the attached enclosure dated 
May 6, 2005, titled Path Demographics. 

Addendum 1, RFP 0000007920 r-. 



18. Question: Can prospective bidders take pictures at the facilities? 
Answer: Photography may be restricted or prohibited at various facilities. 

19. Question: As a respondent to the RFP can Proposers submit in areas where they 
are specialist? And, if we propose a partial solution are we considered 
responsive? 
Answer: The answer to both questions is yes. 

20. Question: Historical billing on existing assets is important and would be helpful 
in the preparation ofthe proposals. We need a sense of dollars spent in 
advertising broken down by facility. Can the Port Authority provide that? 
Answer: Billing information is not being made available at this time. 

21. Question: Can the Port Aulhority set aside a time to examine existing advertising 
contracts? 
Answer: Yes, see above. On page 76 of Attachment D are the contracts that will 
be available for viewing at One Madison Avenue, 7'̂  Floor, NY, NY, on June 1, 
between the hours of 9:00 AM to 1:00 PM, Conference Room 154. Contact Roy 
Bickley at 212-435-4972 to make arrangements for viewing and obtain access to 
the building. 

22. Question: On pages 10 and 11, Section 4, Financial Information, the Port 
Aulhority is requesting a list of other work pending and/or bids submitted in 
anticipation of business. We consider this confidential. Will the Port Authority 
keep that confidential? 
Answer: The Port Authority will make every attempt to keep this information 
confidential, however the Port Authority is subject a Freedom of Information 
Policy as noted on pages 24 to 26 ofthe RFP. 

23. Question: What are the weights assigned to the evaluation criteria on page 11-
13? 
Answer: The individual weights assigned to the criteria are confidential. 

24. Question: Can more that one Advertising Vendor have a presence at each 
facility? 
Answer: Yes, that is possible. 

25. Question: Can you identify and make available a list of which billboards are 
currently owned by the Authority? 
Answer: That information is not available at this time. 

26. Question: If the Contractor erects a structure on Port Authority property, who 
will own it at the end ofthe contract. 
Answer: The Port Authority will own the stmcture, refer to page 10 ofthe RFP, 
Paragraph number 5. 
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27. Question: Certain permits will be required to erect stmctures for advertising 
purposes, who will own the permits at the end ofthe Contract? 
Answer: The Port Authority will issue any permissions which are required. 

28. Question; Is Schedule A of the Olympic Letter of Agreement a complete 
inventory listing? Is this inventory currently owned by the Port Authority? 
Answer: This is owned by the Port Authority, however this schedule relates only 
to the Olympic Letter of Agreement and is not a complete Port Authority 
Inventory list. In this Addendum a revised Schedule A is attached which also is 
not a complete Port Authority Inventory list. 

29. Question: Should the financial proposal breakout the revenue for each facility? 
Answer: That is a business decision your firm must make and submit with their 
proposal. 

30. Question: Suppose the Proposer has huge advertising opportunity that does not 
conform to local zoning, how will the Port Authority deal with this? 
Answer: We do not respond to hypothetical situations, however the Port 
Authority recognizes local zoning regulations. 

31. Question: Will the Port Authority during the evaluation process take into 
consideration the stringent zoning laws as well as if the proposed programs are 
permitted? How will this be evaluated? 
Answer Yes. See question 12. 

32. Question: If we propose a program and the Port Authority accepts the proposal, 
however the city doesn't accept il or doesn't pemiit it, are we legally bound? 
Answer: The Port Authority expects to interpret the zoning regulation. If the 
Proposer wishes to seek a mling from the City, il may do so with Port Authority 
approval. 

33. Question: If a firm comes up with a really creative idea and the firm with the idea 
is not selected as the Contractor, will the PA hold this idea in confidence or share. 
this idea with the selected firm? The answer to this could stifle my proposal. 
Answer: See the Agreement on Terms of Discussion. 

34. Question: Will the Port Authority be utilizing its exemption from local zoning? 
Answer: See Question 12. 

All Proposers are once again advised that their Proposal shall be based solely upon the 
written Proposal Booklet and any formal Addenda issued by the Port Authority. 
Therefore, no other form of communications such as, but not limited lo, verbal 
comments, whether or not electronically recorded, shall be considered a part ofthe 
Request for Proposal Documents or relied upon by prospective Proposers. 

Addendum 1, RFP 0000007920 'f-



ALL OTHER TERMS AND CONDITIONS SHALL REMAIN THE SAME. 

THIS COMMUNICATION SHOULD BE INITIALED BY YOU AND ANNEXED TO 
YOUR PROPOSAL UPON SUBMISSION. 

IN CASE ANY PROPOSER FAILS TO CONFORM TO THESE INSTRUCTIONS, ITS 
PROPOSAL WILL NEVERTHELESS BE CONSTRUED AS THOUGH THIS 
COMMUNICATION HAD BEEN SO PHYSICALLY ANNEXED AND INITIALED. 

PORT AUTHORITY OF NY & NJ 

LARRY WAXMAN, MANAGER 
PRIORITY PROCUREMENTS 
DIVISION 

PROPOSER'S FIRM NAME: 77^N j j ^ /^J, Z l C 

INITIALED;^_ / TX.^ IL.l ^ • - ^ c L ' ^ , . ^ ftc^l. 

DATE: 5 / ^ l / o S 

QUESTIONS CONCERNING THIS ADDENDUM MAY BE ADDRESSED TO 
MR. T. J. STORCH, WHO CAN BE REACHED AT (212) 435-3936. 

Addendum 1, RFP 0000007920 
? ' • ' • 



AMENDAJENT 1 

2. Non-Collusive Bidding, and Code of Ethics Cerlification,Certificalion of No Solicitation 
Based On Commission, Percentage, Brokerage, Contingent or Other Fees 

By bidding on this Contract, each Bidder and each person signing on behalf of any Bidder certifies, and in ihe 
case of a joint bid, each party ihereto certifies as lo its own organization, that 

a. the prices in its bid have been arrived at independently without collusion, consullaiion, 
communication or agreement for the purpose of restricting competition, as to any matter relating 
10 such prices with any other bidder or with any competitor; 

b. the prices quoted in its bid have not been and will not be knowingly disclosed directly or 
indirectly by the Bidder prior to the otTicial opening ofsuch bid to any other bidder or to any 
competitor; 

C- no attempt has been made and none will be made by the Bidder to induce any other person, 
parmership or corporation to submit or not to submit a bid for the puri)0se ofrestncting 
competition; 

d- this organization has not made any offers or agreements or taken any other action with respect 
to any Authority employee or former employee or immediate family member of either which 
would constinjte a breach of ethical standards underthe Code of Ethics dated April 11, 1996 (a 
copy of which is available upon request to the individual named in the clause hereof entitled 
"Bidder's Questions"), nor does this organization have any knowledge of any act on lhc part of 
an Authority empluyee or former Authority' employee relating either directly or indirectly to this 
organization which constitutes a breach ofthe ethical standards set forth in said Code; 

e. no person or selling agency other than a bona Hde employee or bona fide established 
commercial or selling agency maintained by the Bidder for the purpose of securing business, 
has been employed or retained by the Bidder to solicit or secure this Contract on the 
underslandmg that a commission, percentage, brokerage, contingent, or other fee would be paid 
to such person or selling agency; and 

f the bidder has not offered, promised or given, demanded or accepted, any undue advantage, 
directly or indirectly, to or from a public official or employee, political candidate, party or party 
official, or any private sector employee (including a person who directs or works for a private 
sector enterprise in any capacity), in order to obtain, retain, or direct business or to secure any 
other improper advantage in connection with this Contract. 

The foregoing certifications shall be deemed to be made by the Bidder as follows: 

* if the Bidder is a corporation, such certification shall be deemed lo have been made not only 
with respect to the Bidder itself, but also with respect to each parent, affiliate, director, and 
officer of the Bidder, as well as, to the best of the certifier's knowledge and belief, each 
stockholder ofthe Bidder with an ownership interest in excess of lO%; 

* if the Bidder is a partnership, such certification shall be deemed to have been made not only 
wilh respect to the Bidder itself, but also with respect lo each parmer. 

Moreover, the foregoing certifications, if made by a corporate Bidder, shall he deemed to have been 
authorized by the Board of Directors ofthe Bidder, and such authorization shall be deemed to include the 
signing and submission ofthe bid and the inclusion therein ofsuch certification as the act and deed ofthe 
corporation-

In any case where the Bidder cannot make the foregoing certifications, the Bidder shail so state and shall 
furnish with the signed bid a signed statement which sets forth in detail the reasons therefor. If the Bidder is 
uncertain as to whether it can make the foregoing certifications, it shall so indicate in a signed statement 
furnished with its bid, setting forth in such statement the reasons for its uncertainly. 

Notwithstanding that the Bidder may be able to make the foregoing certifications at the time the bid is 
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submitted, the Bidder shall immediately notify the Authority in writing durmg the period of irrevocabilir>' of 
bids on this Contract of any change of circumstances which might under this clause make il unable to make 
the foregoing certifications or require disclosure. The foregoing certiUcations or signed statement shall be 
deemed to have been made by the Bidder with full knowledge that they would become a part ofthe records of 
the Authority and that the Authority' will rely on their truth and accuracy in awarding this Contract, In the 
event that the Authority should determine al any lime prior or subsequent to the award of this Contract that the 
Bidder has falsely certified as to any matenal item in Ihe foregoing certifications or has willfully or 
fraudulently furnished a signed statement which is false in any materia! respect, or has nol fully and accurately 
represented any circumstance with respect to any item in the foregoing certifications required to be disclosed, 
the Authority may determine that the Bidder is not a responsible Bidder with respect to its bid on the Contract 
or wilh respect to future bids on Authority contracts and may exercise such other remedies as are provided to 
it by the Contract with respect lo these matters. In addition, Bidders are advised that knowingly providing a 
false certification or statement pursuant hereto may be the basis for prosecution for offcnng a false instrument 
for filing (see e,g. New York Penal Law, Section 175,30 et seq.). Bidders are also advised that the inabilit>' lo 
make such certification will not in and of itself disqualify a Bidder, and that jn each instance the Authority 
will evaluate the reasons therefor provided by the Bidder. Under certain circumstances the Bidder may be 
required as a condition of Contract award to enter into a Monitoring Agreement under which it will be 
required to take certain specified actions, including compensating an independenv Monitor to be selected by 
the Port Authority, said Monitor to be charged with, among other things, auditing the actions ofthe Bidder to 
determine u'hether its business practices and relationships indicate a level of integrity sufficient to permit it to 
continue business with Ihe Port Authority. 
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ATTACHMENT H, MAY 16, 2005 

LETTER AGREEMENT 

October 19,2004 

The Port Authority of New York and New Jersey 
225 Park Avenue South 
New York. New York 10003 

Ladies and Gentlemen: 

In connection with the preparation, for submission lo the International 
Olympic Committee (*TOC"), of a candidature for New York City to host the 2012 
Olympic Games, NYC20I2 must dcmoostratc that it will take the necessary steps to 
protect the value of authorized Olympic sponsorships and the rights of authorized 
Olympic marketing partners by preventing and confronting ambush marketing. 
Accordingly, the IOC requires KYC2012 to make advertising space in New York City 
available only to Olympic sponsors and partners during the 2012 Olympic Games in 
order to reduce unfair competition in the form of ambush marketing. 

This letter, when countersigned by you, will evidence the Port Authority 
of New York and New Jersey's ("PA") agreement to assist NYC2012 with its efforts to 
reduce ambush marketing at its facilities. Subject to and in accordance with the terms of 
this Letter Agreement, the PA hereby agrees that if New York City is chosen to host the 
2012 Olympic Games: (1) it will license to NYC2012 the advertising space under the 
PA's control at its facilities, as set forth in Schedule A (the "Ad Space"), for the period 
June 26, 2012 through August 21,2012 inclusive (the '̂License Period"), and (2) all 
future agreements which grant rights to the advertising space under the PA's control at its 
facilities will contam an acknowledgement ofthe terms of this Letter Agreement and will 
require all licensees, lessees, permitees, vendors and contractors to comply with the terms 
of this Letter Agreement 

Notwithstanding the generality ofthe foregoing or anything to the contrary 
stated herein, the PA's obligation to make available advertising space lo NYC20] 2 uflder 
this Letter Agreement shall be subject to all of the following: (1) with respect to all 
terminals not under the control of the PA, the rights of third parties with which Ihe PA 
has entered into agreements as ofthe date ofthe execution of this Letter Agreement, 
including, but not limited to, the rights of terminal airiine lessees, (2) Ihe PA's tenant 
alteration and application process (the "TAA process"), which shall apply, among other 
things, to the installation, raaimcnancc, and location of any advertising, (3) the PA rules, 
regulations and policies concerning content of advertising in effect from time lo lime, and 
(4) the receipt by the PA of a written notice from NYC2012 not less than sixty (60) days 
prior to the start of the License Period (the *'sbety-day notice") staling (i) that NYC2012 
intends to exercise the rights granted to it by this Letter Agreement, and (ii) the 
information required in paragraph 4 of this Letter Agreement, and (3) receiving the 
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requisite prior authori2alJon(s) ofthe Board of Commissioners ofthe PA. 

1. License Fee. The license fee for Ad Space shall be calculated as follows: the 
average price for various types of advertising (e.g.. wall wraps, spectaculars and 
dioramas) as established by the relevant advertising permittees/lessees then under 
contract with the PA at its facilities for 2005. 2006. 2007 and 2008 (the "Average Price"), 
multiplied by the percentage increase projected as of December 31, 2008, for the period 
2009 through 2012, by the Consumer Price Index for All Urban Consumers - New York-
Northern New Jersey-Long Island, NY-NJ-CT (All Items, unadjusted 1982-84=100) 
published by the Bureau of Labor Statistics ofthe United States Department of Labor, 
plus a twenty percent (20%) premium. Such 20% premium shall be referred to herein as 
the Olympic Premium. 

2. Assignment, The parties acknowledge and agree that should the Games be 
awarded to New York City, NYC2012 will be succeeded by the New York Committee 
for the Olympic Games (*'NYCOG**) that shall receive from NYC2012 an assignment of 
all rights, and shall assume all obUgations concerning, arrangements underlying the bid 
including all rights pursuant to this Letter Agreement and shall be the organization to 
conduct the Games and carry out the rights and responsibilities orNYC2012 hereunder. 

3. Termination. This Letter Agreement will lenninate upon the failure of New 
York City to be awarded the Olympic Games by the IOC or the failure ofthe PA to 
receive the sixty-day notice described herein. 

4. Uncommitted Ad Space. The sixty-day notice shall identity all Ad Space 
contractually committed lo by written agreement, between the IOC and any Olympic 
Advertising Party, for advertising at each PA facility during the period ofthe Olympic 
Games and for the period commencing thirty (30) days prior to the start of the Olympic 
Games. Any advertising space at a PA facility which is not identified in the sixty-day 
notice shall be deemed to be uncommitted Ad Space and, accordingly, shall not be 
subject to this Letter Agreement and may be sold, Ucensed or leased without restriction or 
condition. In addition, NYC2012 acknowledges and agrees that between the date of this 
Agreement and the start ofthe Olympic Games, the Port Authority shall have the right in 
its sole discretion to eliminate or modiiy existing advertising space at any its facilities, 
including but not limited to any ofthe Ad Space, and convert such space lo another 
purpose. 

5. Representarions and Warranties of PA. 

(a) Upon receipt ofthe requisite prior authorization(s) from the Board of 
Commissioners, the PA has all necessary power and authority to enter into this Letter 
Agreement and to perfonn its obligations hereunder, the execution of this Agreement by 
PA and the performance by PA of its obligations hereunder have been duly authorized by 
all necessary corporate action on the part of PA; and this Letter Agreemeni has been duly 
executed and delivered by PA and is a valid and binding obUgation of ?A enforceable 
against PA in accordance with its terms. 
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(b) PA further represents and warrants that it owns or controls all ofthe Ad 
Space and that Schedule A is a complete Ust of the number of locations of advertising 
space at each of the PA factUties as of the date of the execution of this Letter Agreement 
by the PA; provided, however, that tbe failure of any third party to comply with the terms 
of any agreement between said third party and the PA shall not constitute a breach of this 
Letter Agreement by the PA and provided, further, this Letter Agreemeni shall not 
require the PA or any of its advertising pcnnitlecs/lessees to breach any existing 
agreement to which it is a party as ofthe date ofthe PA's execution of this Letter 
Agreement. 

(c) PA further represents and warrants that entering into this Lener 
Agreemeni will not conflict with any other obligations or agreements to which PA is a 
party and PA covenants not to enter into any conflicting agreements during the term of 
this Letter Agreement. 

6. Represcniations and Warranties of NYC2012. NYC2012 has all necessary 
power and authority to enter into this Letter Agreement and to perform its obUgations 
hereunder, the execution of this Letter Agreement by NYC2012 and the performance by 
NYC2012 of its obligations hereunder have been duly authorized by all necessary 
corporate action on the part of NYC2012; and this Letter Agreement has been duly 
executed and deUvered by NYC2012 and is a vaUd and binding obUgation of NYC2012 
enforceable against NYC2012 in accordance with its terms. 

7. Remedies. Each party acknowledges that monetary damages may not be an 
adequate remedy for any breach or threatened breach of the provisions of this Letter 
Agreement by the other party, and that such first party shall be entitled to seek equitable 
relief, including a temporary restraining order, a prelimirury or permanent injunction or 
specific performance, as a remedy for any such breach or threatened breach. Each party 
agrees that in the event such equitable relief is granted by a court of competent 
jurisdiction that the party seeking equitable relief shall not be required to post a bond in 
coimection therewith. Each party fiirther agrees that the remedies of a temporary 
restraining order, preliminary or permanent injimction or specific performance shall not 
be deemed to be the exclusive remedies for a breach of this Letter Agreement but shall be 
in addiUon to all other remedies available at law or equity. Notwithstanding the 
foregoing, any lawsuit or other claim against the PA or its Comnussioners, ofBcen or 
employees shall be subject to all prohibitions, Uraitations, requirements and restrictions 
for commencement and maintenance of lawsuits and other claims against the PA, its 
Commissioners, officers or employees set forth in the statutes ofthe New York law, 
including but not Umited to statutes codified in the New York Unconsolidated Laws and 
the New York Civil Practice Laws and Rules, and such prohibitioos, limitaUons, 
requirements and restricfions are nol waived by this paragraph. 

8. Governing Law. This Letter Agreement is made under* and will be 
construed in accordance wilh, the laws ofthe Slate of New York, without giving effect to 
its principles of conilict of laws. 



9. No Persona) Liability. No Commissioner, director, offjctT. agent or 
employee of either party shall be charged personally or held contractually liable by or to 
the other party under any term or provision of this Letter Agreement or of any 
modificaiion or amendment hereto or because of any breach thereof, or because of its 
execution or attempted exccuiion, 

10, Entire Agreemeni. This Letter Agreement constitutes the entire agreement 
between the PAandKYC2012 on the subject matter, and may not be changed, raodificd, 
discharged or extended except by inslrumcni in writing duly executed on behalf of both 
(he PA andNYC20l2. NYC20I2 agrees thit no representations or warranties shall be 
bmding upon the PA unless expressed in writing in this Letter Agreement. 

Please confinn youi agreement to the matterj referred to and sei forth in this letter 
by signing, dating and returning a copy of this letter to me. 

Very truly yours, 

NYC2012'1 ' / 

Bv: /rKL^rJ • i/^^uAJ 
A'fidrew Kimball 

Title: iJ^r^cfr^yJ f) ^ ^ T •Pn—c 

C 
Accepted and Agreed to: 

ThePort Authority of New York and New Jcncy 

B y i / % f f 
ief of Public-and Gavernmenc Affairs 

D.ire: / o / a J j - Z f l / 



Schedule A 

LaGuardia Airport Inventory Count 
867-LGA Sellable Faces 
460-LGA Units 

Breakdown bv Unit 
Total 
Total 
Total 
Total 
Total 
Tolal 
Total 
Total 
Total 
Total 
Total 
Total 
Total 
Total 

of4'x10'Llghtbox 
of Banner 
of Clock 
of Diorama 
of Diorama Other 
of Display Area 
of Jet Bridges 
of Phone Board 
of Phone Board Service Cost 
of Spectacular (other) 
of Take-one/Mtnc Chg 
of Vertical Displays 
of Exterior Banners 
of Wall Wrap 

3 
1 
1 

334 
14 
7 

250 
146 
26 
19 
6 

12 
2 

46 

869 Sellable Faces 
460 Units 

John F. Kennedy Airport Inventory Count 
1342-JFK Sellable Faces 
728-JFK Units _ 

Breakdown by Unit 
Total 
Total 
Total 
Total 
Total 
Total 
Total 
Total 
Total 
Total 
Total 
Total 
Total 

Total 

of 4'x 10'Lightbox 
of Banner 
of Clock 
of Digital Diorama 
of Diorama 
of Diorama Other 
of Display Area 
of Double Diorama Full 
of Exterior Sites 
of JCDecaux Displays 
of Jet Bridges 
of Showcase 
of Spectacular (other) 
of Wall Wrap 

44 
19 
6 

80 
346 
36 
12 
6 

44 
35 

499 
1 

49 

165 

1342 Sellable Faces 
728 Units 



New York Downtown Heliport 
3-JFK Sellable Faces 
3-JFK Units 

Breakdown by Unit 
Total of Clock 
Total of Diorama 

Sellable Faces 
Units 

Total Dioramas = 406 

Total Bus Shelter Dioramas = 18 
Total Spectaculars = 5 
Total Mini Spectaculars = 96 
Total Overhead Spectaculars = 22 
Total Monorail Carcards = 72 
Total Wall Wraps = 46 
Total Banners = 6 
Total Toll Plaza Booth = 1 

PA Control - Bus Shelters, Toll Plaza Booth, Monorail Carcards 

Total Station Domination Installations = 144 All Controlled by PA 

Total Poster Wraps = 3 
Total Dioramas = 22 
Total Clocks = 26 
Total Station Domination Installations = 144 All Controlled by PA 
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Form • AlJ-Purpoje Ack N.Y. (rev 1/4/2000) 

FOR THE PORT AUTHORITV OF NEW YORK AND NEW JERSEY 

STATE OF NEW YORK ) 
)ss. 

COUNTY OF NEW YORX ) 

On the H'^-- dayof (Dc j rab^^ in the year 2004, before me, the undersigned, a 
Notary public in and for said state, personally appeared Kt-CKOiM. CLr '^^^^zJb.u^ 
personally known to me or proved to me on the basis of satisfactory evidence to be the 
individual(j^ whose name(fr)- is (wef subscribed to the within instrument ajid acknowledged to 
mc that hc/shcrthrj' executed the same in his/Henthrir capacity(i**). and that by his/benthtir 
signatureiJi)' on the instrument, the individual(a)r or the person .upon behalf of which the 
individualfi^acted, executed the inslmmcnt. 

Q L A U ^ Q L 
(notarial seal and stamp) 

Marie W. Edwards 
Notary Public, State of New York 

. N0.01ED4959693 
Qualified in Kings Countjj 

F O R NVC2012 Commission Expires IjU^SCQ^ 

STATE OF NEW YORK ) 
)ss 

COUNTY OF NEW YORK ) ) 

Onihe /"* dayof/l/(VT^^-viii;-'^in ihe year 2004, before me, the undersigned, a 
Notary Public in and for said state, personally appeared Avvriv^t^j M- kLi'/-vU^-M-
pcrsonally icnown to me or proved to mc on the basis of satisfactory evidence to be the 
individuali^ whose namcfi) is (̂ pê  subscribed to the within initrument and aclcnowledged ro 
me that he.^he^hey executed the same in his/hcr'tfreir capacit;/fjeS), and that by his^iti'^llieii 
signaturef^ on the instrument, the individuals^, or the person upon behalf of which the 
individuaUi^ acted, executed the instrument. 

-^ J (notarial scal-Snd stamp) 
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DATE; May 6, 2005 

PATH DEMOGRAPHICS 

CURRENT AVERAGE WEEKX)AY RIDERSHIP THROUGH 1'̂ '' QUARTER 2005 IS 
.-VBOUT 195,000. AVERAGE SATURDAY IS 83,000 AND SUNT)AY IS 58,000. 

2004 PATH SURVEY 

WEEKEND (SATURDAY) 
GENDER 

MALE 
FEMALE 

TRIP PURPOSE 

WORK COMMUTE 
BUSINESS TRAVEL 
TO/FROM SCHOOL 
SHOPPING 
ENTERTAINMENT or 
RECREATION 
VISIT FAMILY/FRIENDS 
OTHER 

WEEKD.\Y 

58.2% 
41.8% 

73.1% 
7.4% 
5.6% 
2.6% 

4.8% 
4.2% 
2.2% 

OTHER LANGUAGES BESIDES ENGLISH 

NONE 
SPANISH 
FRENCH 
GERMAN 
ITALIAN 
HINDU 
PORTUGESE 
RUSSIAN 

60% 
21% 

5% 
3% 
2% 
2% 
2% 
1%. 

WEEI 

55.6% 
44.4%, 

20.2%, 
4.0% 
3.8% 

19.0% 

31.3% 
19.6% 

1.9% 

AGE: LAST SURVEY REFERENCE - 2001 

OCCUPATION: LAST SURVEY REFERENCE - 2001 

INCOME: LAST SURVEY REFERENCE - 2001 
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Listed below are latest ridership figures - February 2005 

Pavonia/Newport 
Grove St. 
Exchange PI. 
Journal Sq. 
Hoboken 
Newark 
Harrison 
NY - 9th St. 
NY- 14th St. 
N>' - 23rd St. 
NY - 33rd St. 
NY - Christopher 
NY - WTC 

Average weekday boarding's 
13,300 
9,500 

10,000 
22,000 
24,500 
25,000 
5,500 
4,300 
7,500 
7,000 
24,300 

4,000 
40,000 

Average weekend boarding's 
13,200 
7,700 
3,200 

22,400 
15,000 
18,000 
3,500 
7,100 
8,400 
4,900 
25,100 
5,400 

18,000 
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PRE-PROPOSAL MEETING 
ADVERTISING OPPORTUNITIES FOR PORT AUTORITY OF NV & NJ 

AND PATH FACILITIES, RFP #7920 
MAY 26, 2005 

NAME COMPANY TELEPHONE # 
5tgVt^//4 /i/Dc.V 1LL}L *^^Co. 

i/ikdi^X 
i n J iUt lM 

J J l N . f o t w /y 5kl uiV)<. i^ri'T^^-'^lXIl 
•3?:̂ Pr:VVÛ  V .̂-'W(,̂ - >;̂ x^w-/b.r7 

^ v i u i . r d pL--vin/̂ 'l" )(i[>cOclii\i.-
2 ) ^ 

i.uu:.~ ^5i.i-f;5a^-
/ ^ v c ckJOjhi=^J v7c:./>^c:-AOvr' 7/)^-..?7'/-'OZ ^ y 
A^'^ri^^(^At^^' CJacit^^ / / p ^ i a QcA-^p ^ / ^ - 7-?/-^.5. ' f7 
P ^ ^ i ^ f- I^^V^^^^VN^k AK'L.jaYNc^p^k; Pg r̂j-yija -̂i; 2^2, ' ^^ .^ - vg-) 

>A<^xV;T'M-ft?;-ev' g.VW'ilKsS D C j ^ e ^ Û  3 ^ - - 5 ^ - 7 - 7 ^ ^ ^ ) 

4--̂ w 77 -A^ 4 
/V/̂ /y/4/̂ / Z^//?//^'/ 

/ 'Ci ' / i^ -^ d ^ ^ ^ - i ^ r ^ •=- o , , / ~ 5 Z n ' 'f^<^~^ 
GM^KK-f̂ UC- ;?yj?- 9^0-027-? 

x'^(\^\<^ T ^ A i T ^ t > o G r - ^ ^5-r\^^g^oS^-T (T̂  IP- '^S - ^ ' x ^ - ^ 0 3 7^ 

rj-U/tlt^ fd^JQASA^^C^ 
% 

IHP^V^ [h^<^ t̂̂ t 
\J:T-A<rofx oJ^'hxicZ 
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PRE-PROPOSAL MEETING 
ADVERTISING OPPORTUNITIES FOR PORT AUTORITY OF NY & NJ 

AND PATH FACILITIES, RFP #7920 
MAY 26, 2005 
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PRE-PROPOSAL MEETING 
ADVERTISING OPPORTUNITIES FOR PORT AUTORITY OF NY & NJ 

AND PATH FACILITIES, RFP #7920 
MAY 26, 2005 

NAME 

UlMHCui^ 
COMPANY 

SSZKMZ co/y^ 
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IME POmrAUIHORrTYOF NVS. NJ 

THE PORT AUTHORITY OF NEW YORK & NEW JERSEY 
PURCHASING SERVICES DIVISION 

ONE MADISON AVENUE 7^" FL. 
NEW YORK, NY 10010 

Date: June 2,2005 

ADDENDUM #2 

To prospective Proposers on RFP # 0000007920 for ADVERTISING 
OPPORTUNITIES FOR PORT AUTHORITY OF NY & NJ AND PATH 
FACILITIES, INCLUDING OUTDOOR AND OUT-OF-HOME LOCATIONS 

DUE BACK ON JUNE 8, 2005 NO LATER THAN 2:00 PM 

The foHowing changes are hereby made in the documents: 

PROPOSER QUESTIONS AND ANSWERS 

The following information is made available in response to questions submitted by Proposers to 
the Port Authority of NY and NJ. It addresses only those questions, which the Port Authority of 
NY and NJ have deemed to require additional information and/or clarification. The fact that 
information has not been supplied with respect to any questions asked by a Proposer does not 
mean or imply, nor should it be deemed to have any meaning, construction or implication with 
respect to the terms and provisions ofthe Proposal, which will be construed without reference to 
such questions. 

1. Question: How many rail cars are in the PATH fleet? 
Answer: There are 327 cars active for passenger use. From 2008 to 2011 the 
Port Authority is scheduled to receive 340 new passenger rail cars and will 
subsequently gradually retire the current fleet. 

2. Question: How many rail cars are there in the AirTrain Newark and AirTrain JFK 
fleets respectively? 

Addendum 2, RFP 0000007920 ' -
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Answer: At the AirTrain JFK, there are 32 rail cars. At the Monorail System at 
Newark Liberty Intemational Airport, there are 108 rail cars. 

3. Question: Do the PATH railcars operate as singles or married pairs? 
Answer: PATH railcars operate as singles. 

4. Question: In Section 4, Page 11, what is your definition of "certified fmancial 
statements"? 
Answer: Certified Financial Statements are defined as company financial 
information including but not limited to the Proposer's company assets, liabilities, 
net worth, revenue, expenses, profit or loss and cash flow including applicable 
notes for the most recent calendar year reviewed and compiled by an independent 
accoimting firm. 

5. Question: The RFP references "subcontractors" in several places. How should 
we respond if, at this time, we have not selected our subcontractors? 
Answer: At the time of submission ofthe Proposal, companies do not have to 
specifically identify subcontractors. If the selection has not been made but the 
area of subcontractor services is determined, please include. 

6. Question: Please list the agreements, and respective subject matter of such 
agreements, referred to in the second buUet point under "Notes Regarding The 
Above Facilities" on page 76. 
Answer: There are two agreements and the subject matter of both agreements is 
for various advertising services. Agreement one is with Black Experience, Inc. 
for PATHvision for PATH advisory notices, news information and advertising at 
over 200 television screens located throughout the system at PATH stations. 
Agreement two is with Submedia, LLC for one illuminated advertising sign at 
two locations in the PATH train tunnels. 

7. Question: Are we allowed to propose an advertising idea for only one structure? 
If so, is it recommended that we include visuals? 
Answer: Yes, you may propose an advertising idea for only one structure. 
Proposers may include visuals. 

All Proposers are once again advised that their Proposal shall be based solely upon the 
written Proposal Booklet and any formal Addenda issued by the Port Authority. 
Therefore, no other form of communications such as, but not limited to, verbal 
comments, whether or not electronically recorded, shall be considered a part ofthe 
Request for Proposal Dociunents or relied upon by prospective Proposers. 

ALL OTHER TERMS AND CONDITIONS SHALL REMAIN THE SAME. 

THIS COMMUNICATION SHOULD BE INTTIALED BY YOU AND ANNEXED TO 
YOUR PROPOSAL UPON SUBMISSION. 

Addendum 2, RFP 0000007920 
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IN CASE ANY PROPOSER FAILS TO CONFORM TO THESE INSTRUCTIONS, ITS 
PROPOSAL WILL NEVERTHELESS BE CONSTRUED AS THOUGH THIS 
COMMUNICATION HAD BEEN SO PHYSICALLY ANNEXED AND INITIALED. 

PORT AUTHORITY OF NY & NJ 

LARRY WAXMAN, MANAGER 
PRIORITY PROCUREMENTS 
DIVISION 

PROPOSER'S FIRM NAME: T^A/ ^ C ^ ^ U . L L L . 

INITIALED:7l L i H^U.^.- •/>, H A T 

DATE: C l l j o ^ 

QUESTIONS CONCERNING THIS ADDENDUM MAY BE ADDRESSED TO 
MR. T. J. STORCH, WHO CAN BE REACHED AT (212) 435-3936. 
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THE PORTAUrHORITYOF Ny& NJ 

THE PORT AUTHORITY OF NEW YORK & NEW JERSEY 
PURCHASING SERVICES DIVISION 

ONE MADISON AVENUE 7^" FL. 
NEWYORK,NY10010 

Date: June 3, 2005 

ADDENDUM #3 

To prospective Proposers on RFP # 0000007920 for ADVERTISING 
OPPORTUNITIES FOR PORT AUTHORITY OF NY & NJ AND PATH 
FACILITIES, INCLUDING OUTDOOR AND OUT-OF-HOME LOCATIONS 

DUE BACK ON JUNE 8, 2005 NO LATER THAN 2:00 PM 

The following changes are hereby made in the documents: 

PROPOSER QUESTIONS AND ANSWERS 

The following information is made available in response to questions submitted by Proposers 
to the Port Authority of NY and NJ, It addresses only those questions, which the Port 
Authority of NY and NJ have deemed to require additional information and/or clarification. 
The fact that information has not been supplied with respect to any questions asked by a 
Proposer does not mean or imply, nor should it be deemed to have any meaning, construction 
or implication with respect to the terms and provisions ofthe Proposal, which will be 
construed without reference lo such questions. 

Question: Does the Port Authority have any historical advertising sales figures? 
Answer: Yes, the Port Authority has attached a Ten Year Profile of Advertising Sales at the 
Authority's Airports. Proposers are cautioned that these figures are estimated only and may 
not represent each and every sale generated through its advertising agreements. This Profile 
is for information purposes only. Proposers are reminded that the above referenced RFP is 
on a different Scope of Work and past performance may not be a good indicator of future or 
expected performance. 
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All Proposers are once again advised that their Proposal shall be based solely upon the 
written Proposal Booklet and any forma! Addenda issued by the Port Authority. Therefore, 
no other form of communications such as, but not limited to, verbal comments, whether or 
not electronically recorded, shall be considered a part ofthe Request for Proposal Documents 
or relied upon by prospective Proposers. 

ALL OTHER TERMS AND CONDITIONS SHALL REMAIN THE SAME. 

THIS COMMUNICATION SHOULD BE INTriALED BY YOU AND ANNEXED TO 
YOUR PROPOSAL UPON SUBMISSION. 

IN CASE ANY PROPOSER FAILS TO CONFORM TO THESE INSTRUCTIONS, ITS 
PROPOSAL WILL NEVERTHELESS BE CONSTRUED AS THOUGH THIS 
COMMUNICATION HAD BEEN SO PHYSICALLY ANNEXED AND INITIALED. 

PORT AUTHORTTY OF NY & NJ 

LARRY WAXMAN, MANAGER 
PRIORITY PROCUREMENTS 
DIVISION 

PROPOSER'S FIRM NAME: '^/^A<^ Xy^ / i C 

INITIALED: ' ^ /€ /Ai*U, ' ^ 7 1 f t ^ 

DATE: ^ / I / O S 

QUESTIONS CONCERNING THIS ADDENDUM MAY BE ADDRESSED TO MR. T. 
J. STORCH, WHO CAN BE REACHED AT (212) 435-3936. 
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ADVERTISING PERMIT 
TEN YEAR PROFILE - ADVERTISING SALES 
NEWARK, KENNEDY, & LAGUARDIA AIRPORT 

EWR 

YEAR 
ADVERTISING 

SALES 

EWR 1995 
EWR 1996 
EWR 1997 
EWR 1998 
EWR 1999 
EWR 2000 
EWR 2001 
EWR 2002 
EWR 2003 
EWR 2004 

$2,576,471 
$2,851,140 
$3,813,334 
$5,169,236 
$7,521,687 
$11,125,693 
$7,699,533 
$6,848,751 
$8,765,370 
$8,592,766 

JFK 
YEAR 

ADVERTISING 
SALES 

JFK-1996 
JFK-1997 
JFK-1998 
JFK-1999 
JFK - 2000 
JFK-2001 
JFK-2002 
JFK - 2003 
JFK -2004 

$6,162,518.00 
$7,927,062.00 
$11,819,001.71 
$14,411,834.67 
$19,937,032.98 
$14,195,537.18 
$10,638,425.80 
$15,308,172.96 
$16,042,602.40 

LGA 
YEAR 

LGA-1996 
LGA-1997 
LGA-1998 
LGA-1999 
LGA - 2000 

ADVERTISING 
SALES 

$2,904,725.00 
$4,451,590.00 
$5,989,036.93 
$8,245,371.82 

$11,478,581.04 
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LGA-2001 $9,336,427.13 
LGA-2002 $6,191,737.04 
LGA-2003 $6,789,247.47 
LGA - 2004 $7,006.291.82 
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THE PORTAUTHORnYOF NY& NJ 

THE PORT AUTHORITY OF NEW YORK & NEW JERSEY 
PURCHASING SERVICES DIVISION 

ONE MADISON AVENUE 7^" FL. 
NEW YORK, NY 10010 

Date: June 6,2005 

ADDENDUM #4 

To prospective Proposers on RFP # 0000007920 for ADVERTISING 
OPPORTUNITIES FOR PORT AUTHORITY OF NY & NJ AND PATH 
FACILITIES, INCLUDING OUTDOOR AND OUT-OF-HOME LOCATIONS 

DUE BACK ON JUNE 8, 2005 NO LATER THAN 2:00 PM 

The following changes are hereby made in the documents: 

PROPOSER QUESTIONS AND ANSWERS 

The following information is made available in response to questions submitted by Proposers 
to the Port Authority of NY and NJ. It addresses only those questions, which the Port 
Authority of NY and NJ have deemed to require additional information and/or clarification. 
The fact that information has not been supplied with respect to any questions asked by a 
Proposer does not mean or imply, nor should it be deemed to have any meaning, construction 
or implication with respect to the terms and provisions ofthe Proposal, which will be 
construed without reference to such questions. 

Question: Does the Port Authority have any historical gross advertising sales figures for the 
Bus Terminal, George Washington Bridge Bus Station, PATH and/or Journal Square? 
Answer: Yes, the Port Aulhority has attached Advertisement Sales at those facilities. 
Proposers are cautioned that these figures are estimated only and may not represent each and 
every sale generated through its advertising agreements. This Profile is for information 
purposes only. Vendors should also note that advertising locations within facilities may 
change fi-om time to time dependent upon facility needs. Proposers are reminded that the 
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above referenced RFP is on a different Scope of Work and past performance may not be a 
good indicator of futiue or expected performance. 

All Proposers are once again advised that their Proposal shall be based solely upon the 
written Proposal Booklet and any formal Addenda issued by the Port Authority. Therefore, 
no other form of communications such as, but not limited to, verbal comments, whether or 
not electronically recorded, shall be considered a part ofthe Request for Proposal Documents 
or relied upon by prospective Proposers. 

ALL OTHER TERMS AND CONDITIONS SHALL REMAIN THE SAME. 

THIS COMMUNICATION SHOULD BE INITIALED BY YOU AND ANNEXED TO 
YOUR PROPOSAL UPON SUBMISSION. 

IN CASE ANY PROPOSER FAILS TO CONFORM TO THESE INSTRUCTIONS, ITS 
PROPOSAL WILL NEVERTHELESS BE CONSTRUED AS THOUGH THIS 
COMMUNICATION HAD BEEN SO PHYSICALLY ANNEXED AND INTTIALED. 

PORT AUTHORITY OF NY & NJ 

LARRY WAXMAN, MANAGER 
PRIORITY PROCUREMENTS 
DIVISION 

PROPOSER'S FIRM NAME: T ^ V A - X c ^ ^ C 

INITL^LED: '^^'/ALWTI ^ r / % / ^ 

DATE: ^ A M 

QUESTIONS CONCERNING THIS ADDENDUM MAY BE ADDRESSED TO MR. T. 
J. STORCH, WHO CAN BE REACHED AT (212) 435-3936. 
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1999- 2004 
Gross Advertisement Sales 
at Port Authority Bus Terminal, GWB Bus Station, 
PATH. JSTC 

Facilltv 

PABT (T06) 

GWBBS (TOT) 

PATH (R02) 

JSTC{R21) 

YEAR 

1999 
2000 
2001 
2002 
2003 
2004 

1999 
2000 
2001 
2002 
2C03 
2004 

1999 
2000 
2001 
2002 
2003 
2004 

1999 
2000 
2001 
2002 
2003 
2004 

Advertisement 

$ 

$ 

$ 

Sales 

$719,195 
$2,454,750 
$1,116,250 

$629,763 
$1,090,053 
$1,095,316 

74,628 
114.586 
73.448 
80,458 
81.924 
39,293 

4,537,000 
6,019.497 
3.684.917 
2,512,668 
2.530.342 
2,054,518 

-
8.000 

161.843 
103,345 
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THE PORTAVTHORmrOF NY& NJ 

THE PORT AUTHORITY OF NEW YORK & NEW JERSEY 
PURCHASING SERVICES DIVISION 

ONE MADISON AVENUE 7 ^ FL. 
NEW YORK, NY 10010 

Date: June 7, 2005 

ADDENDUM #5 

To prospective Proposers on RFP # 0000007920 for ADVERTISING 
OPPORTUNITIES FOR PORT AUTHORITY OF NY & NJ AND PATH 
FACILITIES, INCLUDING OUTDOOR AND OUT-OF-HOME LOCATIONS 

DUE BACK ON JUNE 8, 2005 NO LATER THAN 2:00 PM 

The following changes are hereby made in the documents: 

THE PROPOSAL DUE DATE HAS BEEN CHANGED TO MONDAY, 
JUNE 13, 2005 NO LATER THAT 4:00 PM. 

All Proposers are once again advised that their Proposal shall be based solely upon the 
written Proposal Booklet and any formal Addenda issued by the Port Authority. Therefore, 
no other form of communications such as, but not limited to, verbal comments, whether or 
not electronically recorded, shall be considered apart ofthe Request for Proposal Documents 
or relied upon by prospective Proposers. 

ALL OTHER TERMS AND CONDITIONS SHALL REMAIN THE SAME. 

THIS COMMUNICATION SHOULD BE INITIALED BY YOU AND ANNEXED TO 
YOUR PROPOSAL UPON SUBMISSION. 
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IN CASE ANY PROPOSER FAILS TO CONFORM TO THESE INSTRUCTIONS, ITS 
PROPOSAL WILL NEVERTHELESS BE CONSTRUED AS THOUGH THIS 
COMMUNICATION HAD BEEN SO PHYSICALLY ANNEXED AND INITLVLED. 

PORT AUTHORITY OF NY & NJ 

LARRY WAXMAN. MANAGER 
PRIORTTY PROCUREMENTS 
DIVISION 

PROPOSER'S FIRM NAME: J / ^ M^'U, ^ L 

INITIALED: ^ 4 ^ / ^ , J ^ X ^ ^ " ^ 

DATE: ^/y/Of 

QUESTIONS CONCERNING THIS ADDENDUM MAY BE ADDRESSED TO MR. T. 
J. STORCH, WHO CAN BE REACHED AT (212) 435-3936. 
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Ly^JS/ly^K 
Lamar Advertising of New York City 

Lamar Advertising Company 
Proposal 

For Outdoor Advertising 

Proposed rents payable lo the Port Authority for specific sign locations: 

JFK Airport: $656,000 

LaGuardia Airport $672,000 

Newark Airport $60,000 

Lincoln Tunnel $1,024,000 

Holland Tunnel $744,000 

TOTAL RENTS PAYABLE TO PORT AUTHORITY $3,156,000 

380 Lexington Avenue, Suite 1700 • NewYork, NewYork 10168 212.551.1080 • Fax 212.551.1045 



/ ^ #.>AA/1>A#? ^ 

Lamar Advertising of New York City 

June 13,2005 

TJ Storch 
Port Authority of NY and NJ 

Dear Mr. Storch: 

Attached is Lamar Advertising company proposal which will generate $3,156,000 in rent 
payments to the Port Authority for specific outdoor advertising locations. 

Lamar included photographs, descriptions and proposed rents payable to the Port 
Authority for specific locations on Port Authorties properties. 

Lamar welcomes the opportunity to work with the Port Authority and would be delighted 
to answer any questions on the attached proposal. 

ink you. 

Peter Costanz^ 
Vice President,General Manager 
Lamar Outdoor 

380 Lexington Avenue, Suite 1700 • NewYor1<, NewYork 10168 

/ • • • • -

212.551.1080 • Fax'212.551.1045 



Imgp2990.jpg 

Location: 

Description: 

Rent: 

IFK#1 

Miiltiface sign structure at fork between Nassau Expressway 
and Belt Parkway at the entrance to JFK Airport 

$72,000 per year 



Imgp2991.jpg 

Location: 

Description: 

Rent: 

JPK#1 

Multiface sign structure at fork between Nassau Expressway 
and Belt Parkway at the entrance to JFK Airport 

$72,000 per year 



Inigp2992.jpg 

Location: JFK#2 

Description: Sign structure attached to overpass at exit to terminal 4 

Rent: $36,000 per year 



Imgp2993.jpg 

Location: 

Description: 

Rent: 

JFK#3 

Sign structure attached to overpass beyond entrance to JFK 

$36,000 per year 



Inigp3011.jpg 

Location: JFK#4 

Description: Sign structure attached to next overpass beyond entrance to JFK 

Rent: $36,000 per year 



Imgp2994.jpg 

Location: JFK#4 

Description: Sign structure attached to next overpass beyond entrance to JFK 

Rent: $36,000 per year 



Location: 

Imgp2996.jpg 

JFK#5 

Description: Signs attached to the backs of all airport directory boards 

Rent: $80,000 per year 



Imgp2997.jpg 

Location: JFK#5 

Description: Signs attached to the backs of all airport directory boards 

Rent: $80,000 per year 



inigp300l.jpg 

Location: 

Description: 

Rent: 

JFK#6 

Sign structure at exit to rental car returns, long term parking 
and cargo areas 

$36,000 per year 



Imgp3002.jpg 

Location: 

Description: 

Rent: 

JFK#7 

Sign structure on right at tree lined embankment just beyond 
exit to rental car returns, long term parking and cargo areas 

$36,000 per year 



Imgp3003.jpg 

Location: 

Description: 

Rent: 

IFK#8 

Sign structure at exit past tree lined embankment 
(just beyond sign JFK # 7) 

$36,000 per year 



Inigp3004.jpg 

Location: 

Description: 

Rent: 

JFK#9 

Sign structure attached to overpass 
near directory board for terminal 1 

$36,000 per year 



Imgp3006.jpg 

Location: 

Description: 

Rent: 

JFK #10 

Sign structure attached to overpass 
near du*ectory board for terminal 4 

$36,000 per year 



Imgp3007.jpg 

Location: 

Description: 

Rent: 

JFK #11 

Sign structure at exit 
near directory board for terminal 4 

$36,000 per year 



Imgp3009.jpg 

Location: 

Description: 

Rent: 

JFK#12 

Sign on wall of building near overpass 

$36,000 per year 

Location: 

Description; 

Rent: 

JFK #13 

Sign structure attached to overpass 
adjacent to building described above 

$36,000 per year 



Inigp3012.jpg 

Location: 

Description: 

Rent: 

JFK #14 

Sign structure attached to overpass 
just before airport exit 

$36,000 per year 



Imgp3014.jpg 

Location: JFK #15 

Description: Sign structure at airport exit fork for Van Wyck and 878 

Rent: $36,000 per year 



inigp3Q68.jpg 

Location: 

Description: 

Rent: 

LaGuardia # 1 

3 Sign structures on Runway Drive between Rimway Drive and 
Grand Central Parkway at a rental rate of $24,000 each for a 
total rent of $72,000 

$72,000 per year 



Inigp3079.jpg 

Location: 

Description: 

Rent: 

LaGuardia # 2 

4 multifaced sign structures in the middle of 4 parking lots in 
front ofthe 4 terminals a rental rate of $108,000 each for a total 
rent of $432,000 

$432,000 per year 



Imgp3071.jpg 

Location: 

Description: 

Rent: 

LaGuardia # 3 

Wall sign(s) on parking garage building (Garage # 2) between 
terminals A and B 

$60,000 per year 

Location: 

Description: 

Rent: 

LaGuardia # 4 

Multifaced rooftop sign structure(s) on parking garage building 
(Garage # 2) between terminals A and B 

$60,000 per year 



Imgp3078.jpg 

Location: LaGuardia # 5 

Description: Wall sign on glass wall building in front of terminal A 

Rent: $24,000 per year 



Imgp3088.jpg 

Location: 

Description: 

Rent: 

LaGuardia # 6 

Sign structure behind Hertz parking lot 
Between Runway Drive and Grand Central Parkway 

$24,000 per year 



Location: 

Inigp3054.jpg 

Newark # 1 

Description: Signs on walls of garage building 

Rent: $60,000 per year 



Imgp3061.jpg 

Location: Lincohi NJ#1 

Description: Sign structure on top of toll booths 

Rent: $275,000 per year 



Imgp3062.jpg 

Location: 

Description: 

Rent: 

LincobNJ#2 

Signs on left and right side of and above tunnel tubes 
beyond toll booths as cars enter tunnel heading to NY 

$225,000 per year 



Imgp3064.j pg 

Location: 

Description: 

Rent: 

Lincohi NY #3 

Multiple wall signs on retaining walls of recessed roadways as 
cars enter and exit the tunnel on the NYC side (not inside the 
tunnel itself) 

$200,000 per year 



Imgp3063.jpg 

Location: Lincohi NY # 4 

Description: Sign structure at tunnel exit on NYC side 

Rent: $60,000 per year 
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Location: 

Description: 

Lincoln NY #5 

Signs on walls at the tunnel entrance to the left, right and above 
the tunnel tubes as cars enter the turmel on the NYC side bound 
forNJ 

Rent: $120,000 per year 



Location: 

Imgp3067.jpg 

Lincohi NY #6 

Description: Signs on walls ofthe Lincohi Tunnel vent building in NYC 

Rent: $144,000 per year 
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Location: 

Description: 

Rent: 

Holland NY # I 

Sign structure at northeast comer ofthe Holland Tunnel Plaza 
visible to southbound Varick Street traffic 

$48,000 per year 
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Location: 

Description: 

Rent: 

Holland NY #2 

Sign structure at southeast comer ofthe Holland Tunnel Plaza 
visible to westbound Watts Street traffic 

$48,000 per year 

Location: 

Description: 

Rent: 

Holland NY #3 

Sign structure at southeast comer ofthe Holland Tunnel Plaza 
visible to westboimd Watts Street traffic 

$36,000 per year 
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Location: 

Description: 

Rent: 

Holland NY # 4 

Sign structure at southwest comer ofthe Holland Tunnel Plaza 
visible to northbound Hudson Street traffic 

$48,000 per year 
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Location: 

Description: 

Rent: 

Holland NY #5 

Sign structure at southwest comer ofthe Holland Tunnel Plaza 
visible to northbound Hudson Street traffic 

$36,000 per year 
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Location: 

Description: 

Rent: 

Holland NJ# 6 

Wall sign on south wall of PA Tech Center building 
(241Erie Street) visible to NJ bound traffic exiting from tunnel 

$36,000 per year 

Location: 

Description: 

Rent: 

HoUand NJ# 7 

Rooftop sign structure on PA Tech Center building 
(241Erie Street) visible to NJ bound traffic exiting from tunnel 

$36,000 per year 
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Location: 

Description: 

Rent: 

Holland NJ# 6 

Wall sign on east wall of PA Tech Center building 
(241Erie Street) visible to NJ bound traffic exiting from tunnel 

$36,000 per year 

Location: 

Description; 

Rent: 

Holland NJ# 7 

Rooftop sign structure on PA Tech Center building 
(241Erie Street) visible to NJ boimd traffic exiting from tunnel 

$36,000 per year 
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Location: 

Description: 

Holland NJ# 8 

Wall sign on north wall of PA Tech Center building 
(241Erie Street) parallel to roadway and between trees 
visible to NJ bound traffic exitmg from tunnel 

Rent: $24,000 per year 
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Location: 

Description: 

Rent: 

Holland NJ# 9 

Sign structure on the property ofthe 777 Jersey Avenue 
building visible to NJ bound traffic exiting from tunnel 

$36,000 per year 
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Location: 

Description: 

Rent: 

Holland NJ# 10 

Sign structure on the property ofthe 777 Jersey Avenue 
building visible to NY boimd traffic heading toward tunnel 

$36,000 per year 



Imgp2247.jpg 

Location: 

Description: 

Rent: 

HoUand NJ# 11 

Wall sign on west wall of PA Tech Center building 
(24 lErie Street) 
visible to NY boimd traffic heading toward tuimel 

$36,000 per year 

Location: 

Description: 

Rent: 

Holland NJ# 12 

Rooftop sign structure on PA Tech Center building 
(241Erie Street) 
visible to NY bound traffic heading toward tunnel 

$36,000 per year 
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Location: 

Description: 

Rent: 

Holland NJ# 13 

Wall sign on south waU of PA Tech Center building 
(241Erie Street) parallel to roadway 
visible to NY bound traffic heading toward tunnel 

$36,000 per year 
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Location: 

Description: 

Rent: 

Holland NJ# 14 

Sign structure on the Port Authority property to the north ofthe 
toll booths visible to NY bound traffic heading toward turmel 

$36,000 per year 
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Location: 

Description: 

Rent: 

Holland NJ# 15 

Sign structure erected on top ofthe toU booths 
visible to NY bound traffic heading toward tunnel 

$108,000 per year 
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Location: 

Description: 

Rent: 

Holland NJ# 16 

Wall sign on left wall of tunnel entrance past toU booths 
visible to NY bound traffic entering tuimel 

$60,000 per year 



Imgp2253.jpg 

Location: 

Description: 

Rent: 

HoUand NJ# 17 

Sign stmcture directly above the tuimel entrance past toll 
booths visible to NY bound traffic 

$48,000 per year 
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(Picture of iBTget ad In Submedia display as seen from CTA train, courtesy the Chicago Sun Times) 

We aie pleased to present this proposal to the Port Authority ("PA**) for Airtrain™ tunnel 
advertising and pedestrian display advertising. 

This letter and accompanying offer is respectfully submitted by the Chief Executive OfRcet of 
Submedia LLC ("Sulnnedia") who has authority to make a bindmg commitment for the offer set 
forth herein. This offer is valid for a minimum of 180 days from June 8.2005. If selected we will 
negotiate in good faith with the PA. We accept the terms outlined in '^Contractor's Integrity 
Provisions (Attachment B, Part 3)*' end "Contract Specific Terms and ComUtions (Attachment B, 
Part 1)" as stated in the RFP and hereby certify these terms by this Transmittal Letter. For your 
convenience we have added a Table of Contents and have followed the format ofthe RFP. 

Respectfully Submitted, 

Submedia LLC, 

Bv: Pcgfc n . 

Peter M.Conrigan, CEO 
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'If [ ] anybody is searching for a new medium—one in which the impossible is 
achieved: each advertisement is a welcome relief instead of a potentially 
annoying interruption—I suggest the search include Hoboken, NJ., at the 
terminus ofthe Port Authority Trans-Hudson (PATH) trains. This venerable 
subway line, the first in the world to go under a major riven holds within its circa-
1908 tubes the first new medium since the Pentagon ordered up the invention of 
the Internet in the late '60s / early '70s. 

You pay your fare, hustle down the stairs and beat somebody to a seat. Train pulls 
out, and you look out the window, expecting to see, well, nothing. Nothing except 
the almost century-old walls.... 

Then you see it. 

What is it you see? The most welcome commercial ever observed—what amounts 
to a 15-second movie on the dank subway tanners wall I actually saw three 
subway riders smile/ j i 

- Adweek, the Smart Money, May 16,2005 (copied attached). 
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B. Executive Summary 

We are pleased to bid on this truly visionary RFP. Innovations cost money and that is the 

primary reason that most Port Authority's advertising real estate is outdated and gradually losing 

advertising interest. The big players are bean counters. They look at the sales history of the 

existing signage and try to build a business around historical data rather than future innovation. 

In an effort to squeak out profits they are forced to do the minimum on maintenance and leave no 

room for innovation. 

When you build a business looking backwards, it will become a backwards looking business. 

When you do little to maintain existing signage or bring in new innovation advertisers loose 

interest and then it becomes harder to even meet the revenue of the past. 

Of all the bidders we have spent the most money in capital expenditures in the last four years 

introducing something truly innovative to the Authority. We spent approximately 2.5 million 

doUars building our first two displays in the PATH system. And in this proposal, we are 

promising to spend an additional 5 million dollars entirely on new and innovative things. 

When we first approached PATH we had one demonstration display in a warehouse in Hoboken. 

While we had the misfortune of launching our first display on September 11, 2001, we have 

managed to grow our business around the world despite the advertising downturn and the 

increased security concems. We have now built 18 displays in New York, Atlanta, Chicago, 

Philadelphia, Hong Kong, Tokyo, Istanbul and Bucharest and we are currently in the process of 

building displays in Ankara, Paris, Mexico City, Moscow, Kiev and Singapore. 

We have grown our business by bringing innovation to Transit systems. In the pages that follow 

we highlight the reasons why we should be awarded the privilege of installing further displays in 

your system. We describe our superior technology, which is the safest, simplest, and the most 

compelling. We talk about the fact that our proposed displays will generate an additional 

guaranty of 11.9 million dollars over the next 10 years. We explain how our proposed displays 

will not encroach upon other ad sales from other forms of media and in fact will help such sales. 
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We also talk about the incredible team we have developed and the committed relationships we 

have fostered with advertisers and other transit systems around the world. 

While all of these advantages are important, there is a core philosophy that we have with-respect 

to every aspect of our business - that is, we place the interests of the ad viewers first in every 

decision we make. Whether it is the safety of our displays, the location of our ad boxes or the 

content of the ads that run in our displays, we have always hold the interest of the as viewers 

paramount, and we beheve this is our biggest competitive advantage. We recognize that the ad 

viewers are our ultimate clients and if we keep them happy and interested advertisers will be 

happy and so will you. 

The Pay Off 

If I were required to guess off-hand, and without collusion with higher minds, what is the 
bottom cause of the amazing material and intellectual advancement of the last fifty years, 
I should guess that it was the modem-bom and previously non-existent disposition on the 
part of men to believe that a new idea can have value. 

-Mark Twain 

When Submedia first approached the Port Authority and other transit authorities, they 

universally thought we were off our rockers. Convincing transit systems that we could turn their 

tunnels in to a movie theater was an uphill battle to say the least. But we did it. 

And when the advertising spending significantly dropped after the burst of the tech bubble and 

9/11, we stayed the course and continued to meet our financial obligations in the face of many 

obstacles. 

Our plan was from the start was to build a "national foot print" and have the ability for an 

advertisers to buy multiple markets across the US and world wide. And today that plan has paid 

off. 

With our latest display in Chicago advertisers can now buy tunnel advertising in New York, 

Atlanta, Chicago and Boston (with our competitor Sidetrack). And very soon advertisers will be 

able to buy San Francisco and Washington D.C. Our entire third quarter is sold out in every 
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market we have and our fourth quarter interest is the highest it ever has been. This translates 

into a greater revenue share for the Port Authority. 

Innovative Advertising Technologies Help Sell the Traditional Advertising 

It is probably no surprise to the Port Authority, but innovative advertising actually helps the 

traditional advertisers as well. In out brief history in selling Submedia tunnel advertising there 

have been at least four occasions that we can point to where an advertiser bought Submedia 

tunnel advertising and then bought the traditional venues to fill out their campaign. And in one 

case, this was the first time the advertiser bought any ad space in PATH. 

The concept is simple, the more an advertiser believes they can reach the market through transit 

the more of it they will buy. A sprinkling of innovative media concepts throughout the Port 

Authority Real Estate will make the market more attractive to advertisers. 

A Comparison of Submedia's Interactive Displays to digital Video Signage 

Submedia displays are very different from digital video screens and work best where traditional 

digital video screens are least effective. 

Submedia's screens work where people are on the move. Whether it is on a train, a moving 

walkway, an escalator or a moving walkway - as long as they are moving by the display viewers 

will see a motion picture ad. The image follows the viewer as they move along the display. It is 

the viewer passing by that creates the interaction with Submedia's pedestrian displays. And it is 

the viewer/ad interactivity that advertisers like. 

Video screens on the other hand work best where people are stationary. For example Captivate's 

elevator screens are weU received by the ad conmiunity because 87% of people actually watch 

the screens as they ride the elevators. Whereas there have been a number of failures of other 

media companies that deployed video screens in places where just people walk by them and pay 

little attention to them. 
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Submedia Train Advertising 

In this bid we propose to build up to 4 displays in the Airtrain system in IFK and Newark and to 

extend our existing PATH contract to run contemporaneously with this contract (i.e., 10 years 

from the award). If we are awarded an extension we will also upgrade our first PATH display. 

To a large extent we created the tunnel advertising industry. We now have 11 operating Tunnel 

displays and are in the process of building 12 more. We have rights to 5 of tiie top 10 transit 

markets in the world and we expect to be in 30 different cites by the year 2007. Our success 

with tunnel advertising boils down to better technology and an increasing advertiser demand to 

repurpose their broadcast commercials to bring them out of home through Submedia. 

Submedia Interactive Pedestrian Displays 

In addition to the innovative tunnel displays, we have used this technology to create an even 

more innovative form of advertising. Our new pedestrian displays use the same technological 

concepts as our tunnel displays to create a moving image for observers walking past the display. 

We have aheady seen the success of these pedestrian displays in Tokyo and Hong Kong where 

we built 6 such displays. 

Submedia's patented motion picture walking displays have already been deployed in.movie 

theaters and shopping mall areas with great success. Walking displays are dynamic and 

interactive - the motion picture follows the viewer as they walk along the display. These 

displays can be directly attached to walls without a stand-alone frame, or they can be erected as 

part of a wall such that a new structure is created (similar to what is shown below). This 

structure can easily be made as a temporary, movable "wall'* or as a pemianent wall which could 

be incorporated into an airport pedestrian traffic control program in immigration areas or other 

areas where security and traffic control are necessary. 
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The ''Big 50" and the "Column Connector" 

Submedia proposes to build up to 6 "Big 50s" and 10 "Column Connectors" in the three Port 

Authority Airports. A "Big 50" is a display that is 50 feet or longer, 6 to 10 feet tall and 6 inches 

to 12 inches deep. A Big 50 has Submedia interactive motion technology four sides and 

provides over 25 seconds of motion graphics. A column connector is similar to the "Big 50" and 

is a display that is attached between two columns with column wraps on both sides. An example 

of a column connector is below. 
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A good example of people's reaction to tiie displays can be seen firom the BMW program link 

below. Almost everyone watches it as they walk past, and several people study it very closely. 

The technology is very compelling, and people are amazed at how it works. For details on the 

BMW pedestrian program, see also the following links: 

live content of v^alking display 
www.Submedia.co;lp/dem6/bmw/content.mov 

people's reaction 
wv/v/.Submedia.co.lp/demo/bmw/peoDle.mov 

The "Column Connectors" and "Big 50's" can be used in areas where the Port Authority would 

like to channel pedestrian traffic. All of the Port Authority's Airports Were built in times when 

the security demands were different from what they are today. There are many places in the 

airports where makeshift barricades now appear that are not aesthetically pleasing. There are 

http://www.Submedia.co;lp/dem6/bmw/content.mov
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Other areas where it would be helpful to separate the people going frorh the people going. These 

pedestrian displays can accompUsh these goals in an aesthetically pleasing manner while 

providing amusing content for travelers. 

The Submedia "Stand Alone" and Wall Mounted Displays 

In this bid we propose up to 10 Stand Alone UnitsAVall Mounted Displays to be deployed in the 

airports and in select locations in the PATH system. The Stand Alone units have the added 

advantage of mobility to adapt to changes in the Real Estate. Below is a picture of a stand alone 

unit in Hong Kong movie Theatre featuring and ad from Sony. People moving past the display 

see a motion picture clip inside the screen and advertisers also wrap the outside of the display 

unit as shown below. The viewer's motion makes the movie technology work. 
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Flexibility 

We understand that the Authority may have a preference of consolidating its advertising with 

one advertising franchisee. We are flexible and can work with any of the other potential bidding 

parties either as ajoint venture or as a vendor. We currentiy have good working relationships 

with Viacom, JC Decaux, Titan and Clear Channel. To the extent that the Authority wishes to 

consolidate this award with any of those parties, we would be willing to work with them in a 

manner that works for everyone. 
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C. Agreement on Terms Of Discussion 
Submedia has executed the Agreement on Terms of Discussion which is attached as Exhibit E. 
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D. Certifications with respect to the Contractor's Integrity Provisions 
Submedia has certified its adherence to the integrity provisions by the execution of the 
Transmittal letter. 
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E. (Not Used) 
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G. Business Plan 

Introduction 

The Executive Summary sections above describe the details of the proposal and outline the 
technical, fmancial and scope of the proposed offer. Below we address each element of the RFP 
Section "G" point by point, in many cases referring the reader to the appropriate section of the 
Executive Summary Section. Elements ofthe Executive Summary are part of the Business Plan 
proposed for this offering. 

a. Develop and implement Indoor/Outdoor Advertising sales ideas 

In the sections above we discuss our innovative advertising ideas and the areas for 
which we propose them. In general, we propose introducing motion picture 
advertising displays with movies that follow the viewers as they travel along 
pedestrian walkways and shuttle areas. 

b. Develop new, creative Indoor/Outdoor Advertising development opportunities 
using new and non-traditional technologies, as well as traditional 
Indoor/Outdoor Advertising venues in new locations 

The displays we are proposing are often sold as a package with existing forms of 
advertising, such as dioramas or billboards with static messages. As discussed above, 
we intent to integrate ad campaigns in the motion picture displays with existing 
billboard locations such that the advertising can coordinate both static and moving 
picture images. Additionally, we intend to incorporate traditional forms of static 
advertising, like column wraps, into the displays as shown above in the BMW 
display. This means placing advertising content on existing infrastmcture that 
currentiy does not have it. 

c. Provide financial information for the development of Indoor/Outdoor 
Advertising, and any related Out-of-Home Advertising revenue opportunities 

In the sections above we outhne anticipated revenues and proposed revenue share, 
how we intend to fund the displays and the capital expenditures that we already have 
spent in the Port Autiiority and what we intend to spend as part of tiiis program. 

d. Provide designs for installations that achieve aesthetic excellence, and that are 
compatible within the physical and operational context ofthe Port Authority *s 
facilities and operations 

Submedia has already installed two train tunnel displays in the PATH system that 
produce beautiful, motion picture advertisements to the riders of the PATH trains. 
The display designs installed in PATH were prepared and certified by professional 
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engineers licensed in the region and were fully reviewed and approved by Port 
Authority and PATH engineering and operations groups. 

Many PATH riders have complimented both PATH and Submedia on the quality and 
innovation of the tunnel displays. Not a single complaint has occurred. The 
pedestrian and Airtrain displays proposed herein will meet the same high standards of 
quaUty, meeting all Federal, State, Local and Port Authority standards while 
producing beautiful, full-color motion picture ads to all of the viewers. 

In fact, because the pedestrian displays can be built into walls or can be constructed to 
form space separators, they can be used as both an advertising and messaging system 
while providing necessary pedestrian barriers to control traffic flow as an aid to 
airport and facility safety. 

Below we have discussed Submedia's technology and compared it to another tunnel 
advertising technology, we have provided schematics and designs of the Submedia 
motion picture tunnel displays and the ad boxes proposed for the pedestrian displays 
(included in the exhibits), and we show some images of the advertisements in the 
Submedia PATH tunnel displays. 

Existing PATH and Proposed Airtrain Tunnel Displays 

TRAIN TUNNEL ADVERTISING DISPLAY FRONT VIEW SCHEMATIC 

Main Power Distribution 

1̂  Ad Box Branch 
Distribution 

Ad Box 

AD BOX EXPLODED VIEW 

Light Bulbs & Ballast 7 ^ 

Image Card 

Slit Board 
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MARTA Display Being Installed NYC PATH n Display 

T V 

Tokyo Metro Display 

j^2 
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Hong Kong MTR Display 

An Overview and Comparison of Submedia's Technology to Strobe Light Technologies 

Overview 

There are essentially two technologies that provide for tunnel advertising. The first is inspired by 

the zoetrope and is exclusively used by Submedia. The second works with frequency controlled 

flashing lights (the "stroboscopic technologies") and is used by Sidetrack and Motion Poster. 
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Submedia's Zoetrope Technology 

Submedia's tunnel advertising technology is the simplest of the technologies and was inspired by 

a zoetrope, the early 19th-century optical toy that spun a picture strip inside a circular frame. As 

the inventor of Submedia's technology played with one, he wondered if the animation process 

could be reversed, with people moving past static images arranged in a straight line, rather than 

images flying past immobile viewers. 

The Submedia technology is just a Ught box with a simple, shtted optic and an ad card. 

Submedia's technology is a steady light technology that uses the same kind of florescent bulbs 

used in office buildings or in existing WMATA tunnel lights. Instead of sitting in a tiieater or at 

home watching images projected on a screen, subway passengers move past display boxes and 

see a brief commercial. The beauty of this system Ues in its simplicity - no electronics, flashing 

lights, sensors or moving parts. 

This simplicity and other technical advantages, which are discussed below, has made Submedia's 

technology the favorite of many transit systems around the world. For example, the Paris RATP 

Metro, the 4th largest transit authority in the worid, concluded (see the letter included in the 

Volume I appendix): 

"Specifically, the RATP has conducted an evaluation of a number of in-tunnel advertising 

companies and their respective technologies, and as a result, has selected Submedia as the 

sole firm that could interest the RA TP. Our evaluation determined that Submedia's 

technology is simpler, more flexible, provides a more visually appealing image, and 

presents a real opportunity for revenues." - Patrick Vautier, Head of Marketing, RATP. 

The Stroboscopic Technologies 

A typical stroboscopic display consists of a series of smaller prints affixed to the tunnel wall at 

about eye-level for a rider sitting on a train. Behind or above each print is an extremely intense, 

full-spectrum white light (typically xenon). As a train approaches a stroboscopic display, a 

sensor detects the train and sends this information to a computer PLC, (programmable logic 
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circuit) which triggers the bright xenon lights to be rapidly turned on and off, or flashed at the 

right timing for the advertisement to be viewed through the train windows. In the case of 

Sidetrack, if the train goes outside the normal speed profile, the display will shut down. 

There were several companies that have used strobe light technologies for tunnel advertising. 

The first is Motionposter, who briefly had installed displays in several transit systems around the 

world. They are apparentiy now defunct, but once led stroboscopic technologies. There are 

many reasons why Motionposter went out of business. In Asia for example, where the ridership 

is extremely high, the main complaints voiced by ad buyers were that the Motionposter medium 

was not compelUng because the images were too small and were installed too far away from 

stations stops, where people are more alert to advertising. In fact, this information was one of 

the reasons that we have installed all of our displays to date near stations (see discussion below). 

In any event, Motionposter ultimately defaulted on transit contracts and is in receivership under 

the laws of the United Kingdom. 

Technology Differences: Submedia vs. Flashing Bright Xenon Lights 

Submedia displays are simple -just a metal box with steady-hght bulbs and an ad card. Unlike 

Sidetrack and Motionposter, Submedia does not use flashing strobe hghts, sensors to detect train 

speed, logic circuits to determine the rate and sequence of the flashing lights, and timing circuits 

to flash the strobe Ughts. 

Submedia's images are bigger - Submedia's images are 3 to 4 times the size of flashing strobe 

hght technologies. This is because Submedia uses a simple "slit" optic arrangement and 

compressed images. Each printed image is approximately 1 inch wide by 3 feet tall and enlarges 

to a 3 foot tall by four foot wide image to viewers on the passing trains. Strobe technologies do 

not utiUze compressed images and therefore require smaller images to achieve a high enough 

frame rate to show animation. 
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Relative size of a 
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Submedia images are independent of train speeds - At normal train speeds, Submedia 

displays show movies at frame rates of 200 to 300 frames per second, while strobe technologies 

barely break the necessary threshold of 24 firames per second. This means that if the train slows 

down or speeds up, Submedia displays will always work whereas others will not. Submedia 

displays are completely independent of train speed, whereas all strobe technologies are 

dependent on high enough and constant enough train speed to make the movie animation work 

and be stable enough to realistically view. 

Only Submedia displays can be placed Immediately outside stations where passengers are 

more alert - Because Submedia displays are independent of train speed they can be placed 

almost anywhere in the system, particularly near stations where passengers are more alert. 

Strobe technologies require constant speed over 30 miles per hour, and so they are placed in the 

center of the tunnel where Uiere is a risk of the audience being "zoned out". 

Strobe technologies do not work when the train slows down - Strobe technologies require 

minimum train speeds, and do not turn on if the train is going a little slower than normal. 

Submedia displays always work at any train speed. As per the competitor's website, "When a 

train is completely outside the normal [speed] profile, the images will not be Ut." Sidetrack's 

displays rely on relatively constant train speeds, and must be installed in the higher-speed, 

cmising areas of the tunnels, which means their displays must be longer and deeper in the tunnel 

to achieve the same 15-second long ad. 
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Submedia Images are always centered on the viewer, whereas Sidetrack images drift by 

Viewers - The physics of the Submedia technology is such that the image will always be 

centered directiy in from of the viewer. If the train accelerates or decelerates, the image will 

always be centered on the viewer's eyes. The stroboscopic technologies, however, are dependent 

on train speed, and the images will drift forwards as a train slows down and drift backwards as a 

train accelerates. 

Strobe light images drift into the train operators' view - train operators see nothing when 

looking down the tunnel at a Submedia display - The worst part of the stroboscopic 

technologies is the image drift that occurs when the train slows down even sUghtiy (slows down 

by as Uttie as 1 mile p>er hour), the strobe images drift into the view of the train operators. This is 

because the strobe lights are timed based on the approaching train, and the firing of the strobe 

lights cannot be corrected as the train is passing the display. Submedia images are never 

viewable by the train operators, because looking forward down a Submedia display, there is no 

visible image to confuse an operator, and no flashing lights that could be mistaken for an 

emergency signal or other communication. 

See the displays and compare them for yourselves - WMATA personal have visited both our 

displays in NYC and Sidetrack's displays in Boston. We trust that they would have noticed our 

bigger images, the lack of operator distraction, the fact that our images do not drift by and 

always stayed centered on the viewer even with changes in train speed and regardless of where 

you are in the train. 
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Submedia's Superior Ad Movies 

Here are some actual shots of Submedia ads through the NYC PATH train windows and through 

the Tokyo Metro windows, both which have train windows about 3 feet high and 4 feet wide. 

Submedia took these pictures with a regular camera to show some images of our ads iri lieu of a 

professional photo shoot, which Submedia is currently coordinating with the transit authorities. 

Note that the movies fill the train windows and can be seen in all windows, even at an angle. 

I I I l i W t i t l i i l f * ! ft fcnmiifl 
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PATH and Airport Pedestrian Displays 

As discussed in the proposal sections above, Submedia proposes several types of 
pedestrian displays in PATH Stations and in Port Authority Airports. 

Below are two images of pedestrian displays in Asia - the stand alone model and the 
"Big 50" column model discussed elsewhere in this proposal. These displays can be 
directiy attached to walls without a stand-alone frame, or they can be erected as part 
of a wall such that a new structure is created (similar to what is shown below). This 
structure can easily be made as a temporary, movable "wall" or as a permanent wall 
which could be incorporated into an airport pedestrian traffic control program in 
immigration areas or other areas where security and traffic control are necessary. 

"--•••.-i-"i''S.'-«=*=^' 
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In addition to the airports, Submedia proposal wall-mounted pedestrian displays in 
PATH tram stations. Below are several mock-ups showing displays that could be 
installed in the PATH 33"* Street station or similarly in other Stations such as 33"* 
Street and Journal Square. • 



RFP No. 7920 
Page 25 of 44 

e. Install and provide materials for any infirastructure associated with the 
development of Outdoor Advertising, and any other related Out-of-Home 
Advertising at no cost to the Port Authority 

All ofthe displays Submedia has installed in PATH and all of the proposed displays 
proposed in this offer are completely without cost to the Port Authority and PATH. 

/ The quality ofthe submitted M/WBE Plan in accordance with the section ofthe 
RFP entitled "M/WBE Subcontracting Provisions." 

In any agreement reached with the Port Authority we will create and follow a plan 
that adheres strictiy to the rules and requirements of the Port Authority M/WBE Plan 
in accordance with the section of the RPP entitied "M/WBE Subcontracting 
Provisions." 
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H. Proposal 

1. Revenue to the Port Authority - The Financial Offer 

Pursuant to our existing contract for two displays in the PATH system we estimate that we will 

pay between $800,000 to $1,500,000 in GMR and revenue share through the end of the contract 

in 2009. This is in addition to the more than 2.5 milUon dollar capital investment we already 

have made in your system. 

In this proposal we offer to (1) expand the tunnel advertising program to include the Airtrain 

system, (2) introduce interactive pedestrian displays in the Airports and in a few select locations 

in the PATH system (such as in Hoboken, Journal Square and 33"* Street Stations) and (3) extend 

our existing PATH contract to run contemporaneously with the contract proposed in this bid. 

The financial offer will vary based on the number of displays that we are permitted to introduce 

and we provide you with a "menu'* of options to pick and choose fix)m. 

Type of Display 

Misc. smalt displays* 
Air Trans Rail Display 
"Big 50" Pedestrian 
"Column Connectors" 
'Escalator movie" 
•Stand Alone" 

PATH Contract 
Extension 

Guaranty over 10 
Years 

Estimated Cap Ex 
By Submedia 

TBD 
$ 
$ 
$ 
$ 
$ 
$ 

$ 

$ 

1,200,000.00 
1,200.000.00 
1.100,000.00 

500,000.00 
450,000.00 

4,450,000.00 

300,000.00 •• 

4,750,000.00 

Annual Guaranty 
Per Display 
TBD • 

30,000 
50,000 
30,000 
20,000 
20.000 

#of 
displays 
TBD 

4 
6 

10 
10 
10 

Annual 
Guaranty 
TBD 
$ 120,000.00 
$ 300.000.00 
$ 300,000.00 
$ 200.000.00 
$ 200,000.00 
$ 1,120,000.00 
$750,000.00 
*** 

$11,950,000.00 

* These are wall mounted and other small displays that can be deployed in variety of ways. 

** Estimated costs of Upgrade we will make to our existing display 

*** Estimated increased revenue based on an extension of approximately 6 years 

Because we intend to make nearly 5 million dollars of capital improvements, we are offering a 

revenue share of 20% to the extent it is greater than the GMR. 
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Conditions to our offer 

We have proposed a menu of options for the Port Authority to choose from. Obviously, if the 

Port Authority chooses to have fewer displays installed the annual guaranty will be based on the 

actual displays that are installed from when they are actually instaUed. Submedia will only 

install displays in places that are mutually acceptable to the Port Authority and Submedia. While 

we beUeve there are ample locations to install, the guaranty will only be based on the actual 

amount of locations that are built. 

Capital and Maintenance Expenditures 

Submedia propose to be responsible for all of the capital costs, fabrication and installation of the 

displays that are installed as part of this offer. Our current estimates of the capital costs to 

fabricate and install for the entire program is 5 milUon dollars. This includes purchase, 

fabrication and installation. This in addition to the over 2 million dollars of investment we have 

already made in the PATH system. 

Submedia will also be responsible for all maintenance costs of the displays. Submedia will also 

be responsible for the electricity cost of all such displays with the exception of the PATH 

displays the electricity cost will be deducted from the gross revenues when computing the 

proposed revenue share. 
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2. Marketing Strategy and Approach 

Sales Team and Methodology - The Best in the Industry 

In the past, Submedia has sold our display space internally because we had little inventory to 

offer advertisers. Our intemal sales have been strong to date, literaUy by "answering the phone." 

but with our recent addition of new markets including Chicago, we have expanded our sales team 

to include the best and brightest in the industry. 

High Level Sales with NTM: Martin Paris and John Bembach 

We have recentiy entered into a sales representation agreement with Not Traditional Media, a 

company that is founded by Martin Puris and John Bembach, arguably the two most famous 

people in advertising in the world. Martin and John previously ran InterpubUc and Omnicom, 

respectively. NTM is working with a handful of alternative advertising companies like 

Submedia to provide large accounts with a one-stop-shopping solution to alternative advertising 

buys. Martin Puris is also an investor in Submedia. 

NTM is representing us and a handful of tiie "best of breed" alternative advertisng product to 

many of the Fortune 100 companies with a one-stop solution for their alternative out-of-home ad 

buys. Their high level contacts throughout the advertising industry and direcfly with advertisers 

themselves have put us in direct contact witii the CEOs and highest level of management in 

companies such as General Motors, American Express, Allstate, Virgin Airways and many other 

companies, several already purchasing space in our displays as a direct result of our involvement 

witii NTM. For instance, in our first meeting with AMEX through NTM, AMEX indicated it 

desired multiple ad buys (four montiis or more) in 2005 with a total value estimated at $400,000. 

AMEX has already ran campaigns with us, including tiieir Statue of Liberty campaign in which 

they donated proceeds from sales made with their cards to re-opening the Statue of Liberty. 

Our sales through NTM are typically multi-month, multi-display ad buys, and include a strategic 

element, such as a combination buy with Submedia and another alternative out-of-home media 

provider with which there is a synergistic effect. 
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Agency sales with GUlespie-Stone 

Our second tier sales force involves a recent deal with Gillespie-Stone Communications, Inc., a 

sales company that recentiy was the sales force for Sidetrack. They currentiy head up our day-

to-day sales efforts with the agencies and the buying services. 

Gillespie-Stone is comprised of founders Jonathan Stone and Richard Gillespie, both recognized 

leaders in media and advertising, and their national sales force with offices around the US. Other 

members of die second tier include a variety of experienced individual sales representatives that 

act on our behalf in various markets including Atianta and New York. 

Intemal Sales 

Our sales from 2001 to mid-2004 were done through our intemal sales staff, which has done an 

excellent job at attracting and closing deals with the world's most prestigious advertisers. They 

will continue with sales as they have in the past, both as a supplement to the higher-tiered sales 

approaches with NTM and Gillespie-Stone and as support to these higher tiers. 

Licensee-Generated Sales 

We have created a sales network with our licensees around the world where any of us can sell 

space in the other's displays subject to price, availability and transit approval. Our Ucensees in 

Asia have already generated significant interest with their clients for ad buys in our US displays. 

Press - Another Highly Attractive Sales Tool 

Take a look at our website at www.sub-media.com. It is weU recognized that we have the best 

press of anyone in die industry - CNN, FOX, ABC, CBS, NBC, Washington Post, New York 

Times, Grains, Esquue, Wall Street Journal, New York Post, Atianta Journal-Constitution, the 

Philadelphia Inquirer, the Atianta Journal Constitution, Forbes, Newsday, Worth Magazine, 

Hispanic Ad, Ad Noir, Advertising Age, Media Life, and the Financial Times, to name a few, 

have covered us and our advertisers - and that is just in this country! This tremendous press is 

another major selling tool and another major reason advertisers select Submedia as their 

alternative out-of-home advertising partner. 

http://www.sub-media.com
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Submedia's cUents are mainly blue-chip leaders in the advertising world, and many have made 

repeat and multiple buys with Submedia. Many have akeady reserved multiple months and 

multiple displays for 2005 already. Some of these "blue-chip" advertisers include: 

Beverage/Food 
Budweiser 
Coca-Cola (Dasani) 
Coca-Cola (Minute Maid) 
Coca-Cola (Vanilla Coke) 
Snapple 
Suntory Diet Beer 
Suntory Energy Drink 
Nissin Noodle 

Travel 
United Airlines 
Royal Caribbean 

Automotive 
BMW 
HiunmerH3 
Range Rover 
GM (CadiUac) 
GM (Corvette) 
hifiniti 
Renault 
Nissan (Altima) 

Financial 
AMEX (Stattie of Liberty) 
Chase Bank 

Technology 
Sony Ericsson 

Apparel/Cosmetics 
Calvin Klein (Crave) 
Target (Summer Line) 
Target (Winter Line) 
Target Chicago Launch 
Benetton 

Network Television 
Cartoon Network (Futurama) 
Discovery (Shark Week) 
Discovery (Cavemen) 
Discovery (Monster Garage) 
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3. Overall Experience Including Financial Capability 

A. Technical Capability 

Submedia has already proven that it is technically capable of instalUng displays in the 

PATH system. Submedia has built 11 tunnel displays and 7 pedestrian displays around 

the world in virtually every type of environment. As set forth in greater detail in the 

Executive Summary, Submedia's technology delivers large, high quality images without 

technical complexity and requires Uttle ongoing maintenance. Our displays are designed 

for high viewer impact, non-stop operation, and with no impact on the Port Authority's 

operations. Our technical advantages are summarized as follows: 

No Operator Distraction: Submedia's technology uses only the same florescent 
bulbs that are likely above you right now as you read this. Our bulbs are behind 
the back-Ut ad cards and they do not flash. UnUke our competitors, we do not use 
flashing xenon Ughts. Several tt-ansit authorities have recognized that Submedia's 
technology is preferable because it does not use flashing lights that could distract 
train operators. As operators look down the tunnel when they pass by our 
displays they see nothing. There are no flashing lights or strobe lights to disttact 
them. 

Fire Safety: Our technology meets the fire safety standards for trainways of 
2003 NFPA 130, including Section 6.2.9 which was specifically revised in 2003 
to govern tunnel advertising. Not only are our displays "non-flammable," but in 
fact, our displays meet the NFPA-130 definition of "non-combustible." 

o Because tunnel advertising involves the placement of combustible 
materials in subway tunnels, the National Fire Protection Association 
Board amended NFPA-130 in 2003 to create a minimum standard of 
protection for the safety of passengers. The Board recognized that it 
needed to adopt a more stringent standard for tunnel advertising then the 
ones that existed in the 2002 rules used for station and rail car advertising 
because: 

• the volume of combustible material used by tunnel advertising 
compared to the amounts used for other forms of transit 
advertising, 

• the compUcations of passenger egress from subway tunnels in the 
event of a fire as compared to station and train egress, and 

• the lack of adequate ventilation in the tunnels. 
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o Submedia's displays are compliant with the 2003 NFPA fire safety code. 

Each of our boxes encloses the ad cards, and based on our ad box design, 
it is impossible for our ad cards to sustain combustion in the boxes, and it 
is impossible for a fire to propagate along our displays even if a vandal or 
terrorist managed to start a fire underneath one of our displays. It is our 
understanding that our competitor, on the other hand, will look to argue 
that they comply with the old 2002 NFPA 130 code which does not even 
address tunnel advertising and that the new standards governing fire safety 
somehow don't apply to them. 

No Passenger Risk: Submedia's technology does not use any strobe Ughts and 
there has never been one complaint fi:om any rider even though billions of riders 
that have now passed our displays. 

Simple Technology: A Submedia display is essentially a light box. There are no 
complicated electronics, sensors or microchips. This means fewer parts that can 
break down necessitating maintenance visits and track time. 

Longest Proven Operational and Maintenance History: We have over one 
hundred (100) display months of operation with no downtime or unscheduled 
maintenance. Based on our operational history in New York, Philadelphia, 
Atianta, Hong Kong, Tokyo, Istanbul and Bucharest, Submedia's displays have 
Uttie need for ongoing maintenance except for replacing Ught bulbs periodically, 
which we do when changing out the ads. 

Extensive Engineering History: We have met the stringent safety and 
engineering standards for installing displays in six transit systems around the 
world and have already received design approval for the installation of displays in 
three additional systems. 

Train Speed Flexibility: Submedia's tunnel displays deliver smooth animated 
motion at any speed above three (3) miles per hour, while our competitor's 
technology needs minimum ttain speeds of approximately thirty (30) miles per 
hoiu- to work. Submedia displays always work - they are completely independent 
of train speed. Our competitor's technology wiU not turn on if the train is not 
traveUng at high enough speeds. 

Best Location Placement: Because Submedia displays are independent of train 
speed, they can be placed almost anywhere in the system, particularly near 
stations where passengers are both more alert and more receptive to advertising. 
Strobe technologies typically require constant speed over 30 miles per hour, and 
so they are placed in the center of the tunnel where there is a risk of the audience 
being "zoned out," or otherwise less receptive to the ad message. Building our 
displays near stations has the added benefit of access for installation, ad changes 
and maintenance. 
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• Larger and Protected Images: Submedia's images are three to four times larger 
than the images of other tunnel advertising companies. Passengers see a large, 
sharp motion picture that communicates an advertising message to consumers in a 
way that cannot be accomplished by any other advertising medium. The ad card 
is protected from the harsh tunnel environment in an enclosed box, and vibrant 
image quality is preserved throughout an ad campaign. 

• Centered Images that do not Drift: The physics of tiie Submedia's technology 
is such that the image will always be centered directly in front of every viewer. If 
tile train accelerates or decelerates, tiie image will always be centered on every 
viewer's eyes. The stroboscopic technologies, however, are dependent on train 
speed, and the images will drift forwards rapidly as a train slows down and drift 
backwards as a train accelerates. 

B. Financial Capability 

Submedia was initially funded with equity financing from private investors and venture 
groups. We now have reached the point where we finance much of our growth through 
existing revenue from advertising, licensing and short tem debt. Our operating displays 
are fuUy paid and we have a wide array of existing investors that we can rely upon to 
reinvest to the extent needed to fund growth. 

Submedia intends to fund its display commitments to the Port Authority from Ucensing 
revenue, ad sales in New York, Chicago & Atianta, and to the extent necessary and 
prudent by tapping into existing Unes of credit or seeking more investment from existing 
or new investors. 

• Licensing Revenue 

o As discussed Submedia has entered into licensing agreements for around 
the world that provide us with approximately 40 million in guaranteed 
revenue. These Ucense agreements are structured similar to the way the 
Port Authority stractures its contracts with advertising vendors (i.e., we 
receive guaranteed minimum payments and a percentage of advertising 
revenue). 

o Over the next fifteen (15) years these licenses have guaranteed minimum 
revenue to Submedia of more than 36 milUon dollars and another 20 
milUon dollars of contracts are currentiy being negotiated. During the 
course ofthe Port Authority, Submedia should receive nearly 20 milUon 
dollars in guaranteed payments from the existing Ucensing programs. 
These licensee payments alone can fund our commitment to The Port 
Authority. A spreadsheet of our projected guaranteed licensing income is 
attached hereto. 
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• Sales Revenue 

o We now have sales revenue of approximately 1.7 million US. In the 
current quarter alone we have nearly $700,000 of advertising revenue 
fipom 4 signs, one of which is in Atlanta where the advertising price and 
demand is much lower. During the term of the proposed contract, 
Submedia's projected revenue from ad sales from our existing displays is 
approximately 20 to 30 million dollars, excluding revenues from any 
displays in the Port Authority. 

• Lines of Credit 

o Submedia has a Manufacturing-Credit-For-Equity Agreement with its 
Display Box fabricator. Pursuant to this Agreement, we can have display 
boxes built for up to approximately 8 complete display installations 
without the expenditure of any capital. A copy of this agreement is 
attached to Schedule Five of the Pre Award evaluation Data Form. 

• Investor Commitment 

o Submedia has a large number of investors that are committed to the 
company's success. Submedia's investors include the founders of 
Champion Mortgage, Martin Puris (the former Chairman of InterPublic 
and Founder of Ameretti & Puris), Washington Square Capital, Millneck 
Capital, the Rojasi Fund and a number of other Individual Investors. All 
of these investors have been exti^mely supportive and many of them have 
invested in the company at various times and have indicated continued 
interest in Submedia. In addition to the existing Investors there are several 
venture capital fmns that have expressed their interest in investing in us to 
the extent that we need further investment. 

L Acknowledgement of Addenda 

All addenda witii respect to this RFP are hereby acknowledged and attached as Exhibit D. 

J. Acceptance of contract Terms 

Submedia agrees with the contract terms. 
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Exhibit A - Financials 



03/18/05 

Submedia, LLC 

Profit & Loss Prev Year Comparison 
January through December 2004 

Ordinary Income/Expense 
Income 

7000 • Revenues 
7800 - L icenses/Royal ty Income 

Total Income 

Cos t of Goods So ld 
8000 • Cost of Goods So ld 

Total COGS 

Gross Prof i t 

Expense 
9100 
9110 
9155 
9160 
9205 
9206 
9220 
9225 
9245 
9260 
9280 
9305 
9310 
9360 
9370 
9425 
9440 
9445 
9485 
9490 
9505 
9510 
9520 
9560 
9620 
9625 
9641 
9642 
9700 
9710 
9720 
9725 
9730 
9780 
9800 

Wages 
Payrol l Tax Expense 
Employee Benef i ts 
Payrol l Serv ice Fees 
Adver t is ing /Market ing Expense 
Adver t i s ing Evaluat ion Expense 
Bad Debt Expense 
Bank Service Charges 
Compute r Expense 
Dues and Subscr ip t ions 
Equ ipment Rental 
F i l ing Fees 
Finance Charge Expense 
Insurance 
Interest Expense 
Late Fee 
Market ing Suppl ies Expense 
Miscel laneous 
Off ice Expense 
Off ice Supp l ies 
Postage and Del ivery 
Pr in t ing and Reproduc t ion 
Profess iona l Fees 
In temet - Webs i te 
Rent 
Research and Development 
Severance Payments 
s to rage Expense 
Tax Expense 
Te lephone 
Temporary Serv ices 
Trade Shows 
Travel & Ent 
Tra in ing 
Uti l i t ies 

Total Expense 

Net Ordinary Income 

Other Income/Expanse 
Oti ier Income 

10000 • 1 nterest Income 

Jan - Dec *04 

484.779.40 
209.500.00 

694,279.40 

182,404.60 

182.404.60 

511,874.80 

360,374.92 
27,789.73 

5,712.00 
1.075.10 
2,900.00 

0.00 
0.00 

3,165.55 
474.85 

1,086.98 
150.00 
860.00 

27.76 
77,918.19 

4,687.52 
1,881.44 

30.09 
-55.78 
879.40 

2.272.02 
1,959.34 
2.913.60 

30,063.60 
917.16 

61,532.34 
0.00 

10,000.00 
575.00 

5,900.00 
6.915.93 

0.00 
0.00 

6.355.32 
800.00 
196.64 

619,378.70 

-107,503.90 

1,278.72 

Jan - Dec '03 

802.200.52 
58.500.00 

860,700.52 

480,606.23 

480.606.23 

380,094.29 

549.221.85 
34,797.06 

5,184.00 
1.245.82 
1,441.44 

16,000.00 
388,549.97 

1,877.85 
820.38 
845.94 

-2,459.06 
115.00 

29.02 
65,916.03 
15,833.28 

839.76 
0.00 

-8,194.18 
8.732.75 
3,830.14 
3,060.76 
9,298.53 

-77,888.43 
0.00 

54.039.23 
0.00 

39,393.24 
1,415.70 
2,400.00 
8,632.04 

500.00 
2,060.00 

22.774.69 
0.00 
0.00 

-1,150,312.81 

-770,218.52 

1,948.01 

$ Change 

-317,421.12 
151,000.00 

-166.421.12 

-298,201.63 

-298.201.63 

131,780.51 

-188,846.93 
-7,007.33 

526.00 
-170.72 

1,458.56 
-16,000.00 

-388,549.97 
1,287.70 
-345.53 
241.04 

2,609.06 
765.00 

-1.26 
12,002.16 

-11.145.76 
1,041.68 

30.09 
8,136.40 

-7,853.35 
-1.558.12 
-1,101.42 
-6,384.93 

107,952.03 
917.16 

7,493.11 
O.OO 

-29,393.24 
-840.70 

3.500.00 
-1,716,11 

-500.00 
-2.060.00 

-16,419.37 
600.00 
196.64 

-530,934.11 

662,714.62 

-669.29 

Total Other Income 1,278.72 1,948.01 -669.29 

ACCRUAL BASIS Page 1 
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Submedia, LLC 

Profit & Loss Prev Year Comparison 
January through December 2004 

Other Expense 
10800 • Loss on Disposition of Office E 
10900 - Loss on Disposition of Display 
9900 • Depreciation Expense 
9901 • Amortization Expense 

Total Other Expense 

Net Other Income 

Net Income 

Jan - Dec '04 

0.00 
0.00 
0.00 
0.00 

0.00 

1,278.72 

•106,225.18 

Jan - Dec '03 

, 5,995.60 
268,490.82 
283.238.21 
22,641.83 

580,366.46 

-578.418.45 

-1,348,636.97 

$ Change 

-5,995.60 
•268.490.82 
-263,238.21 
-22,641.83 

-580.366.46 

579,697.17 

1.242.411.79 

ACCRUAL BASIS Page 2 
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Submedia, LLC 
Balance Sheet 

A s o f D e c e m b e r 3 1 , 2 0 0 4 

Dec 31.'04 Dec 31, '03 $ Change 

ASSETS 
Current Assets 

Checking/Savings 
1000 • BANK 

1020 • Citibank 
1030 
1035 
1040 

Savings Account 
Fleet Bank - Checking Account 
Fleet • Payroll Account 
Fleet - Money Market 

Total 1000 BANK 

1100 • Restricted Cash 
1110 • Restricted Cash Citibank -MARTA 
1120 • Restricted Cash Fleet - PORT 

Total 1100 - Restricted Cash 

Total Checking/Savings 

Accounts Receivable 
2000 • Accounts Receivable 

Total Accounts Receivable 

Other Current Assets 
2110 • Accounts Receivable - Licensing 
2115 • Note Receivable - Submedia Asia 
2220 • Short Term Deposits 
2400 - Royalty Receivable 

Total Other Current Assets 

Total Current Assets 

Fixed Assets 
3100 • Office Equipment 

3101 - Computer Equipment 
3102 • Computers/Software 
3200 • Furniture and Fixtures 
3100 • Office Equipment - Other 

Total 3100 • Office Equipment 

3400 • Display Units 
3401 • Fabrication and Displays 
3400 - Display Units - Other 

Total 3400 - Display Units 

3500 • Installations 
3503 • Labor (General & Electric) 
3504 • Material (General & Electric) 
3500 • Installations - Other 

Total 3500 • Installations 

3600 • Trade Show Displays 
3900 • Accumulated Depreciation 

3901 - Accumulated Depreciation-Corn put 
3902 • Accumulated Depreciation-F&F 

Total 3900 • Accumulated Depreciation 

3904 • Accumulated Deprec - Displays 

Total Fixed Assets 

Other Assets 
4100 • Organization Costs 

4101 • Accumulated Amort-Org Costs 
4100 • Organization Costs - Other 

Total 4100 - Organization Costs 

6.68 
44.700.69 

815.65 
69.16 

45,592.18 

0.00 
100,000.00 

100,000.00 

145,592.18 

86.893.13 

88,893.13 

0.00 
420.000.00 

0.00 
14,500.00 

434.500.00 

668,985.31 

29.372.76 
11,785.78 
2,000.00 
8,000.00 

51,158.54 

1,874,423.37 
18.200.00 

1,892,623.37 

558,293.70 
226,599.66 
570,437.99 

1,355,331.57 

1,000.00 

-28,865.98 
-790.03 

-29,656.01 

-561,261.42 

2,709.196.05 

-20,283.00 
24,339.58 

282.39 
10,598.82 

982.27 
68.62 

11.932.10 

106.194.59 
100,000.00 

206.194.59 

216,126.69 

143,737.50 

143.737.50 

23.500.00 
0.00 

5,000.00 
0.00 

28.500.00 

390,364.19 

29,372.76 
11,785.78 
2,000.00 
8,000.00 

51.158.54 

1.788.183.67 
18,200.00 

1.806,383.67 

568,293.70 
226,599.88 
138.468.00 

933,361.58 

0.00 

-28,865.98 
-790.03 

-29,656.01 

-561.261.42 

2,199,986.36 

-20,283.00 
24.339.58 

-275.71 
34,101.87 

-166.62 
0.54 

33,660.08 

-106.194.59 
0.00 

-106,194.59 

-72.534.51 

-54,844.37 

-54,844.37 

-23.500.00 
420.000.00 

-5,000.00 
14.500.00 

406,000.00 

278,621.12 

0.00 
0.00 
0.00 
0.00 

0.00 

86.239.70 
0.00 

86,239.70 

-10.000.00 
0.00 

431,969.99 

421,969.99 

1,000.00 

0.00 
0.00 

0.00 

0.00 

509,209.69 

0.00 
0.00 

4,056.58 4,056.58 0.00 

ACCRUAL BASIS Page1 



01/18/05 

4110 • Legal 
4115-Legal Intellectual Property 
4120 • Legal Corporate 
4150 • Business Development 
4190 - Accumulated Amortization -Legal 

TotaM110 Legal 

4200 - Security Deposits 

Total Other Assets 

TOTAL ASSETS 

LIABILITIES & EQUITY 
Liabilities 

Current Liabilities 
Accounts Payable 

5000 • Accounts Payable 

Total Accounts Payable 

Otiier Current Liabilities 
5200 • Current LlabiiltieS'Loans & Exg 

5207 ' Due to Peter Dugre 

Total 5200 • Cun-Qnt Liabilities-Loans & Exg 

5400 • Payroll Tax Liabilities 
5406 • Pension UP 

Total 5400 • Payroll Tax Liabilities 

5550 • Sales Tax Payable 

Total Other Current Liabilities 

Total Current Liabilities 

Long Term Liabilities 
5600 • Long Term Liability 

5605 - Equity Payable for Services 

Total 5600 • Long T^rm Liability 

5615 • Convertible Note Payable - Long 
5700 • Amortized Debt - L/P 

5701 • UP - Richard Goryeb 
5702 • L/P - Joseph P. Goryeb 
5703 • L/P • Marguerite M. Goryeb 
5704 • L/P - Joseph M. Goryeb 
5705UP-Vtckers 
5706 - L/P - Peter Corrlgan 
5707 • L/P - Mill Neck CaplUI, LLC 
5708 • UP - Paul Zoch 
5709 UP-Joseph Graff 

Total 5700 • Amortized Debt - UP 

Total Long Term Liabilities 

Total Liabilities 

Submedia, LLC 
Balance Sheet 

As of December 31, 2004 

Dec 31,'04 

160.236.27 
14.500.00 
50.000.00 

-17.773.83 

206,964.44 

5,760.00 

216.781.02 

3,594,962.36 

Dec 31,'03 

160,238.27 
14,500.00 
3.000.00 

-17,773.83 

159,964.44 

8,456.64 

172,477.66 

2,762,828.21 

S Change 

0.00 
0.00 

47.000.00 
0.00 

47.000.00 

-2,696.64 

44.303.36 

832,134.17 

153:643.04 

153.643.04 

0.00 

0.00 

-170.89 

276.573.31 

276.573.31 

1,774.39 

1.774.39 

0.00 

-122,930.27 

-122.930.27 

-1.774.39 

-1,774.39 

-170.89 

-170.89 

2,225.32 

2,054.43 

155,697.47 

^-^420,000.00' . . — -

420.000.00 

363,240.22 

50.000.00 
50.000.00 
50.000.00 
50,000.00 
25,000.00 
50,000.00 
25,000.00 
25.000.00 
25,000.00 

350,000.00 

1,133,240.22 

1.288,937.69 

0.00 

3,194.92 

4,969.31 

281,542.62 

0.00 

0.00 

.363.240.22 

0.00 
0.00 
0.00 
0.00 
0.00 
0.00 
0.00 
0.00 
0.00 

0.00 

363.240.22 

644.782.84 

-170.89 

-969.60 

-2,914.88 

-125,845.15 

420.000.00 

420,000.00 

0.00 

50,000.00 
50,000.00 
50,000.00 
50,000.00 
25,000.00 
50.000.00 
25,000.00 
25.000.00 
25.000.00 

350,000.00 

770,000.00 

644,154.85 

ACCRUAL BASIS Page 2 



og/24yo4 Submedia, LLC 
Balance Sheet Prev Year Comparison 

As of December 31,2003 

Balance Sheet 

ASSETS 

Current Asaets 

Checklng^avings 

1000' BANK 

1050-Petty Cash 

1100 Restricted Cash 

Total Checking/Savings 

Accounts Receivable 

2000 • Accounts Receivable 

Total Accounts Receivable 

Other Current Assets 

2110 • Accounts Receivable • Licensing 

2220 • Short Term Deposits 

Total Other Current Assets 

Total Current Assets 

Fixed Assets 

3100 • Office Equipment 

3400 • Display Units 

3500' Installations 

3900' Accumulated Depreciation 

3904 - Accumulated Deprec - Displays 

Total Fixed Assets 

Other Assets 

4100 • OrganizaUon Costs 

4110-Uga l 

4200 • Security Deposits 

Total Other Assets 

TOTAL ASSETS 

LIABIUTIES & EQUITY 

Liabilities 

Current Liabilities 

Accounts Payable 

5000 - Accounts Payable 

Total Accounts Payable 

Other Current Liabilities 

5100 • Accrued Expenses 

5200 • Current Uabllltles-Loans & Exg 

5550 • Sales Tax Payable 

Total Otiier Current Liabilities 

Dec 31,'03 Dec 31,'02 $ Change 

11.932.10 
0.00 

206,194.59 

218,126.69 

143,737.50 

143,737.50 

23,500.00 
5,000.00 

26,500.00 

390,364.19 

51,158.54 
1.808,383.67 

933,361.58 

-29,656.01 
-561,261.42 

2,199,986.36 

4,056.58 
159.964.44 

8,456.64 

172,477.66 

2.762,628.21 

64,206.05 
12.80 

205,488.65 

269,707.50 

621,259.82 

621,259.82 

0.00 
0.00 

0.00 

890,967.32 

56,194.25 

2,097,692.69 
915.200.79 
-24,313.09 

•332.944.53 

2.711,830.11 

8,924.56 
0.00 

8,456.64 

17.381.22 

3,620.178.65 

-52,273.95 
-12.80 
705.94 

-51,580.81 

-477,522.32 

-477,522.32 

23.500.00 
5,000.00 

28,500.00 

-500,603.13 

-5,035.71 
-201,309.02 

18,160.79 
-5,342.92 

-228,316.89 

-511,B43.75 

•4,868.00 
159,964.44 

0.00 

155,096.44 

•857,350.44 

276,573.31 

276,573.31 

0.00 
1,774.39 
3,194.92 

4,969.31 

882,656.83 

862,656.83 

25,000.00 
0.00 

6,823.72 

33,823.72 

-606,083.52 

•606.083.52 

-25,000,00 
1.774.39 

-5,628.80 

-28,854.41 

FOR l^fTERNAU USE ONLY Page 1 of 4 



0g/24A)4 Submedia, LLC 
Balance Sheet Prev Year Comparison 

As of December 31,2003 

Balance Sheet 

Dec 31,-03 Dec 31.-02 $ Change 

Total Current Liabilities 281,542.62 916,480.55 -634,937.93 

Long Term Liabilities 

5615 • Convertible Note Payable • Long 363,240.22 347.406.94 15.833.28 

Total Long Term Liabilities 363,240.22 347,406.94 15,833.28 

Total Liabilities 644,782.84 1,263,867.49 -619.104.65 

Equity 

6000 - Members Capital - Class B 

6200 • Members Capital - Class A 

6300 • Member Capita) - Class 0 

6500' Retained Eamings 

Net Income 

Total Equity 

TOTAL UABILITIES & EQUrTY 

3,071,662.16 

3,664,516.00 

160,245.00 

-3,429.760.84 

-1,348.636.97 

2,762,828.21 

2,794,386.00 

2,991,666.00 

0.00 

-2,405,050.32 

-1,024,710.52 

2,118,045.37 2,356,291.16 

3,620,178.65 

277,296.18 

672,850.00 

160,245.00 

-1,024,710,52 

•323,926.45 

-238,245.79 

-657.350.44 

FOR INTERNAL USE ONLY Page 2 of 4 



0g/2«04 Submedia, LLC 

Profit & Loss Prev Year Comparison 
January through December 2003 

Profit & Loss 

Ordinary Income/Expense 

Income 

7000 • Revenues 

7800 • Licenses/Royalty Income 

7900 - Grant Income • WTC 

Total Income 

Cost of Goods Sold 

8000 • Cost Df Goods Sold 

Total COGS 

Gross Profit 

Expense 

9100 - Wages 

9110 • Payroll Tax Expense 

9155 • Employee Benefits 

9160' Payrcll Service Fem 

9205 • Advertising/Marketing Expense 

0206 * Advertising Evaluation Expense 

9220 • Bad Debt Expense 

9225 • Bank Service Charges 

9230 - Business Gifts 

9245 • Computer Expense 

9280 • Dues and Subscriptions 

9280 • Equipment Rental 

9300 • Reid Supplies 

9305 • Filing FIWR 

9310 • Finance Charge Expense 

9380 • Insurance 

9370 • Interest Expense 

9425 • Late Pee 

9445 • Miscellaneous 

9465 • Office Expense 

9490 • Office Supplies 

9495 • Office Equipment Expense 

9505 • Postage and Delivery 

9510 - Printing and Reproduction 

9520 • Professional Fees 
9620-Rent 

9625' Research and Development 

9630 • Repaira and Maintenance 

9641 • Severance Payments 

9642 • Storage Expense 

9645 • Stationary 

9700 • Tax ^ e n s e 

9710 Telephone 

9720 • Temporary Services 

9725' Trade Shows 

Jan - Dec '03 

802,200.52 

56,500.00 

0.00 

860,700.52 

480,606.23 

460,606.23 

380,094.29 

549,221.85 

34,797.06 

5,184.00 

1,245.82 

1,441.44 

16,000.00 

388,549.97 

1,877.85 

0.00 

820.38 

R45.94 

•2,459.06 

0.00 

115.00 

29.02 

65,916.03 

15,633.26 

839.76 

-8,194.18 

8,732.75 

3,830.14 

0.00 

3,060.76 

9,298.53 

-77,888.43 

54,039.23 

0.00 

0.00 

39,393.24 

1,415.70 

0.00 

2,400.00 

8,B3?.04 

500.00 

2,060.00 

Jan - Dec -02 

1,474,554.60 

0.00 

17,554.00 

1,492,108.60 

643,368.77 

643,368.77 

646,739.83 

598,969.06 

52,342.06 

0.00 

1,311,87 

8,377,00 

0.00 

0.00 

3,193.10 

70.59 

312.66 

5,550.06 

3.015.80 

912.47 

42.35 

2,aS?.37 

91,369.89 

14,873.94 

300.32 

-11.15 

9,462.11 

-28,367.63 

1,005.65 

7,902.68 

30,181.53 

521,302.27 

148.657.90 

0.00 

6,906.14 

0.00 

0.00 

2,344.60 

1,790.00 

23,422.65 

2,511.50 

6,215.60 

$ Change 

-672,354.08 

56.500.00 

-17.554.00 

-631,408.08 

-162.762.54 

-162,762.54 

-468,645.54 

-49,747.21 

-17,545.00 

5,164.00 

-66.05 

-6,935.56 

16,000.00 

388,549.97 

-1,315.25 

-70.59 

507.72 

-4.704.12 

-5,474.86 

•912.47 

72.65 

-2,823.35 

•25,453.86 

959.34 

539.44 

-8.183.03 

-729.36 

32,197.77 

-1,005.65 

-4,841.92 

•20,883.00 

-599,190.70 

-94,618.67 

0.00 

-6,906.14 

39,393.24 

1,415.70 

-2,344.60 

610.00 

-14,790,61 

-2,011.50 

-4,155.60 

FOR INTERNAL USE ONLY 
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09/24/04 Submedia, LLC 
Profit & Loss Prev Year Comparison 

January through December 2003 

Profit & Loss 

9730 • Travel & Ent 
9780 • Training. 
9800 • Utilities 

Total Expense 

nary Income 

Jan • Dec '03 

22,774.69 
0.00 
0.00 

1,150,312.81 

-770,216.52 

Jan • Dec '02 

103,607.85 
150.00 

3,050.57 
1,623,715.81 

-774,975.98 

$ Change 

-80,923.16 
-150.00 

-3,050.57 

-473,403.00 

4,757.46 

Other Income/Expense 
Other Income 

10000 • Interest income 
10100 • Dividend income 

Total Other Income 

1,948.01 
0.00 

1,948.01 

5,221.66 
3,047.42 

8,269.08 

-3.273.65 

-3,047.42 

-6,321.07 

Other Expense 
10500 • Other Expenses 
10800' Loss on Disposition of Office E 
10900 • Loss on Disposition of Display 
9900 • Depreciation Expense 
9901 • Amortization Expense 

Total Otiier Expense 

0.00 
5,995.60 

266,490.62 
283,238.21 
22,641.83 

0.00 
0.00 
0.00 

253,135.62 
4,866.00 

0,00 
5,995.60 

268,490.82 
30,102.59 
17,773.83 

580,366.46 258,003.62 322,362.84 

Net Other Income -578,418.45 -249.734.54 -328,683.91 

Net Income -1.348,636.97 -1,024,710.52 -323,926.45 

FOR INTERNAL USE ONLY 

Page 4 of 4 
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Exhibit B- Articles of Formation 
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AVtICLEfi oy OROANXZATION 

OF -

319MEDIA,UC 

.f 

DNBXIl 6£CrK>N M Of IHE ' ^ 7. 
xsasam LEAJUUIY COMPANV LAW n i 

it;. 

HLEK: S' 
f 

OUhan, Graadmsa ] t a a ^ KoMUwttg ft Woiatkf IXF 
SOSlPiikAwme v . / 

DffAWMEHiaFSmE 

TWS. 

BY:. 

99l029f-00 # . ; 

•OBMOI 



ocT'^B-idgB 17122 • w p .ea /B 

AHZOiUi o r oHOAnsJiTicar 

OF 

under fiaction_3p.3j9£ tha.IiiwJt.Ml Jilteiaj^fey-ccnamny- lag— 

^ 9 1 0 2 9 6 0 0/?^ . 

. ^iRBTi The nsaiA o£ Utft lltitl&ed lli talll t :^ ' aotnpauy i s i 

Aubottdiftf LLC _ 

BECONDi 7)u country wltMn tbi.s statue in which the oCfica 
of tha Ximited 'I^Bbil i ty ctoqpany la to be located l a : 

New Yoxk County 

TBXBDt 'Vfth Idt^tt^t: date on wbich the Xlulted l i a b i l i t y 
company in t o dlssolvA I s 2 

Dftcenbev 33.i 2049 

2t)UKIHi The. OaoxatBry. of 6t»tB i e dvai^nated os agant of 
fehft; li«i4,,c«A U a b i U t y «aap«ay upoD wboit IIKOCSMI agaljiat i t may be 

i~ " " «rKved, The' post ofzlce adorvse wltblA or.without t h i s s t a t e t o 
Whioh t h e Becretary D£ s t a t e nhmll n o i l a copy of any prooeee 
ega ine t the li.i&ited l i e h l l i t y covsnzsy served upon him o r ber i s i 

0/0 Hactbew OTOHB 
20a Blixflbebh Stree t , #3$ 
Kew Yorki mr l o o u 

FXPTSi the Ximitisd l i a b i l i t y coiqtany 1B t o be rawuiged by 
one or more netBbere. 

I -ag-WITBBSS '«mpE^r;"^E2y oiirrQlLbatt" haB~bqan aubscr lbed on 
' Oatoher 29, 1995 KSy tha underalgned who a££i3»ui DhAt t he 

BCatcxnence made hexQln are t rue wuier the peaa l t i a* D£ pe r ju ry . 

u«t PauUmec 
Authoriaed si^oEtory 

2S2S04.1 

tJamLmtMn^ 

- / 

Vi. 

http://tha.IiiwJt.Ml


Stare of New York } ^^, 
Department of State } 

1 hereby certify that tht annexed copy has been compared wilk jhe origiml dacwent in ihc cuswdy ofthe 
Secretary of State and that the name is a true copy of said original. 

Winu.r.t my hand a>idjieat of the Department of Stau on ^ p ^ 2 0 2 0 0 1 

. , * , 

• • • • 

Special Dqjuty Secretary of State 

VOi'lUt^ (7/00) 
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Exhibit C- Licensing Revenue 
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Exhibit D - Acknowledgement of Addenda 



Acknowledgement of Addenda 

We hereby acknowledge addenda 1 through 5 and they are fully incorporated herein. 

New York, NY 
June 13.2005 

By: 

Submedia, LLC 

Peter M. Coirigan, CEO 
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Exhibit E- Acceptance of Contract Terms & Agreement on Terms 
of Discussion 



9. ATTACHMENTS 

ATTACHMENT A - AGREEMENT ON TERMS OF DISCUSSION 

The Port Authority's receipt or discussion of any information (including infonnation 
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 tfae Port Authority and us). Any such infoimation givrai to tiie 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 pmpose at any 
time without obligation or compensation and without liability of any land whatsoever. 
Any statement which is inconsistent with this agreement, wbE b̂er 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 rigjits to any matter which is the subject 
of valid existing or potential letters patent. The foregoing iq>plies to any infomiation, 
whether or not given at the mvitation ofthe Port Authority. 

Notwithstanding the above, and without assuming any legal obligation, the Port 
Authority will empU^ reasonable efforts, subject to the provisions of the Port 
Authority's Freedom of Information Resolution adopted by its Committee on 
(iterations 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 Ae competitive position ofthe enterprise, and which information is identified 
by the Proposer as proprietary, which mtty be disdosed by the utulersigned to the Port 
Authority as part of or in connection vM the submission ofaproposaL 

X . 
(Company) 

(Signature) 

C- e . g . 
(Ttae) 

23 
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G- Recent Press 



May 20. 2005 

jraSiiSPlB 

i;SUBSkt8EV'I ̂ ^ CLICK 
HERB 

.'ii;!!: 

QASSIFIEDSi EMAIL UPDATES 

The Smart Money 
>1ay 16. 2005 

:n the best media decision of the last 12 centuries. Miller beer bought a chip and a chair in the World Series of Poker. 
How better to reach the all-important 21-64 youth market than to sponsor this grueling 36-day sporting event? The 
•eplays on ESPN2 attract a bigger audience than the originai broadcast, which is not so much a broadcast as updates on 
?oker Web sites in computer-geek sans serif type like this: 

y.S5 p.m. Just before the dinner break, pro Al Krux from Syracuse New York goes all-in with 10-2 unsuited against 
amateur furniture store owner Sam Eleison from White Plains New York, the chip leader, holding a pair of Johnnies. 
Flop comes 10-10-2. and Al's claque goes wild. 

The World Series of Poker will be played, shot and edited in June and July for later viewing—much later viewing. 
ICind of like if the World Series of Baseball became the January Classic because it was only ready for prime time 60 
iays after Red Sox first baseman Doug Mientkiewicz got the final out and ran off with the ball that ended the 86-year 
Ruthian curse. But poker is interesting not so much for who wins as how they win, so the ad infinitum delayed replays 
t-ii-bi-k. (Ads infinitum, too, as commercial time on some ofthe poker telecasts seems to be running even money with the 
playing time.) 

Al last count, seven TV networks are playing out this hot hand: one-on-one poker superstars (NBC); men versus 
women (Game Show Network); the World Series of Poker (ESPN2); celebrities (Bravo); the World Poker Tour, with 
:ommentary by part-time poker player Mike Sexton and pan-time actor Vince Van Patten (Discovery Channel); real
time tournaments that let you kibitz the fold-fold-fold lulls between the all-in heartbreaks (Fox Sports Network); New 
Yorkers versus Bostonians at the Turning Stone casino on an Oneida Indian reservation in upstate New York (Yes 
Network). This last is my favorite, as the noir lighting and sullen, coffee-housing players most resemble the last of 
î ight annual Partners' No-Limit Hold "Em $25 buy-in tournaments that MVBMS Euro RSCG held December 2001 in 
the basement of the Peking Duck House at 28 Mott Street, just south of Canal. 

Miller wasn't searching for a new medium when it went for the Worid Series of Poker, just new programming in an old 
medium. It lucked out that such clever players as Men "The Master" Nguyen—he of the sudsy spit-take in last year's 



Vorld Series that was replayed in everything but stop action—and Scotty Nguyen not only celebrate with a beer or four 
ftei-ward, but like having a few tastes as the cards unfold through the flop, the turn and the river. 

f Miller or anybody is searching for a new medium—one in which the impossible is achieved: each advertisement is a 
/̂̂ Icome relief instead of a potentially annoying interruption—I suggest the search include Hoboken, N.J., at the 

^rminus ofthe Port Authority Trans-Hudson (PATH) trains. This venerable subway line, the first in the world to go 
index a major river, holds within its circa-1908 tubes the first new medium since the Pentagon ordered up the invention 
if .the Intemet in the late '60s/eaiiy 70s. 

i:'ou pay your fare, hustle down the stairs and beat somebody lo a seat. Train pulls out, and you look out the window, 
expecting to see, well, nothing. Nothing except the almost century-old walls, not quite growing stalactites but perhaps 
porting some leftover Mike Quill "No contract. No work" placards, a fatted rat or two, a trackwalker having his petit 
lejeuner or a full-time resident tunnel person waving as your car passes. 

Then you see it. 

t's the handiwork of Joshua Spodek, 35-year-old holder of a Ph.D. in astrophysics from Columbia University and 
bunder of a company called Submedia. Unlike the poker table and ad-agency copy departments, where idioi-savants 
(bound, the worid of doctoral candidates in astrophysics is open only to savant-savants. Spodek first took his degree 
ind went off to help construct an X-ray observational satellite, a possible step to the fulfillment of the Lucasian 
jrophecy if not the Reagan one. 

iVhat is il you see? The most welcome commercial ever observed—what amounts to a 15-second movie on the dank 
iubway tunnel's wall. I actually saw three subway riders smile, breaking all previous workbound-commuter records. 
Jsing light and slats. Doc Spodek brings walls lo life as you pass, no matter what your speed, even if you're on the F 
rain making its ponderous way from Roosevelt Island to Sutphin Boulevard, on to Jamaica-179th Street. 

3n the Submedia Web site, its tunnel vision boasts of astronomicalrecall stats, all of which are believable. Invested in 
he company are John Bembach, son of Bill (whose agency once delighted BMT platforms with "You don't have to be 
'£wish to love Levy's" posters enhanced by Howai'd Zieff stills of unlikely Jewish rye-bread fressers). and Martin Puris, 
Upper East Side straphanger and co-creator ofthe BMW brand more than 30 years ago. 

fhey are foi-ward-looking investors if they anted up on the basis of Josh's originai model of paper, balsa wood and glue. 
Kot exactly like Wairen Buffet entering a Hold 'Em hand with Aces wired. More like "Mad Dog" Beck venturing his 
Capital into a pot with unsuited connectors like J-iO in which a Q is gloriously part of the flop, a K comes, bearing hope 
nn the turn, and then, of course, the transcendent Ace hits on the river. As the more voluble dealers say at Fox woods, 
tunica or Gardena: "Broadway!" The nuts, in other words. That is, if some hoople didn't hang around and catch a flush, 
a h»pat or quads while you're sitting there chug-a-luggin' your self-congratulatory beer. 
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FOR 'PANTS' 
Ebert CBNS *^fslertiood of the T*aweltng Pant^-.'r'-; 
' ' ^ perfect fit lor ̂ e d youngactresses. ncEASi 

This ad for lar^elt from Pstorson Mllla Hooks/Mlnneapofls is a new form 
Qf advertising for the Chicago market that wiii looh like a 15-s«cond 
mlnlmotion picture to subway riders a i Clark and Lake. 

Call it another missed opportu
nity. . . , 

Chicago's consumer-;onented 
companies looking to boost their 
imaga failed to be the Hrst in the 
Windy City to embrace a new form 
of advertising unveiled here today 
In ibe subway tunnel at Clark and 
Lak». 

You won't be seeing any adv«r-
tisJnjE imagory from a Sean oi Sara 
liee OT a GatoTade on the 350-ft)ot 
undwgTOund diiphiy that siibway 
riders vnll hefin aeeiiiB today, in-
stftadi that most BOphistkated pf 
ad-rertisen, MiniieaLpoUs-based 
Tar^Set, is first to Jump an ih« 
bAnpvagon for the oew t«chnokigy 
that tr&nsfi»mfi« static ipanel into 
v W looks to lM a lE-ftacond mini^ 
ttoti*>n picture 00 aubway riders 
pBfiB by i t In otiier markete, in-
dudiag New York and Atlanta, 
this iaiMvativ* style of ad vertiaing 
has reportBdJ-y helped booet cod-. 
lAiiaeT retention of both th* adwr-
liwY WJ-d tb« me*iBage. 

Peterson Milla Hookft/Min-
neajiolis, tho some agency tHat re
cently won multiple Oble Awards 
from the Outdoor Advertising Aa-
sodatjon of America ftir its superb 
Target outdoor work, d e s e e d the 
new subway tunnel panels, which 
are filled with a variety of catchy 
images decorated with the Target 
bullA eyo. 

Sufamodia deiugned the subway-
tunnel AdTfortifling tochnoloiry, and 
intioducad it in New York op Sept 
11, 2001, in commuter train tun
nels under the Hudson River. 
Needless to say, the events of that 
horrific day overshadowed Subme
dia's attcnnpts to get out the word 
about the new ad technohigyi and 
drastically slowed its introduction 
natlODwide. 

But the CTA has &naUy mgned 
on, and «xpecte to have four more 
panels installed at locations within 
th« ne*t i^ months. Hummer will 
ho the nex* adverliwr ai the CJark 
and Laka loMiion-
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Tha Rffiir backltt 
"hTQet ads In t l i t 
Blue Um sutr*ay 
tunnil ve l lke 
riding through a 
Ote-sliatf fDp 
book. The ads 
give CTA a new 
source of rsv-
emia. 

New ads form 
15-sec.rhbti6n picture 
as train speed! past 

n MUM J. XONKOl 
TnaM/miathnBeparHtr 

CTA Blua Une riden ore tho 
targfit of B u«w advertisng cam-
paigD t h a i ' t u n u : a nibvniy wall 
into a makeshift movie scieeni 

Tbe first t t i ia t ol baeJdft pic-
, tUTQB in tht tunnai naai the uimer-
^ u n d . . Clark/Lskg . ttcfp morph 
ihio a''15-BDcbiid commeiclo] for 
Target stores when'.L trainii nno-
ble'past • .• ' 

It's the CTA'B .first fpray into 
Buhway tunnel commercials ^ ' - a 
money maker, during tight budget 
times — that' have poppisd up in 
Nev Yorli nity;: Philadelphia, At-

' lanta nnd a handful df interna
tional rJliefl auch als Hong Kong.. 

i n . CTA tunnels, ..the first eom
merdai will indude.images of a 
girl blowing apart a dandelion, a 
woman apriiikUng Target buUaniyfl 
IbgoB from a garden hose, and a 
bayaker navigating a stieam bub^ 
bling with Target bull's-eyes. • • 
.- "We're,alwaya looldng.for ere-', 
ative ways to advertiaa and reach' 

cUtntq. Chicago is a fabulous mar
ket and this'la a fineway to <^aa-
municate with .the. fine folks of 
Chicago," TaEget :apok«vwbmao 
Lens Miidiood aaid^ 

T%B tuohel • commerdals were 
developed liy,a rocket scientist in-
^ I r e d by a chUdren's toy that pats 
^ctures in motion, the zoetrope. ' 

Astrophysicist Joahus Spodek 
used tltat idea to come up with the 
process that brings Upenr still pic
tures to life, and puts train passen
gers in tfae middle of a life-sized 
flip book.. 

niVoM; that's prettv cool' 
New York City.ad agency Sub-

Media sold the CTA on the ad pro
gram,, which mil change about 
every month. The CTA if paid 
monthly for use ofthe tunnel and 

. gets a percentage of the advertis
ing revebuB. ' 

Following tfae Target conuaei-
' dal,' the Blua Line advertisements 

will include .15-Becnnd bite for 
Hummer, Land Rover and fall sea
son TV shows, StdiMedia chief ex
ecutive officer Peter Corrigan said. 

"It's-a way for (CTAJ to gener-
- ata non-fareboz revenue, it's great 

for ftilveitisers'to reach consumers. 
And reg(ilar. people'look at it and 
Ihink, '.Wow, that's, pretty cool,' " 
Corilgar) said. • 
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H- Display Designs 
(PATH Train Tunnel and Pedestrian Ad Box Units) 
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ATTACHMENT G - PROPOSER REFERENCE FORM 

Name ofProposer 5 ^ 0 ^ S M ^ l ^ l A . L L C ^ 

Please provide a list of references on the firm's perfonnance of similar work within the 
last five years, including all current contracts. Use additional sheets as necessary. 

Include the following information for each reference: 

Customer Name: C T k ^ C U r ^ ^ ^ ^ T T ^ ^ J ' ^ - A ^ < U ^ s r % $ ^ 
Address: H G ^ tO^vr ^ * ^ F Srri^g!l-\ ^ / . . - . ^ y . X/:, fr^a^Gt 
Contact Name and Title: STEv;t= |::eZ-S'g> / POc C ^ C ^ M e ^ J r M.ANJiV<fX-
Phone and Fax Numbers of Contact: 3 1 2 . - 93Z "2/6^3 . 
Contract datefsV h-A^ ̂  U -Zĝ o S" TpPg-gSssn-YTt-fAtf^:)U/2<=•<?& "̂  
Contract cost: K^APITAC C O ^ T 'Apotior^ ^^S'o^ oOc:> ^^ F>Ae- ±.C^^sjS^/2e Tt* ^TA 
Description of woric: ^ ' 

Tt^/^^ieL Al^Vtr/gT/s>Vd ^ 

Customer Name: F ^ r ^ T H - •. ••.• '' ' ' 
Address: (D\^e:pfiPt>ti ^ J A - ^ A ] '^Terseij C f - i y . ^0C^ /»?^3t^6 
Contact jfame and Title: T O B RTQ P R L - f ^ A ^ J A ^ ' c f e <I>/̂ €^&AT<c)>0 *̂  
Phone and Fax Numbers of Contact: 2x?/ —^/^ - ^^f f l -
ContractdatefsV ^ 6 0 / Tf j^oa '^k F g ^ s g ^ n ^ V - r K ^ o ^ ^ H 2^<:?^J 
Contract cost: CAP\iy>ti_ ce>sr j - i^ f2 , .S Mf^ •^.Re^er.^'^'g '£>Uq>/g T Q THV Vf-
bMcriptioiibfWork:^^:. •.•;:••••'•'/.'••.•••' 

• • • •' '. i " i . 

CustomerName: ;A\ i-v rAfi^ ^ ^ ^ ' ^ ^ ^ < ^ / ^*^ ^ -
Address: 2 .g f7 -^7- hJ^^tW 1 g > n i ^ ^ feoAt^ Z /^ r^^^ t^ / / / ^^ ^OO^^P 
Contact Name and Title: ^ ' i ^ gft.Ad(fj^,C/ P/^g^Yr^ M'^x;>^<r/C 
Phone and Fax Numbere of Coiitact: ff^ ~ ^ - --
Contract date (s): Kg(r<U 2 ot>:5" T i i P ^ 
Contractcost:- fi:^t)/60O "• .. w: . 
DesCTJption of woric: C o ^ ^ cJ^yUyc^r^ C U C C ^ M 

73 


