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MESSAGE FROM THE CHAIRMAN

Dear Shareholder,

In 2004, our anniversary year, we were especially pleased to celebrate contract wins in Lyon ()
and Yokohama (). Lyon is the historic city in which we installed our first bus shelters forty years ago.
With Yokohama, the second largest city in the second largest advertising market, a new chapter in
our history begins.

Today, we are the largest outdoor advertising group in Europe, and the second largest worldwide.
Every day, in 45 countries, tens of millions of people pass our street furniture and make use of
the various services we have provided for them. This worldwide presence is a direct result of the
dedication of our workforce since the company began in 1964.

40 is a great age: an age of maturity and of forward-planning. Our plans are clear: we want to raise
our standards of excellence for the benefit of cities, transport companies, airports, advertisers and
the public at large, and we want to extend our leadership in innovation by investing significantly
in the development of new technologies. That is why | believe our “new generation” of bicycles offers
one of the most promising solutions to the traffic and pollution concerns that face most large urban
centres.

This is just one example of our continuous dedicated search for new products today that will make
life easier for everyone tomorrow.

Thank you for your confidence in our company,

Jean-Claude Decaux
Founder
Chairman of the Supervisory Board

(1) Lyon and Yokohama have been twin cities for 45 years.
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MESSAGE FROM
THE CO-CHIEF EXECUTIVE OFFICERS
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What were the highlights of 2004 for JCDecaux?

Jean-Charles Decaux: We had an outstanding year in terms of ongoing operations. With consolida-
ted revenues reaching €1,631.4 million in 2004, growing 5.7% over 2003, our growth accelerated and
exceeded the consensus forecasts. Net income (Group share) was €78.1 million (+ 91.0% on 2003)
and our free cash flow was €194.2 million (+ 2.5% on 2003). The effectiveness of our strategy was
reflected recently in our win of the exclusive contract for Shanghai’s airports. This agreement, signed
via a joint venture, is for 15 years, which is unusual for China. Last year also saw our entry
into the Japanese market with the installation of 500 advertising bus shelters in Yokohama. Moving
into the second largest advertising market in the world is a real breakthrough and a huge reward for
the efforts made by our people.

Would you say that internationalisation was the most important aspect of 2004?
Jean-Francois Decaux: 2004 was a crucial year in the United States since it was the first full year of
our presence in Chicago. The geographical regions showing the highest growth in operating income
were the United States, Asia and the United Kingdom. Europe consolidated its position as the
bed-rock of our business. In France, we won a series of important contracts: Saint-Etienne, Grenoble
and of course, Lyon, which has great significance for the Group. In addition, the upturn in advertising
spend improved results generally, especially in Portugal and Belgium.

Major contract wins and a strong financial performance...

What is the secret of JCDecaux’s success?

Jean-Charles Decaux: The secret of our success is to listen to our clients and stay true to our princi-
ples. With consumers becoming harder and harder to reach — proliferation of television channels, the
increased penetration and usage of new media - outdoor advertising has never been more effective
for reaching an increasingly mobile population.

The audience measurement tools which JCDecaux developed in 2004 have allowed us to target
the population more precisely so that we can reach specific demographics such as upmarket wor-
king people. This improved targeting is of huge commercial value to our clients.



Jean-Francois Decaux: In addition, we have developed a relationship of trust with local authorities
and our advertisers over the last 40 years, due to our ongoing commitment to the quality of our
products and services. We have a duty to match or exceed our reputation for excellence. In terms of
innovation, for example, we lead in the field with products such as Aeo®" and interactive terminals.
By offering free access to bicycles in Lyon, JCDecaux has invented a whole new concept and
| believe that “Cyclocity®” is going to be a worldwide phenomenon and a key component of our street
furniture range. The award of the Lyon bid follows our success in Vienna (Austria), which was our first
major “Cyclocity®” programme launched with 900 bicycles.

Does any particular achievement stand out?

Jean-Francgois Decaux: Without doubt our greatest achievement has been the exceptional stock
market performance of JCDecaux’s shares, which rose 65.7% in 2004. It was one of the best
performers of the year and the second-best performance on the DJ Euro Stoxx Media index. The
share price has grown 30.2% since our listing on the stock market in June 2001, during the same
period the CAC 40 lost 25.6%. Many of our shareholders remained faithful during the difficult times
and their confidence in us has been rewarded.

Jean-Charles Decaux: To add to the words of Jean-Frangois, | would emphasise that our perfor-
mance is based on sound financial discipline and the commitment of our people, whose contribution
over the years has been indelibly linked to our success.

(1) Cf p. 26.

Three strategic goals:

> Expand JCDecaux’s activities in the countries where the Group already
has a footprint and strengthen its position in the rapidly growing emerging
markets.

> Place innovation at the heart of project development, so that JCDecaux
remains a key partner in the development of the cities of the future.

> Harness the energy of our workforce by sharing knowledge and ideas so
that JCDecaux remains the market leader in outdoor advertising.
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FINANCIAL HIGHLIGHTS

2004 REVENUES BY REGION

Asia-Pacific
6%

Americas
7%

United Kingdom Rest of Europe
15% 38%
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(in € million, segment's share in %)
1,631
1,578 1,544
mm Street Furniture 840 837 885
53% 54% 54%
= Billboard 443 428 433
28% 28% 27%
Transport 295 279 313
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In 2004, the Group’s revenues increased by 5.7% to €1,631.4 million.
Excluding acquisitions and the impact of foreign exchange, organic revenue
growth was 6.2%. Street Furniture revenues were €885.0 million, an increase
of 5.7%. Excluding acquisitions and the impact of foreign exchange, organic
revenue growth was 5.3%. Billboard revenues increased by 1.4% and
reached €433.6 million. Excluding acquisitions and the impact of foreign
exchange, organic revenue growth was 4.4%. Transport revenues grew by
12.0% to €312.8 million. Excluding acquisitions and the impact of foreign
exchange, organic revenue growth was 11.5%.
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2004 EBITDA BY REGION
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EBITDA increased by 11.6% to €465.2 million in 2004. The EBITDA margin
reached 28.5% of consolidated revenues, the highest margin amongst
international outdoor advertising groups. This performance is the result
of organic growth in revenue, alongside strong control over operating costs
in Europe and the growing contribution from the United States and the
Asia-Pacific regions.

(1) EBITDA: Earnings Before Interests, Taxes, Depreciation and Amortisation.



OPERATING INCOME BY BUSINESS

(in € million, segment's share in %)

272
230
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Operating income rose to €271.6 million in 2004, an increase of 18%
compared with 2003. The improvement was a result of the EBITDA increase,
which was partially offset by the increase in charges for amortisation and
provisions. This resulted in an operating margin of 16.7% of consolidated
revenues in 2004.

FREE CASH FLOW @

(in € million)
189 194
168

2002 2003 2004

Free cash flow increased by 2.5% to €194.2 million in 2004.

Due to the Group’s strong cash flow, net debt as of 31 December 2004, was
€457.5 million. The Group is rated “Baa2” by Moody’s and “BBB” by
Standard and Poor’s.

(2) Cash from operations less changes in working capital and net capital investments
(tangible and intangible assets).

2004 EMPLOYEE BREAKDOWN BY CATEGORY

Managers
11.8%

Senior Executives
1.6%

Skilled employees
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NET INCOME GROUP SHARE

(in € million)

I Net income Group share
before amortisation of goodwill
and exceptional items 92 113 153

i Net income Group share 26 41 78

2002 2003 2004

Net income Group share increased by 91.0% to €78.1 million. This strong
performance was mainly due to the rise in operating income combined with
a reduction in the cost of interest in 2004. Net income Group share, excluding
amortisation of goodwill and exceptional items, increased by 35.3% to
€152.9 million in 2004.

DEBT/EQUITY RATIO
47% i)
32%
2002 2003 2004

EMPLOYEE BREAKDOWN BY REGION

— 6,915 6,933
mm France 3,340 3,194 3,136
mm United Kingdom 679 639 637
i Rest of Europe 2,518 2,507 2,521
Americas 198 218 247
Asia-Pacific 344 357 392
2002 2003 2004
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THE YEAR 2004

In 2004, we pursued our development primarily through organic
growth and strengthened our position as world leader in Street
Furniture and airport advertising. 2004 also marked a major step in
our Asia-Pacific growth, with the signing of our first exclusive bus
shelter advertising contract in Japan and the win of the Shanghai
airport advertising contract, in partnership with the Shanghai airport
authorities. We also pursued our strategy of growth through
acquisitions by strengthening our presence in the Baltic States.

1. CONTRACTS

Europe

¢ In France, we were chosen by the Bid Committee of Greater Lyon
for renewal of a street furniture contract. With a term of 13 years,
this agreement involves the supply, installation, and maintenance
of 2,200 bus shelters, 600 information panels (MUPI®), and 2,000,
3,000, or 4,000 bicycles. This contract is the largest ever awarded
in France.

We also renewed our street furniture contract with Saint-Etienne.
With a term of 12 years, this agreement provides for the installa-
tion, delivery, and operation of 200 bus shelters, 120 MUPI® and
40 large-format advertising panels (Seniors®, 8m?).

We also renewed a bus shelter agreement for the greater
Grenoble area. With a term of 15 years, this agreement involves
the installation, delivery and operation of 1,008 bus shelters.
Finally, we were not awarded the bid for installation of bus shelters
in greater Bordeaux, but we are still able to offer the Bordeaux area
in our Street Furniture commercial offer, based on our presence in
the city of Bordeaux and our MUPI® and Seniors® offer.

e In Spain, we became the leader in airport advertising. We renewed
airport advertising agreements for six years with eighteen airports,
including Barcelona, Alicante, Malaga, Valencia and Seville, and
we won a contract with the four airports of the Balearic Islands
(including Palma de Mallorca). These 22 airports handle 79 million
passengers annually, or 52% of the Spanish market.

e |n Italy, IGPDecaux again was awarded" the street furniture
advertising contract for Turin, Italy's fourth largest city with more
than a million people, in partnership with AVIP, the principal
outdoor advertising agency in Turin. With a term of 20 years, this
agreement covers the design, installation, and maintenance
of 1,200 street furniture units (1,100 advertising faces).

¢ In Slovenia, Proreklam-Europlakat, a subsidiary of Europlakat
International (50%-owned by JCDecaux via our Austrian
subsidiary, Gewista), and Ankinder Graz won the bid for bus
shelters in Ljubljana, the capital of Slovenia (300,000 people).
This contract, with a term of 15 years, involves the installation
of 450 bus shelters (900 advertising faces).

(1) JCDecaux had, in fact, already won this bid in February 2001, but the award
was later voided on technical grounds by the Administrative Court for the
Region of Piedmont.
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Asia-Pacific

e In Japan, MCDecaux, a joint-venture between JCDecaux SA and
Mitsubishi Corporation, won the bid for the first exclusive bus
shelter advertising contract in Yokohama. With a term of 20 years,
this agreement involves 500 bus shelters (1,000 advertising faces).
Yokohama, near Tokyo, is the second largest city in Japan, with a
population of 3.55 million people. Japan represents an advertising
market worth approximately US$ 30 billion, the second largest in
the world, 12% of which consists of outdoor advertising.

In China, JCDecaux Pearl & Dean (a wholly-owned subsidiary of
JCDecaux located in Hong Kong) signed a joint venture agreement
with the Shanghai airport authority (SIA/SAA) and the media
company Momentum. The agreement covers management of
internal and external advertising space at Shanghai's two airports:
Shanghai Honggiao Airport and Pudong International Airport.
With a term of 15 years (2005-2019), this exclusive agreement with
the Shanghai airport authority represents revenues estimated at
€490 million. The joint venture to manage this agreement, formed
in 2005, is 35% owned by JCDecaux, 50% owned by SIA/SAA,
and 15% owned by Momentum.

2. PARTNERSHIPS AND ACQUISITIONS

¢ In January 2004, via JCDecaux GmbH (formerly Klett Decaux
GmbH), we acquired 100% of the shares of the German company
WFA Wartehallen Finanz AG, which holds the bus shelter contract
for Stuttgart.

e [n March 2004, we increased our stake in Univier Communications
BV, a Dutch company that controls several leading outdoor
advertising companies in the Baltic States, from 50% to 75%.
The remaining 25% are owned by Univier Communications NV.

e In September 2004, JCDecaux and NBC Universal formed a joint
venture, NBCDecaux, to make a bid in connection with the public
tender for street furniture being conducted by the City of New
York. NBCDecaux is 70% owned by JCDecaux North America, a
subsidiary of the JCDecaux Group, and 30% owned by NBC
Universal.



THE OUTDOOR

COMPANY OVERVIEW

ADVERTISING INDUSTRY

Statistical information for outdoor advertising is less available and
less consistent than in other fields of advertising. In an attempt to
provide the most accurate information possible, we have collected
the following data from a variety of sources. When these sources
gave conflicting data, we attempted to reconcile this information in
light of our own experience in this market.

1. SEGMENTS OF THE OUTDOOR ADVERTISING
INDUSTRY

1.1 Three main segments

Outdoor advertising consists of three principal types of activities:
advertising on billboards (“Billboard”), advertising on and in public
transportation vehicles and stations (“Transport”), and advertising on
street furniture (“Street Furniture”). Billboard is the most traditional
and continues to be the most used form of outdoor advertising.
Transport consists of advertising in or on buses or subway cars;
inside buses, subways, and train stations; and inside airports and
ferry terminals.

Advertising on street furniture (bus shelters, free-standing informa-
tion panels (MUPI®), large-format (Senior® 8m?) advertising panels,
and multi-service columns) is the newest activity in outdoor
advertising. It is also the fastest growing segment. Other outdoor
advertising activities, such as advertising on shopping trolleys or in
gas stations, are grouped together as “ambient media”.

Based on our knowledge of the market, we estimate that, in 2004,
Billboard accounted for more than 50% of worldwide outdoor
advertising spending, Transport accounted for approximately 26%,
Street Furniture accounted for approximately 18%, and ambient
media accounted for the remaining 6% (source: JCDecaux).

1.2 The position of outdoor advertising in the advertising
market

In 2004, outdoor advertising spending worldwide was approximately
€17 billion, representing 5.2% of worldwide advertising spending,
estimated at €323 billion (source: ZenithOptimedia estimates,
December 2004, based on a 2003 average annual exchange rate of
€0.89 per U.S. dollar).

Advertising money spent on outdoor advertising, expressed as
percentage of the total amount of advertising spending, was
highest in the Asia-Pacific region. In 2004, outdoor advertising
represented 8% of the advertising market in the Asia-Pacific region,
compared to 3%, 7%, and 3% of this market in North America,
Europe, and South America, respectively. ZenithOptimedia reported
a significant recovery in outdoor advertising spending in South
America during 2004.

2. OUTDOOR ADVERTISING: AN INCREASINGLY
RELEVANT COMMUNICATION CHANNEL

2.1 A growing audience

The audience for outdoor advertising has grown significantly during
the last five years, with people spending more time outside of their
homes, whether driving, walking on the street, riding in trains, or
walking in railway stations or airports. Outdoor advertising displays
have developed rapidly in shopping centres, grocery stores, pubs,
nightclubs, and even car parks.

Recent studies issued by the U.S. Department of Transport show
that the time that Americans spent driving to and from work
everyday increased by an average of 14% over the past ten years.
The number of miles driven and the number of car trips taken also
increased by 50% over this period. The study found that the length
of car trips has increased and that Americans spend an average of
one hour per day in their cars (source: U.S. DOT/National Household
Travel Survey/CTPP 2001).

In many countries, the average number of vehicles per 1,000 inhabi-
tants has been growing steadily, which means constant growth in
road traffic. In France, more than 60% of the working population
leaves its hometown every day to go to work, which is 15% more
than 10 years ago and 30% more than 20 years ago (source: Insee
surveys for 1999, 1990, 1982). In the European Union, the average
number of vehicles per 1,000 inhabitants rose by 25% between
1990 and 2003, with the highest level of growth being in Spain and
Italy where vehicle density rose by 39% and 29%, respectively, over
that period (source: Committee of French Automobile Manufacturers).
In South Korea, where we have a Street Furniture contract in the
capital, Seoul, growth was 314% over this period. Over the
same period, Brazil and Japan recorded growth of 36% and 27%,
respectively. These areas should therefore represent a significant
basis for growth of outdoor advertising in the years to come.

According to IATA (International Air Travel Association), international
passenger volumes in 2004 experienced the strongest rebound since
the 1991 recovery from the first Gulf War. The tragic events of
September 11, 2001 in the United States, the war in Iraq and the SARS
epidemic are now behind us: for 2004, IATA has announced a 15%
growth in air traffic on international flights (press release of January
2005) and a 6% growth on domestic flights (/ATA Passenger Forecast
2004-2008', November 2004). IATA has also forecasted annual average
growth in air traffic of 6% over the next four years (2005-2008). This
growth should be fuelled by good economic prospects worldwide, the
rebound of air traffic in Asia, the continued expansion of the European
Union, and deregulation of air travel, which should make it more acces-
sible for more people (lower fares).

ACI Europe recently reported that air traffic figures for December
2004 compared with December 2003 showed an overall increase in
air passenger traffic among member airports. The airports of Prague
(+26.9%), Cologne/Bonn (+15.4%), Palma de Mallorca (+15.0%),
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Manchester (+10.8%), Dublin (+9.9%), London Gatwick (+7.9%),
Madrid Barajas (+5.1%) and Amsterdam (+3.9%) all experienced
a significant increase in air passenger traffic in December 2004
(source: ACI Europe Airport Traffic Report - December 2004).

2.2 Growing fragmentation of traditional media

As many studies show, outdoor advertising continues to benefit from
the increasing fragmentation of the “in-home” advertising market,
where increasing numbers of cable, satellite and broadcast
television channels, as well as Internet sites, compete for the
viewer's attention.

In the United States, the strong growth of the Internet is threatening
the effectiveness of television advertising. Ongoing research from
the University of Southern California's Annenberg Center for Digital
Future, entitled “The Digital Future Report”, reveals that consumers
are increasingly surfing the web instead of watching television. The
study shows that the average number of hours spent online
per week has grown steadily since 2000. Whereas users spent an
average of 9.4 hours per week surfing the Internet in 2000, they
spent an average of 12.5 hours online per week in 2003. This study
also shows that Internet users spent 4.6 hours less per week in front
of their televisions than non-users (or 28% less time). The rise in
popularity of high speed Internet services, now used by 53.6% of
American users (source: Bandwidth Report, December 2004), has
also had a significant impact on media consumption habits in the
United States. The USC Report shows that Internet users without
high-speed connections tend to connect to the Internet for relatively
long periods of 30 minutes, whereas users with high-speed access
tend to go online in short bursts, coinciding with television commer-
cial breaks.

In May 2004, Wanadoo, the UK's largest ISP, conducted a similar
study. It showed that levels of TV viewing were negatively impacted
by Internet usage. Their research showed that high-speed Internet
users spent significantly less time watching television than users
without high-speed connections. This trend is likely to increase in
the future as Europe and the U.S. catch up with Asia in terms of
broadband penetration. Western European residential broadband
uptake has developed rapidly in the past two years. According to
the Forrester Research report “European Residential Broadband
Forecast: 2004 to 2010”, by 2010, European broadband penetration
should reach 41% (72 million households), or 67% of households
with Internet access.

The growing availability of high-speed Internet continues to reduce
the effectiveness of television advertising and calls into question
its position among the mass media. This process appears to be
accelerating and provides an opportunity for the development of
outdoor advertising.

Following the study conducted by the BBC on media use during
2003, we decided to sponsor a similar study by the Institute
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of Practitioners in Advertising (IPA) called “Touchpoints,” involving
10 media owners including JCDecaux. This new study is intended
to provide a link among the UK media industry's various research
organisations (Postar for outdoor advertising) through a consumer
study that will track media consumption for a representative sample
of the public across all hours of the day. A selected sample of
participants was asked to fill out a detailed questionnaire covering
lifestyle and media habits and to use an electronic diary to record
their media and travel habits on a half-hourly basis over the course
of a week. Once this information has been processed and sorted, it
will be analysed to create a multimedia picture of consumer habits.
Touchpoints is believed to be the only system in the world to
combine available media research tools together in one single study.
The study will provide a unique cross-media planning tool, and
JCDecaux has proactively lobbied for the inclusion of outdoor
advertising in the study, with the firm belief that this will have a
positive impact on advertisers' use of outdoor advertising.

2.3 A more attractive medium

Our capacity for innovation means that we are able to offer adver-
tisers communications media that are increasingly attractive and
that support the growth of the outdoor advertising medium. In
addition to recent technological and qualitative innovations that we
have developed, such as scrolling panels, electronic updating of
furniture, and plasma screens, we recently developed a line of pro-
ducts called “Innovate”, used primarily in the United Kingdom.
These products help make media more interactive and attractive.
An increasing number of advertisers are becoming interested in
making their advertising interactive, so as to allow consumers to
test a product and receive more messages relating thereto than it
is possible in a traditional advertising campaign.

Among the many “Innovate” products we have developed, we
propose “Interact”, which allows a consumer to select and obtain
desired information directly through the advertising medium itself;
“Showscreen”, which involves placing a television screen into an
advertising panel, allowing for transmission of several messages to
a consumer, and, more recently, “Opinionator”, which allows
passers-by to vote or to participate in surveys directly through the
advertising medium. This product was used in 2004 to launch the
film “Alien Versus Predator”, and recorded more than 64,000
contacts at a single location.

Likewise in 2004, we worked together with Hypertag, a supplier of
a technique that allows consumers to receive information on a
mobile phone from transmitters installed in advertising panels.

We have also been a leader in dynamic images, allowing advertisers
to strengthen the impact of their visual advertising and facilitate
reception of their message. As a result of an innovative lenticular
device, we can now offer advertisers an interactive product, at
reduced cost, that allows for the transmission of different images
through the same medium depending on the angle at which the



panel is viewed. This approach multiplies visual contacts and
facilitates reception of the message.

All of these innovative products, along with sound, moving lights,
and ultra-violet light, have changed the image of outdoor
advertising for advertisers, which has contributed to growth in this
advertising medium.

2.4 Competitive cost per contact

Despite an extremely competitive environment due to the continued
decline in advertising rates for television and print media, outdoor
advertising continues to offer a cost per contact that is significantly
lower than that of other media.

For €1,000 spent on advertising in the United Kingdom in 2004,
outdoor advertising offered 502,756 contacts, compared to 461,270
in 2003 (source: Outdoor Advertising Association/Postar); radio
offered 261,047 contacts, compared to 283,568 in 2003 (source:
Initiative Media); television offered 114,263 contacts, compared to
118,680 in 2003 (source: Initiative Media); and newspapers offered
52,411 contacts, compared to 56,252 in 2003 (source: National
Readership Survey/initiative Media). The growing fragmentation in all
media other than outdoor advertising resulted in a decline in contacts
delivered in 2004 as compared to 2003.

2.5 Reliability and improvements in audience measurement

In the media world, the most advanced forms of advertising have
analytical tools that allow purchasers of advertising space to
effectively plan their campaigns. Traditionally, outdoor advertising,
unlike other major media, has not had a reliable way to measure its
audience. For several years, through our subsidiary JCDecaux
WorldLink, we have pioneered the development of audience
measurement for outdoor advertising. In 2004, we made significant
developments that will further enhance the attractiveness of this
medium to advertisers.

We have significantly contributed to the development of a consis-
tent approach to outdoor audience measurement in Europe, the
United States, and the Asia-Pacific region. Using our reputation,
we developed a reference methodology, or “best practice” of
audience measurement, together with other key players in outdoor
advertising. This methodology, which has been gradually imple-
mented with success in various regions of the world, should
improve the level of coverage and increase the frequency of
audience measurement for outdoor advertising in order to allow
comparability both with other main advertising media and from one
outdoor advertising segment to another. Global advertisers will
thus be able to develop a worldwide strategy for purchasing media
space from one medium to another, increasing the ease of use and
effectiveness of the medium. This reference methodology has
already been adopted by the United Kingdom, Sweden, Ireland,
and Finland. In the United Kingdom, where the system is further
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advanced than in other countries, we believe that the audience-
measuring methodologies have allowed us to raise our prices due
to demonstrated higher audiences for high-quality panels.

In France, our key market, the Street Furniture business recently
decided to join Affimétrie®, the major measurement agency, which
was previously restricted to the audience for Billboard. As a result,
we will have a more complete measurement of the outdoor
medium in France, Europe's largest outdoor advertising market.
Results for the Street Furniture study are to be published in 2005
and further developments are planned in 2005 to allow the system
used by Affimétrie® to measure the audience in the entire country,
taking into account the variety of advertising displays. We believe
that these developments will continue to underpin confidence in
outdoor advertising in France, where it enjoys one of the most
competitive positions in Europe.

In connection with development of its expertise for the advertising
industry, JCDecaux Airport France has worked for two years, in
partnership with Ipsos, on an on-site, single source audience poll.
“Media Aéroport Performances” (MAP) is designed first and
foremost to better understand the media audience by providing
precise quantitative measurements of the airport audience.

This survey will also make it possible, as a result of specifically
designed media software, to measure the performance of media
through indicators widely used by the advertising industry:
measurement of coverage, number of contacts, GRP (Gross Rating
Point), cost per thousand of persons reached, etc. — by face or by
network. This is a major innovation for this type of medium, which
can now measure its impact as do print, television, or radio media
in France.

Following work we conducted in Denmark, the players in the
outdoor advertising market in the United States, Italy, and
Switzerland have developed audience measurement systems that
they have attempted to improve by employing GPS devices to
monitor the movement of representative samples of people.
Gathering such data via GPS could provide a major methodologi-
cal improvement. Previously, analysis of movements was based on
the recollections of people surveyed.

The number one advertising market in Europe, Germany, has also
decided to employ this method of data collection and has been
testing the technology throughout 2004. To carry out this test,
German researchers have built upon the work already completed
by Swiss Poster Research (SPR), which is heavily supported by
Affichage Holding, a leader in outdoor advertising in Switzerland.
SPR has developed an advanced GPS device and post-data-col-
lection analysis software, allowing the cartographer to chart move-
ments of individuals precisely and analyse them on the basis of the
positioning of outdoor advertising structures.
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In the United States, players in the outdoor advertising
market have adopted the approach to audience measurement
methodology pioneered in Europe, and the major American
research organisation, Nielsen Media Research, is working to bring
GPS-based audience accountability to this market. Nielsen has
appointed an advisory committee that includes JCDecaux and
other major participants in the market. In 2004, Nielsen conducted
a major audience measurement survey of outdoor advertising
displays in Chicago, with results currently being examined by the
U.S. industry prior to publication. Advertisers will for the first time in
the U.S. be able to look at the audience delivery of different combi-
nations of outdoor advertising vehicles by demographic group, a
system increasingly common in Europe. This represents a key
development in the U.S. market, where outdoor advertising has for
a long time suffered from a lack of reliable measurements compa-
red to other media. This situation may explain why advertising
expenditures in outdoor advertising have been relatively weak for
so long in the United States in comparison to European markets.

In most of the markets described above, the audience measurement
techniques, which were previously used only in the Billboard
business, have been extended to all types of outdoor advertising,
including transport advertising and, more recently, advertising
structures located near points of sale. This will soon allow
advertisers to more easily plan their campaigns and purchase
outdoor advertising networks more coherently, further boosting the
attractiveness of this medium.

Finally, in many markets, we have significantly invested in studies
designed to evaluate the effectiveness of outdoor advertising
campaigns and that, when conducted on a broad range of
campaigns, are of particular relevance to advertisers. In 2003,
in Sweden and the Netherlands, these studies were enhanced by
use of the Internet for data collection. This approach allows a
greater range of studies to be cost-effectively measured, along
with a faster turnaround of results for our advertisers and agency
customers.
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3. COMPETITIVE ENVIRONMENT

3.1 Three major global players

In general, we compete for advertising revenues against other media
such as television, radio, daily, weekly and monthly newspapers,
magazines, cinema, and the Internet.

In the area of outdoor advertising, several major international
companies operate in all three principal market segments (Billboard,
Street Furniture, and Transport) and in multiple countries. Our major
competitors worldwide are Clear Channel and Viacom, acting
through their respective outdoor advertising affiliates.

3.2 Many local competitors

We also face competition from local competitors, especially in

Billboard, the largest of which are as follows:

¢ France: Metrobus (Transport).

e United Kingdom: Maiden (Billboard), Primesight (Billboard), and
Van Wagner (Billboard).

¢ Belgium: Belgian Poster (Billboard) and Business Panel (Billboard).

e Germany: Stréer/DSM (Billboard and Street Furniture), AWK
(Billboard), Degesta (Street Furniture), and DERG (advertising in
train stations and Billboard).

e Austria: EPA (merger of Aussenwerbung/Ankiinder and Heimat-
werbung) (Billboard), Ankiinder Steiermark (Street Furniture).

e Spain: Cemusa (Street Furniture).

e United States: Lamar Advertising Company (Billboard), Interspace
(Airport advertising), Regency (Billboard), Adams Outdoor (large-
format Billboard), Van Wagner (Billboard and telephone booths),
and Tri-State/PNE Media (Billboard).

e Canada: Pattison Outdoor (Street Furniture, Billboard, and
Transport), Astral Media (Street Furniture, Billboard).

e Australia: APN (Transport) acting especially for Buspak (Transport),
and Adshel (Street Furniture), Cody & Australian Posters
(Billboard), and Eye Corporation.

¢ Russia: News Outdoor (Street Furniture, Billboard, and Transport).

In other countries, we also face significant local competition, and
some competitors have leading positions in their areas.
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3.3 The main players in outdoor advertising

The table below shows the fifteen largest outdoor advertising groups in terms of market share, based on 2004 revenues, set forth in order
of magnitude:

Company Nationality Revenues Geographic presence
(in million $)

Clear Channel Outdoor United States 2,447 United States, Europe,

Asia-Pacific,

South America, Africa

JCDecaux France 2,030 Europe, United States,

Asia-Pacific, North
and South America

Viacom Outdoor United States 1,880 United States, Mexico, Canada, Europe
Lamar United States 884 United States, Canada
Stroer/DSM @) Germany 500 Germany, Poland
Affichage Holding Switzerland 242 Switzerland
Metrobus France 174 France
Maiden United Kingdom 169 United Kingdom, Ireland
AWK @ Germany 155 Germany
News Outdoor @ Russia 150 Russia
Wall Germany 102 Germany, Netherlands,

Turkey, Russia, United States
DERG® Germany 100 Germany
Van Wagner @ United States 100 United States, United Kingdom
Pattison @ Canada 80 Canada
Cemusa ® Spain 63 Spain, Portugal, Mexico, South America

Source: Research reports, press releases, Internet sites of the companies and estimates of JCDecaux Group, with currency translations based on an average quarterly
exchange rate of $/€0.8036 in 2004 and an average annual exchange rate of $/£ 0.5456 and $/SWF 1.2410 in 2004.

(1) This amount does not include revenues generated by Affichage Holding, a Swiss company in which JCDecaux is the principal shareholder with a 30% interest, nor
revenues generated by Wall AG, a German company in which JCDecaux owns a 35% interest.

(2) JCDecaux estimate.

(3) 2003 Revenues.
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ONE BUSINESS,
THREE SEGMENTS

1. OUR STRATEGY

We reach over 170 million people everyday through a unique
network of advertising displays. Our objective is to continue to
strengthen and expand this network in areas of high population
density and high living standards in order to continue to grow and
improve our profitability, which is already among the highest, if not
the best, in the industry.

To achieve this objective, our strategy has developed along three

major lines:

e pursue organic growth, by winning new advertising contracts in
towns, cities, metros, and airports that we deem most attractive;

* make targeted acquisitions to gain a leadership position or
strengthen an existing position in our markets, and to improve our
share of the outdoor advertising market by building a national
network, which should help to increase our pricing power as a
result;

* maximise the commercial attractiveness and profitability of our
advertising networks in every country where we operate.

1.1 Organic growth

We seek to continue building the most attractive advertising
networks for our advertisers in each of our three business segments
by:

e targeting cities and airports and other transportation systems in
each country that have strong commercial potential, in order to
develop an advertising network on a national scale;

e creating new products and services that anticipate or respond to the
needs of cities, airports and other transportation systems, and
providing unequalled maintenance service to win public tenders for
advertising contracts with these cities and airports and other
transportation systems;

e using proprietary market research tools (like Géo-Logic®) to build
advertising networks that meet the demands and budgets of our
advertisers (homogeneous national or regional coverage, targeted
networks, time-share campaigns, etc.);

e offering a wider audience to advertisers who target their audience
both in downtown areas, through a street furniture network that is
unique in Europe, and in city outskirts, through a national display
network in most European countries;

¢ developing a comprehensive pan-European presence in each of our
business segments to respond to the growing demand of our largest
international advertisers;

e developing operational methods that make it possible to adapt and
build networks in line with advertisers' requirements.

1.2 Participate in the consolidation of outdoor advertising

We believe that our solid financial structure and the strength of our
advertising network, particularly in Europe, give us a significant
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advantage in seizing acquisition and partnership opportunities to enter
new markets or strengthen our leading position in European markets.

This strategy enables us to expand in cities where Street Furniture
contracts have already been awarded, capitalise on synergies of our
operations at a national level or complete our product offering. Our
partnership with Gewista, created in 2001 and strengthened in 2003
through the increase of our stake to 67%, has enabled us to extend
our Billboard and Street Furniture networks in nine countries in
Central Europe and to become a major player in Street Furniture in
Austria. In Italy, where JCDecaux has had a partnership with
IGP since 2001, IGPDecaux has become the leader in outdoor
advertising and now has a truly national presence in Billboard and
transport Advertising. This national dimension has strengthened our
commercial capability in Italy, helping us to win the street furniture
tender in Naples and Turin and to sign a partnership for advertising
in the airports of Rome.

We believe that we have successfully integrated the companies
that we have acquired or with which we have entered into a
partnership in recent years, in countries such as France, Sweden,
the Netherlands, Germany, Spain, Portugal and Italy. Based on this
experience, we also successfully completed the integration of
recently acquired companies, especially Gewista in Austria and
Unicom (75%-owned since March 2004) in the Baltic States.

The main aspects of our acquisition strategy include:

e acquiring, or establishing partnership agreements, with companies
holding strong positions in their market;

e capitalising on our resources (products, operating expertise, mar-
keting strength) to develop and maximise the potential of these
new markets;

¢ developing commercial synergies;

e centralising and reducing costs.

1.3 Maximising the potential of our network

We will continue to maximise the growth potential and profitability

of our advertising networks by combining our experience of more

than 40 years in outdoor advertising with our unique international
presence, state-of-the-art products, and innovative sales and
marketing strategies. In particular, we seek to:

e retain control of the key locations of our street furniture products,
to maximise the visibility and advertising impact of our networks
for advertisers;

e pursue product and marketing innovations and maintain a pricing
policy that reflects the superior quality of our networks;

e capitalise on the synergies among our Street Furniture, Billboard,
and Transport businesses to develop pan-European business
alliances and/or offer multi-country and/or multi-format advertising
campaigns to major international advertisers;



e continue to develop outdoor market research and audience
measurement techniques to reinforce the attractiveness of the
outdoor medium for advertisers;

e conduct sophisticated socio-demographic, behavioural, consumer,
movement and audience studies to build networks that meet our
clients' advertising objectives;

¢ provide quantitative audience data to measure the performance
of our networks with respect to a specific audience.

2. STREET FURNITURE

2.1 The concept of street furniture

A simple but innovative idea

In 1964, Jean-Claude Decaux invented the concept of “street
furniture” around a simple but innovative idea: to provide
well-maintained street furniture free of charge to cities and towns
in exchange for the right to place advertising on these structures.
From the beginning, street furniture became a very attractive
medium for advertisers, because it gave them access to
advertising space in city centres in areas where advertising was
generally very restricted.

State of the art products

For over 40 years, we have been designing and developing street
furniture products that combine design and public service for cities
with advertising effectiveness for advertisers.

Our Group:

e designs innovative, state-of-the-art products that enhance the
quality of urban life, such as: bus shelters, free-standing informa-
tion panels (MUPI®), automatic public toilets, larger format adver-
tising panels (Senior®), multi-service columns (such as the Morris
columns in France), kiosks for flowers or newspapers, public
trash bins, benches, citylight panels, public information panels,
streetlights, street signage, bicycle racks and
shelters, recycling bins for glass, batteries or paper, electronic
message boards and interactive computer terminals;

develops a coordinated range of street furniture by working
closely with internationally renowned architects and designers,
such as: Mario Bellini, Philip Cox, Peter Eisenman, Sir Norman
Foster, Christophe Pillet, Philippe Starck, Robert Stern, Martin
Szekely, and Jean-Michel Wilmotte;

determines, according to the advertising potential, the amount of
advertising space needed to finance a city's street furniture
equipment needs;

selects advertising locations and positions its products to
maximise the impact of advertising; for example, we position
advertising space on bus shelters head-on to road traffic;

offers a mix of advertising and public service products that
enable it to improve the quality of life in cities and towns, while
maximising the “opportunities to see” its advertising products.

COMPANY OVERVIEW

We design multi-functional street furniture (bus shelters and
multi-service columns that integrate a public phone, an automatic
public toilet or a point-of-sale transportation ticket vending
machine) that blends in with the city landscape, reduces street
clutter and provides the highest level of service.

Priority given to maintenance and service

We are recognised by cities, towns and advertisers for the quality of
our maintenance service in connection with our street furniture
contracts. As of December 31, 2004, approximately two thirds of our
Street Furniture employees were responsible for the cleaning and
maintenance of our street furniture and for poster management.
We require all of our maintenance employees and those responsible
for the hanging of posters to undergo rigorous training in our
in-house facilities to ensure that they will maintain our know-how
and the excellent reputation for maintenance service of our street
furniture, which contributes to our international renown.

2.2 Street furniture contrats

Characteristics of contracts

Most of the street furniture contracts we enter into today with cities,
towns, and other government agencies result from a process of
competitive bidding specific to public procurement procedures.
Street furniture is installed primarily in city centre locations and along
major commuting routes where pedestrian and automobile traffic is
the highest. Street furniture contracts generally require us to supply
products which contain advertising space, such as bus shelters,
free-standing information panels (MUPI®), columns, etc., and may
also require us to supply and install non-advertising products, such
as benches, public trash bins, electronic message boards or street
signage. Contracts tend to be different depending on the needs of
the local government, the volume of non-advertising street furniture
desired, and the level of our involvement in management of the
street furniture program.

Our strategy is to install and maintain street furniture at our expense
in cities and towns with which we have a contractual relationship. In
exchange, we are granted the right to sell the advertising space
located on some of the street furniture.

Some contracts also include an exclusive right to install additional street
furniture and specify the conditions under which we can
display advertising in the areas covered by our contracts. In general,
contracts provide for installation of additional street furniture as new
needs develop. Finally, the initial location of street furniture is usually
mutually agreed upon. The type and content of the advertisements we
display may be subject to specific limitations set forth in the contract,
and there may be a right of periodic inspection by the local government.

When we pay an advertising fee, the cost of such fee is generally
compensated for, in whole or in part, by the fact that we install few
or no non-advertising products. In 2004, 13.5% of Street Furniture
revenues went to cities and towns in the form of advertising rents
and fees.
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Historically, almost all of our street furniture contracts were entered
into with cities or towns granting us the right to install street furniture
in public areas. Few street furniture contracts were concluded with
private landowners. For several years now, we have expanded our
Street Furniture business to serve shopping malls, in particular in the
United States, Europe, South America and Japan. Under the
agreements reached with the owners of these shopping malls, we
now install street furniture in the private as well as the public
domain.

Street furniture contracts for shopping malls
Shopping mall contracts for street furniture generally take the form
of master agreements entered into with the operators of malls and a
separate agreement entered into with the managing agent of each
mall. The terms and conditions of the separate agreements
incorporate the provisions of the master agreement, and may vary
depending on the size, design, and character of the mall. Master
agreements provide that operators will afford us the opportunity to
enter into individual concessions with all of the malls that they
control, and that they will use their best efforts to convince the malls
in which they have an investment, but do not control, to enter into
individual agreements with us. Any new mall acquired or developed
by the operators during the term of our master agreement becomes
covered by that agreement.

Principal provisions common to most of the street furniture contracts

in shopping malls are as follows:

¢ a term of ten to fifteen years, with a right to terminate early upon
material breach of the agreement by either party;

e an obligation to design, construct, install, and maintain wall
displays, advertising displays and public message boards at our
expense. Maintenance costs, as well as the amount of capital
expenditures required in connection with such contracts, however,
are less than those incurred in connection with street furniture
contracts involving the public domain;

e an exclusive right to use the common areas of the mall to market
and sell advertising space on fixed and scrolling panels, in
exchange for payment of a fee proportional to the net revenues
earned from such displays, together with payment of a minimum
rent, in some cases;

e provisions under which the mall's managing agent may ask us to
move billboards, at our expense, to another location in the mall.

Long-term contracts

Our street furniture contracts have terms of 8 to 25 years. In France,
the contract term is generally 10 to 15 years. As of December 31,
2004, our street furniture contracts had an average remaining term
of more than 8 years (weighted by 2004 advertising revenues and
adjusted to account for projected revenues from new contracts,
excluding shopping malls). In France, the average remaining term of
street furniture contracts is 5 years (weighted by 2004 advertising
revenues). Between January 1, 2005 and December 31, 2007, 17%
of our street furniture contracts (weighted by 2004 advertising
revenues) will come up for renewal.
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The natural attrition rate of our contract portfolio over the next
three years is provided for indicative purposes only and does not
necessarily reflect the evolution of either the commercial value of
advertising faces that are sold as advertising network packages
or of Street Furniture revenues.

Contracts may generally be terminated in the event of material
breach, as well as for public policy reasons.

In France, as a result of a decision in July 1998 by the French
Competition Commission (Conseil de la concurrence), certain terms
and conditions of our street furniture advertising contracts were
changed. In particular, new contracts entered into after July 1998
may no longer provide for automatic renewal at the end of their term
and may no longer have separate terms applicable to each
individual piece of street furniture installed, nor any right of first
refusal or other preferential right to install additional units identical
to the ones covered under the existing contracts.

High rate of success in competitive bids

We continue to successfully renew our existing street furniture
contracts through competitive bids and to win a high proportion
of the new contracts for which we bid. In France, in 2004, we
maintained a high rate of success in competitive bids involving the
renewal of existing contracts and the awarding of new contracts.
Overall, in 2004, we won 73% of the competitive bids for street
furniture advertising contracts (renewals and new) on which we bid
worldwide and 90% in France.

2.3 Geographic presence

Number one worldwide in Street Furniture

We are number one worldwide in Street Furniture in terms of
revenues and number of advertising faces. As of December 31,
2004, we had street furniture contracts in approximately 1,500 cities
of more than 10,000 inhabitants, totalling more than 304,000
advertising faces in 36 countries. We have a portfolio of street
furniture contracts that is unique in the world and that includes
advertising contracts in 32 of the 50 largest cities in the European
Union. In addition to our public domain operations, we are also
present in 724 shopping malls around the world.

In 2004, Street Furniture accounted for 54.2% of our revenues.

We believe that having street furniture contracts in major cities in
each country is essential to being able to offer a national advertising
network to advertisers. As a result of this unique presence in Europe,
we are the only outdoor advertising group able to create, networks
that enable advertisers to undertake pan-European advertising
campaigns, which more and more international advertisers prefer.



As of December 31, 2004, the geographic coverage of our Street

Furniture business was as follows:

Country Number of

advertising faces
France 91,600
United Kingdom 16,300
Rest of Europe () 167,400
Americas @ 17,600
Asia-Pacific © 11,500
Total 304,400

A street furniture network unique in Europe
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(1) Includes Germany, the Netherlands, Belgium, Luxembourg, Spain, Portugal,
Sweden, Norway, Finland, Denmark, Austria, Croatia, Bosnia, Hungary, Italy,
Serbia-Montenegro, Slovenia, Iceland, Latvia, Lithuania, Estonia, the Czech
Republic and Slovakia. Among these countries, the majority of advertising faces
are located in Germany, the Netherlands, Belgium, Sweden, Portugal and
Finland.

(2) Includes Argentina, Brazil, Canada, Uruguay and the United States. The
majority of faces are located in the United States.

(3) Includes Australia, Japan, Korea, China, Singapore and Thailand.

We have an exceptional presence in Europe as a result of a contract portfolio that is unique in large European cities in terms of population.
As of December 31, 2004, we had street furniture contracts in 32 of the 50 largest cities of the European Union (), as indicated in the table

below.

City Country Population Principal Street Furniture
(in millions) operators

Clear Channel @

London United Kingdom 7.36 (Adshel)/JCDecaux
Berlin Germany 3.39 Wall @
Madrid Spain 3.09 JCDecaux/Cemusa
Rome Italy 2.54 Clear Channel
Paris France 2.13 JCDecaux
Hamburg Germany 1.73 JCDecaux
Budapest Hungary 1.71 Intermedia/Mahir
Warsaw Poland 1.69 AMS
Barcelona Spain 1.58 JCDecaux
Vienna Austria 1.55 JCDecaux @
Munich Germany 1.25 JCDecaux
Milan Italy 1.25 IGPDecaux ©
Prague Czech Republic 1.17 JCDecaux
Naples Italy 1.01 IGPDecaux ©
Brussels Belgium 1.00 JCDecaux
Birmingham United Kingdom 0.99 JCDecaux/Clear Channel (Adshel)
Cologne Germany 0.97 JCDecaux
Turin Italy 0.86 IGPDecaux ©
Marseilles France 0.80 JCDecaux
Valencia Spain 0.78 JCDecaux/Cemusa
Lodz Poland 0.78 AMS
Stockholm Sweden 0.76 JCDecaux/Clear Channel (Adshel)
Cracow Poland 0.76 AMS
Athens Greece 0.75 Alma
Amsterdam The Netherlands 0.74 JCDecaux
Riga Latvia 0.73 JCDecaux
Leeds United Kingdom 0.72 Clear Channel (Adshel)
Seville Spain 0.71 JCDecaux © /Cemusa
Palermo Italy 0.68 Damir
Frankfurt Germany 0.64 Stroer
Wroclaw Poland 0.64 AMS

ONE BUSINESS, THREE SEGMENTS > 19



City Country Population Principal Street Furniture

(in millions) operators
Saragossa Spain 0.63 JCDecaux
Genoa Italy 0.60 Cemusa
Rotterdam The Netherlands 0.60 Viacom
Dortmund Germany 0.59 Wall/Ruhfus
Essen Germany 0.59 Stroer
Stuttgart Germany 0.59 JCDecaux
Glasgow United Kingdom 0.58 JCDecaux
Poznan Poland 0.57 AMS
Dusseldorf Germany 0.57 JCDecaux/Wall®
Lisbon Portugal 0.56 JCDecaux/Cemusa
Helsinki Finland 0.56 JCDecaux
Malaga Spain 0.55 Cemusa
Bremen Germany 0.54 JCDecaux
Vilnius Lithuania 0.54 JCDecaux
Hanover Germany 0.52 Stroer
Sheffield United Kingdom 0.51 JCDecaux/Clear Channel (Adshel)
Duisburg Germany 0.51 Stroer
Copenhagen Denmark 0.50 JCDecaux/Clear Channel (Adshel)
Leipzig Germany 0.50 JCDecaux

Source: Government census reports and T.Brinkhof “The principle agglomerations of the world”, January 2005 (http://www.citypopulation.de).

(1) As of December 31, 2004, the European Union consisted of the following countries: Austria, Belgium, Cyprus, Czech Republic, Denmark, Estonia, Finland, France, Germany,
Greece, Hungary, Ireland, ltaly, Latvia, Lithuania, Luxembourg, Malta, Poland, Portugal, Slovakia, Slovenia, Spain, Sweden, the Netherlands and the United Kingdom.
Half of Clear Channel's bus shelters in London are presently up for competitive bids.

JCDecaux owns 35% of Wall's share capital.

We own 32.35% of IGPDecaux's share capital.

@
®)
(4) We are present in Vienna through our subsidiary Gewista, in which we own a 67% interest.
©)
©)

We are present in Seville through our subsidiary Planigrama.

In 2004, our street furniture concessions in these 32 European cities
accounted for approximately 35% of our Street Furniture revenues.
These contracts had an average remaining term of nearly 7 years
(weighted by 2004 revenues).

In Europe, we renewed several street furniture contracts, especially
in France, Belgium, and Estonia.

In France, we have exceptional territorial coverage, with street
furniture contracts in 645 cities and towns, including Paris, Lyon,
Marseilles, Lille, Bordeaux, Toulouse, Nice, Aix-en-Provence, Toulon,
and Grenoble, i.e., the largest French cities in terms of population.
Although France, the birthplace of our company, remains our largest
country for Street Furniture, its relative share of our Street Furniture
revenues continues to decline gradually as our international business
develops.

In 2004, we renewed street furniture contracts with the cities of
Grenoble, Pau, Vannes, Montauban, Anglet, Chalons en
Champagne, St Etienne and Thionville, and won a major contract
with the Greater Lyon Community (Communauté Urbaine de Lyon),
the second largest city in France, where we began operating as a
company 40 years ago. On the other hand, we were not awarded the
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bid for installation of bus shelters in Bordeaux, but remain in a position to
include the Bordeaux area in our Street Furniture offering, given our exis-
ting positions in Bordeaux and our ability to offer information panels and
large-format advertising panels (MUPI® and Seniors®).

North America, a priority growth market

We have been present in the United States since 1994, when we won
our first street furniture contract in San Francisco. In 2001, in partner-
ship with Viacom Outdoor, we won the street furniture contract with
Los Angeles for a term of 20 years. Then in 2002, we won a contract
with Chicago, also for a term of 20 years, as well as our first street
furniture contract, in partnership with Viacom Outdoor, in Canada with
Vancouver, the third largest Canadian city.

In 2003, we acquired 50% of Wall USA, a company that holds the
street furniture contract with Boston until 2021. As of December 31,
2004, we held, directly or indirectly, street furniture contracts for four
of the five largest urban centres in the United States (Los Angeles,
Chicago, Boston, and San Francisco) and are thus in a position to
offer unique coverage to advertisers. We believe that our bid for a
contract with the city of New York, which we submitted during 2004,
constitutes a major growth opportunity.



The Group extends its expertise to shopping malls

We are also developing our Street Furniture business in the United
States in shopping malls, which we view as the real “downtown” of
many cities in the United States. In fact, Americans make most
of their essential consumer purchases (except for automobiles)
in malls, where they also visit movie theatres and restaurants. In
addition to a large audience, shopping malls offer the advantage of
having a commercial purpose and provide advertisers with an
opportunity to advertise next to points of sale. Present in 99
shopping malls in the United States, we have a 40% market share
in shopping malls in the 20 largest American urban areas. Our
contracts with shopping malls include some of the most prestigious
malls in the United States, including Roosevelt Field (New York),
The Mall at Short Hills (New Jersey), Water Tower Place in Chicago
(lllinois), and Century City and Beverly Center in Los Angeles
(California).

We have also successfully launched street furniture advertising in
shopping malls in other countries. As of December 31, 2004, we had
street furniture panels in approximately 539 shopping malls in
15 countries in Europe (Belgium, Bosnia, Czech Republic, Finland,
France, Hungary, Portugal, Latvia, Lithuania, Norway, Serbia-
Montenegro, Slovenia, Spain, Sweden and the United Kingdom), as
compared to 395 malls in 2003. This significant growth compared to
2003 can be explained by the growth in our business in the Sektor
and Steen & Stroém malls in Norway. In Sweden, we also expanded
our presence in shopping malls, as we did in the United Kingdom,
where we are now present in 300 Tesco supermarkets, as compared
to 173 in 2003. In Japan, we are now present in 61 shopping malls
located in Japan's largest cities, compared to 46 in 2003. We have
also successfully developed this business in Argentina, Singapore,
and Hong Kong with 25 malls.

Key positions in Asia-Pacific and South America

We believe there is significant potential to develop our Street
Furniture business in the Asia-Pacific region and, to a lesser extent,
in South America, two geographic areas where the concept of
street furniture is still relatively new. Present in these two regions
since the early 1990s, we already have street furniture contracts in
Sydney in Australia, Singapore, Bangkok in Thailand, Macao in
China, and Seoul in South Korea (taxi shelters and bus shelters). A
significant event in Japan in 2004 was our success in winning the
bid for Yokohama, the second largest city in that country.
Advertising on street furniture had previously been prohibited, but
we see significant growth potential in this market. In South America,
we hold street furniture contracts in Salvador de Bahia in Brazil,
Montevideo in Uruguay, and Buenos Aires in Argentina (shopping
malls).

Future public bids: a reservoir for growth

We believe that the Street Furniture business has significant growth
potential and intend to pursue international growth in the coming
years. New street furniture contracts could be put out for bid in

COMPANY OVERVIEW

North America, especially in Toronto; in Europe, in Rome in Italy,
Sofia in Bulgaria, Warsaw in Poland, and in some German cities
where Stroer is present; in South America, in Sao Paulo in Brazil;
and in Asia, in Beijing and Shanghai in China, Taipei in Taiwan,
Melbourne in Australia, and in certain key Japanese cities.

2.4 Sales and marketing

We market our street furniture products as a premium quality
advertising medium. Grouped in networks, these spaces are sold
for advertising campaigns whose duration varies between 7 days
(referred to as “short conservation”) in France and the majority of
European countries, to 15 days in Spain and the United Kingdom, to
one month in the United States. We originated the concept of 7-day
campaigns, which allows us to increase the number of faces
available for new advertisements at the beginning of each week
(amounting to nearly a third of our advertising faces in France)
and thereby maximise territorial coverage and exposure for an
advertising campaign at a given place and time.

We market and sell all of our advertising space through our own
sales forces to advertisers and their advertising or media agencies.
Our rates are specified on standard rate cards, and it is our policy
not to offer discounts, other than volume discounts. Rates across
our network may vary according to the size and quality of the net-
work, the commercial attractiveness of the city, the time of year and
the occurrence of special events, such as the Olympic Games or the
Soccer World Cup.

To respond to the diversity of our clients' advertising needs, we offer
both very powerful mass media networks and targeted networks
built on the basis of sophisticated socio-demographic and
cartographic databases to offer a special appeal for precise targets.
This selectivity of faces makes it possible to get higher value from
our assets.

In 2003, in France, for example, we created Distingo®, a network of
2m? advertising faces (bus shelters and MUPI®) specifically targeting
highly-sophisticated urban women. Likewise, in 2004 we offered
a network of 2m? advertising faces, FamiliConso®, which allows for
specific targeting of households with above-average weekly income,
particularly adapted to advertisers of high-consumption products.
This strategy is being further pursued in 2005, with the creation of
a network of 2,000 faces (DIVA®) targeting households with the
highest levels of disposable income, a target market for many
products.

2.5 Contracts for the sale, lease, and maintenance of
street furniture

Principally in France and in the United Kingdom, we sell, lease, and
maintain street furniture, which generates revenues that are
recorded in the Street Furniture segment of our financial statements.
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In 2004, such activities generated revenues of €90.9 million,
representing 10.3% of our total Street Furniture revenues. The
relative portion of Street Furniture revenues attributable to this
activity has declined on a regular basis, as certain contracts reach
their conclusion and are not renewed.

3. BILLBOARD

We are the leading Billboard advertising company in Europe in terms
of sales. In 2004, Billboard represented 26.6% of our revenues.

Our billboards generally appear prominently near the principal
commuter routes of cities and their suburbs and permit advertisers
to reach a wide audience. Our billboard networks are situated
in several high-quality locations in terms of visibility in major cities
such as Paris, London, Brussels, Vienna, Madrid, and Lisbon, and
offer advertisers extensive territorial coverage in each country.

Our billboard activities also include illuminated advertising,
consisting essentially of the creation and installation of large-format
neon signs. We also offer wall wrap advertising. Present in 17 coun-
tries, with 148 neon signs, we currently cover the major European
capitals and aim to become stronger in Asia and Central Europe.
In 2004, illuminated advertising operations generated revenues
of €12.5 million, representing 2.9% of total Billboard revenues.

3.1 Characteristics of billboard contracts

We lease the sites of our billboards principally from private
landowners or building owners (private law contracts) and, to a
lesser extent, from city authorities (public law contracts), railway
authorities, universities, or real estate companies. We pay rent
directly to the owners of such land or buildings. Where state or local
government property is involved, billboard contracts are generally
awarded after a process of competitive bidding. In the United
Kingdom, we also own certain sites where we install billboards.

Principal terms and conditions common to most of our private

billboard contracts are as follows:

® a term of six years from the date of signature, with, for France,
automatic renewal from year to year after expiration of the initial
term, unless terminated earlier on notice of three months prior to
expiration, with such terms being longer in countries where the
term is not limited by law;

e free access to the location to the extent required for installation
and maintenance of the facility;

e provisions relating to the type of billboard, the type and surface
area of the faces that may be displayed and the rent to be paid to
the landlord;
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¢ landlord responsibility for ensuring that the billboards remain
visible, especially with respect to plant vegetation.

3.2 Geographic presence

As of December 31,2004, we had 196,500 advertising faces in
25 European countries (in nearly 3,000 European cities with more
than 10,000 people) and four Asia-Pacific countries (Thailand,
Singapore, Hong Kong, and Australia). The number of advertising
faces increased slightly in 2004 compared to 2003. We continued
our strategy of improving the quality of our large format billboards,
by dismantling certain low-quality panels and replacing them with
better, more state-of-the-art displays, which were scrolling or back-lit.
As of December 31,2004, we had approximately 51,300 large
format billboard faces in France. Our most significant city in terms
of business was Paris, where we had 2,117 advertising faces,
representing a market share of more than one-third in that city.

The neon sign advertising business is located principally in France,
but we are also developing this business in other countries, such as
Spain, Portugal, Poland, Hungary, and Belgium.

As of December 31, 2004, the geographic coverage of our Billboard
advertising faces was as follows:

Country Number of

advertising faces
France 51,300
United Kingdom 11,800
Rest of Europe ( 133,100
Asia-Pacific @ 300
TOTAL 196,500

(1) Includes Germany, Austria, the Netherlands, Belgium, Italy, Spain, Portugal,
Ireland, Sweden, Norway, Finland, Denmark, Bosnia, Bulgaria, Croatia, Estonia,
Lithuania, Latvia, Hungary, Czech Republic, Serbia & Montenegro, Slovakia, and
Slovenia.

(2) Includes Australia, Thailand, Hong Kong, and Singapore.

3.3 Our product offering

Our billboard offering includes a broad range of products, with
general coverage packages offering advertisers a true “mass media”
audience covering a wide geographic area, and more specific
packages that offer contact with an audience having certain
demographic or socio-economic characteristics.

The size and dimension of our billboards vary across our networks,
primarily according to local regulation. In all areas, though, our
billboards and neon signs are characterised by a high level of
quality and visibility, which is essential to attracting our advertisers'
target audience. Our premium billboards are also illuminated, which
we estimate increases their audience size by up to 40%.



Our new billboards feature successful street furniture concepts,
such as back-lit and scrolling panels. The use of scrolling panels
increases the number of faces that can be marketed per display and
creates new marketing opportunities, such as timesharing.

Since the acquisition of Avenir in 1999, we have invested signifi-
cantly to improve the quality of our Billboard network, especially in
the major markets of France and the United Kingdom. Each qualita-
tive improvement has enabled us to strengthen the advertising effec-
tiveness of our networks and differentiate our product offering to
advertisers. For the most visible and prestigious displays, for exam-
ple, we have continued to replace fixed panels by 8, 12, and 18 m?
back-lit scrolling panels called “Vitrines®”.

As of December 31,2004, we had installed almost 3,800 Vitrines®
in France, almost 250 in the United Kingdom and approximately
700 spread over nine other European markets, mainly in Belgium,
Sweden, the Netherlands, Spain, and Portugal.

In 2004, in France, 39% of the advertising faces offered in our
short-term campaigns were illuminated, significantly exceeding
that of our competitors' networks in France, which had only 31% of
their billboards back-lit on average.

In the United Kingdom, we also invested in this segment to increase
the number of back-lit panels. In 2003, we were the first national
company to exceed a 50% illumination level. In 2004, we grew this
level further to 53%, compared to 47% for our competitors (source:
Postar). This should enable us to continue increasing average
revenues generated per face, since these panels reach a more
significant audience.

In fact, recent impact studies by Carat, the number one French
media agency, and Postar, an audience survey institute for outdoor
advertising in the United Kingdom, showed that an advertising
campaign posted on scrolling panels (such as “Vitrines®”) has as
much impact as an advertising campaign posted on a fixed panel,
even though the exposure time is shorter. The mobility of the panel
attracts attention and reinforces the effectiveness of the advertising
message, making this type of panel particularly attractive to
advertisers.

3.4 Sales and marketing

We market our billboard network under the Avenir trademark in
France and Spain, under the JCDecaux trademark in the United
Kingdom, Ireland, the Netherlands and several other European
countries, under the Gewista trademark in Austria, under the
Europlakat trademark in Central Europe, under the Belgoposter tra-
demark in Belgium, and under the IGPDecaux trademark in Italy.

All advertising space is sold by our own sales forces to advertisers
or to their advertising or media agencies.

COMPANY OVERVIEW

A large proportion of our Billboard business comes from short-term
7 to 15 day advertising campaigns, although in some countries,
such as France, long-term packages ranging from one to three years
also contribute significantly to our revenues. Long-term packages
tend to be purchased in order to provide directions to the location of
a particular advertiser or to promote its trademark or corporate
image.

Because of our unique presence and advertising network in Europe,
we are able to offer advertisers pan-European, multi-display and/or
multi-format campaigns.

Since its creation in 2000, JCDecaux One Stop Shop, a subsidiary
that specialises in the coordination of advertising campaigns inter-
nationally, has undertaken pan-European advertising campaigns for
prestigious advertisers like Alcatel, Levi's, Gap, H&M and Mitsubishi.
In addition, in 2003, we entered into a certain number of pan-
European, multi-year strategic alliances with international adverti-
sers, including Unilever and Masterfoods, for which we have
become the preferred partner in the area of outdoor advertising.

Unlike street furniture advertising, prices may be discounted from
our standard rate cards, consistent with market practice. This prac-
tice led us to develop a system that allows our sales force to opti-
mise billboard network sales. Thanks to this “yield management”
system, our sales force can follow, in real time, the evolution of sup-
ply and demand for our advertising networks and can thereby adjust
discounts offered to advertisers in order to sell each billboard net-
work at the highest possible price.

Each billboard network is assembled in conjunction with audience
measurement studies. These audience measurements are compiled
on the basis of geomarketing data and tools, such as “Geo-Logic®”,
a unique geomarketing tool that compiles socio-demographic data
on movement, behaviour, consumption and sectors of activity on the
basis of geography crossed with property. We use these data to help
our clients to tailor their advertising campaigns to the characteristics
of their target audience, such as age, gender, income, Internet
usage, or the proximity of panels to particular retail stores. This tool
has also helped us in optimising the placement of our panels and
selecting new sites.

Constructed thanks to geo-marketing tools and audience measure-
ment studies, our billboard networks address the specific commu-
nication objectives of our advertisers. Advertisers can buy networks
that provide them with homogenous national or regional advertising
coverage, or that focus coverage in a key city, or that are located
near stores, movie theatres or metro stations.

Use of these tools also allows us to sell our billboard networks as a
“time-share”. With the advent of scrolling billboards and remote
control technology, we are now able to manage in a very precise
manner the display face that appears on a billboard at a given time.
We offer our advertisers the option of targeting their potential
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audience at the times that such audience is most likely to be in the
vicinity of a given billboard. Along the Paris périphérique (ring road),
for example, we now sell separate advertising packages on our
panels during the morning, afternoon and evening hours.

Finally, in the United Kingdom, we have developed a new, innovative
billboard technology called “Chameleon”, which makes it possible
to put up two completely different displays, night and day, on a sin-
gle back-lit structure. We financed this innovation and own the
exclusive marketing rights to use it for our clients.

4. TRANSPORT

Our Transport advertising business includes the world's leading air-
port advertising business, as well as advertising contracts in metros,
trains, buses, trams, other mass transit systems, and express train
terminals serving international airports around the world. In addition
to the 155 advertising contracts we hold in airports, we also have
the right to sell advertising space in over 150 metros, trains, buses
and tramway systems in approximately 250 cities in Europe, South
America, and Asia-Pacific. We have a large number of contracts in
Italy, which allows us to offer advertisers a national network for
advertising in buses. Altogether, we manage close to 157,000
advertising faces in transport systems throughout 20 countries, with
nearly 25,000 faces in airports. This number excludes approximately
500,000 small-scale advertisements on airport luggage trolleys and
in bus, tram, train and metro interiors.

In 2004, advertising within our Transport business represented
19.2% of our consolidated revenues. Airport advertising accounted
for 62% of our Transport revenues, with advertising in other trans-
port systems accounting for 30%. Marginal operations conducted
by subsidiaries in our Transport business, such as billboard or
cinema advertisements, represented nearly 8% of Transport reve-
nues.

Characteristics of transport contracts

Advertising contracts for airports and other transportation systems

vary considerably, depending on the role that the grantor plays in the

management and determination of the content for advertising space

that it grants. This choice can affect the terms and conditions of the

contract, such as those dealing with ownership of equipment, termi-

nation clauses, the degree of exclusivity, as well as the location and

content of the advertising.

Principal terms and conditions common to most of our transport

contracts are as follows:

* a term of between five and ten years;

* payment of a fee in proportion to the revenues realised, together
with @ minimum in some cases;

e depending on the particular requirements of the grantors, we can
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design, install, and maintain, at our expense, wall panels, diora-
mas, advertising panels, or any other type of support. We also pro-
vide to some grantors information panels and information support
and advertising systems, such as maps;

e we may have exclusive or non-exclusive rights to put up adverti-
sing in all or part of the terminals. Some grantors also grant us
rights to outside bus shelters and on arrival platforms at terminals;

e the choice of initial location of the advertising faces is normally
decided upon by mutual agreement. Occasionally, advertising
content is subject to the grantor's approval. Our rights can also be
limited by airlines that have sublet space from the airport and that,
accordingly, may have certain rights to determine the location and
content of advertising faces in their space.

4.1 Airport advertising

After two years of disruption as a result of the SARS epidemic in
Asia and the war in Irag, which caused air traffic to stagnate, airport
advertising is once again showing dynamic growth. Although it is
difficult to obtain reliable industry performance sources for airport
advertising, we showed strong revenue growth that allowed us
to confirm our position as the leader in airport advertising.

4.1.1 Geographic presence

Under a single trade name, “JCDecaux Airport”, we reach 30% of

worldwide airport traffic with a presence:

e in Europe, with 104 airports, of which the three largest are London,
Frankfurt, and Paris. We manage the advertising contracts for
42 airports in France, including those for the Aéroports de Paris
(Charles de Gaulle and Orly), the seven British airports of the
British Airport Authority (BAA) (including Heathrow, Gatwick, and
Stansted), the Frankfurt airport in Germany (in partnership with
the Frankfurt airport authority), the Stockholm airport (Arlanda) in
Sweden, 22 airports in Spain (including Barcelona, Palma de
Mallorca, Malaga, and Alicante), some Milan airports (Malpensa
and Linate) and Rome airports through IGPDecaux in ltaly, as
well as all of the airports in Portugal and Poland;

e in Asia, with the contract for the Hong Kong airport (Chek Lap
Kok), the major entry point into the region, a contract with the
Macao airport authority, and, more recently, a contract with the
Shanghai airports (Pudong International Airport and Honggiao
Domestic Airport);

e in the United States, with advertising contracts in 38 airports,
including New York (JKF and La Guardia), Houston, Philadelphia,
Miami, Seattle, and Washington D.C.:

® in Mexico, where we hold the concession for nine airports in
Southeastern Mexico, including Cancun, Mérida and Cozumel,
which are managed through a partnership agreement with UDC.

The following table sets forth our activities in the 10 largest destina-
tions by passenger volume in 2004:



Airports Passengers Contract

(in millions) holder
London 128 JCDecaux
Chicago 95 Clear Channel
Tokyo 93 Local company
New York 92 JCDecaux
Atlanta 82 Clear Channel
Paris 75 JCDecaux
Los Angeles 67 Bid tender in preparation
Dallas 65 Clear Channel/JCDecaux
Frankfurt 51 JCDecaux/Fraport @
Houston 44 JCDecaux

Source: ACI Traffic Data for the period September 2003-October 2004.

(1) In 2004, we entered into a Cooperation Agreement with Tokyu Space Creation,
a subsidiary of the fourth largest Japanese advertising agency, for joint marketing
and sale of advertising faces in 26 Japanese airports (including Tokyo) and the
155 of the Group.

(2) We own a 39% in Media Frankfurt, a joint venture company with the Frankfurt
airport.

We hold advertising contracts in airports in 13 countries, principally
in Europe.

In 2004, we won or renewed major contracts, which strengthened
our leading position worldwide in airport advertising. JCDecaux
Airport Espagne, a subsidiary, renewed its contract with 18 airports
in Spain (including Barcelona, Alicante, Malaga, Valencia, and
Seville) and won a contract with the four airports on the Balearic
Islands (including Palma de Mallorca). These 22 airports handle
79 million passengers annually, or 52% of the Spanish market.

In addition, we strengthened our position in Northern Europe by
winning an advertising contract with the largest airport in
Scandinavia, Copenhagen. This contract became effective on
January 1, 2005.

Finally, in China, JCDecaux Pearl & Dean (a subsidiary located in
Hong Kong), created a joint venture company with the Shanghai
airport authority (SIA/SAA) and the media company Momentum. This
new company will manage advertising inside and outside the two
Shanghai airports: Shanghai Honggiao Airport and Pudong
International Airport. In 2004, traffic through the Shanghai airports
amounted to more than 35 million passengers, or growth of 40%,
compared to 2003.

As of January 1, 2005, the geographic coverage of our advertising
faces in airports was as follows:

Country Number Number of

of airports advertising faces
France 42 5,696
United Kingdom 8 2,686
Rest of Europe 54 8,791
Americas @ 47 6,496
Asia-Pacific @ 4 1,061
TOTAL 155 24,730

(1) Spain, Germany, Italy, Norway, Poland, Portugal, Sweden, and Denmark.
(2) United States and Mexico.
(8) Hong Kong, Macao, and Shanghai.

COMPANY OVERVIEW

4.1.2 Airport advertising contracts

We seek to obtain the exclusive right to place advertising in
airports under contracts granted by the authorities that operate
the airports. Contracts are typically granted through competitive
bids, for a term that typically ranges between five and ten years.
At December 31, 2004, the average remaining term (weighted
by 2004 revenues) of our airport advertising concessions was
approximately three years and nine months.

We pay a percentage of our advertising revenues to airport
authorities under our concession agreements, varying between
50 to 70%, on average, of our realised revenues. However, our
initial capital investment, which is often assumed by the airport or
by advertisers, as well as our ongoing maintenance expenses, are
much less than those incurred under our street furniture contracts.

4.1.3 Audience and traffic

The audience in international airports is particularly sought after
by advertisers, because it typically includes a high percentage of
business travellers, who are difficult to reach through traditional
media. Such travellers spend a considerable amount of time waiting
for flights and luggage and thus constitute a captive, targeted
audience relatively open to receiving an advertiser's message.
Airport advertising represents one of the best ways for advertisers to
reach this affluent audience that generally has little free time.
According to the most recent report of the IATA (International Air
Travel Association) of forecasts for world passenger traffic, 2004
showed the strongest growth since 1991 in international traffic
(+15% compared to 2003). Although this performance must
obviously be viewed in light of the situation following the attacks
of September 11, 2001, the SARS epidemic in Asia, and the war in
Iraq, it still represents double-digit growth fuelled by strong
economic growth, especially in Asia.

For the next four years (2005-2008), IATA forecasts annual growth
in air traffic of 6% on average. This growth should be sustained
by good economic prospects worldwide and the continuing
deregulation of air space, which should make air travel more acces-
sible for all (lower prices).

In the United Kingdom, the number of airline passengers reached
140 million for the first time in 2004, growth of 7% compared to 2003.

4.1.4 Sales and marketing

We sell advertising packages for individual airports as well as
packages that allow international advertisers to display their
advertisements in multiple airports around the world. Accordingly,
we believe that our presence in 155 airports around the world is a
major asset both with respect to international advertisers, for which
we can design national and international campaigns, and with
respect to the airport authorities that benefit from our ability to
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generate greater sales and value per face as a result of marketing
advertising displays nationally or globally.

Our global dimension in the area of airport advertising played a
major role in the decision of the Frankfurt, Stockholm, Rome, and
Shanghai airports, which previously had in-house agencies, to work
with us in managing their advertising over a long period to maximise
their advertising revenues per passenger.

We design and position our airport advertising structures to blend
in with the overall design of airport terminals and to provide our
advertisers with the best possible exposure and impact upon
their target audience.

Our products include a wide range of advertising structures of
various formats, as well as presentation stands and advertising
faces mounted on trolleys. These panels are placed where passen-
gers tend to congregate, such as at check-in areas, passenger loun-
ges, gate areas, passenger corridors, and baggage carousel areas,
offering advertisers the opportunity to interact with their target
audience close to points of sale and to the commercial areas of the
airport. We also build custom-made advertising structures for our
advertisers, such as oversized models of their products, which have
a maximum impact on incoming and outgoing road traffic.

Aéo®, first televisual medium for the airport-passenger rela-
tionship

In 2003, JCDecaux Airport inaugurated “Aéo®”, the first 100% digi-
tal soundless televisual medium dedicated to the airport-passen-
ger relationship, tested in terminal 2E of Paris-Charles de Gaulle.
In 2004, we installed more than 100 screens in the terminals at
Orly Ouest Airport and Paris-Charles de Gaulle terminal 2F. With an
editorial line focused on sports and leisure, Aéo® broadcasts
information in real time to passengers, including information about
European or world news or information about the airport, as well
as advertising. In the coming years, JCDecaux Airport will expand
the Aéo® channel to all Paris airports to create a network of more
than 300 screens. This medium, on the cutting edge of innovation,
now enables us to position ourselves not just as a simple provider
of advertising in airports, but also as an actual provider of services
to air passengers.

Targeting and measuring of the audience for airport media

A pioneer in audience measurement, we were the first outdoor
advertising group to develop a system of audience measurement
specifically designed for airports (RADAR), which makes it possible
to inventory advertising faces, establish their proximity to points of
sale and determine the socio-demographic characteristics of the
people that are likely to see the advertising faces. With this tool, we
can offer advertisers advertising networks that target a specific
audience, such as passengers travelling first class, passengers
taking domestic flights or passengers taking long-haul international
flights.
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In the last two years, a major innovation was introduced in airport
media in France through the development of a study of audience
measurement able to provide to advertisers data on media perfor-
mance by face or by network. “Media Aéroport Performances”
(MAP) is a survey that now makes it possible to precisely quantify
the various airport audience profiles and measure the performance
of advertising through a specially-adapted media planning software
package.

JCDecaux creates an airport event

To take advantage of the increase in waiting time resulting from
heightened security (more than an hour on average), JCDecaux
Airport has also developed several relational marketing actions.
These actions are intended to present and test products or servi-
ces, or to inform passengers, by taking advantage of the unique
opportunity offered by airports for this particular kind of contact.
These targeted advertising campaigns enhance the airport environ-
ment.

In France in 2004, JCDecaux Airport undertook two relational mar-
keting efforts that were particularly representative of this trend
towards new forms of advertising. One involved Chanel, which
launched a major campaign in the airports of Paris in December
to promote its new perfume, N°5. For this event, two perfume bou-
tiques were specially “dressed” in N°5 colours, and a podium of
30 m? (the largest ever built in a French airport) was installed. This
podium enabled passengers to buy Chanel products and was
equipped with a make-up salon. The second campaign involved
Hitachi, which installed new plasma screen televisions during the
Euro 2004 Soccer Cup. These screens rebroadcast the entire
series of soccer matches at Terminal 2F of Paris-Charles de Gaulle
airport.

4.2 Metro and other transport advertising

As of December 31, 2004, we had 150 advertising contracts with
metro, train, bus, tramways, and high-speed train systems serving
airports around the world.

4.2.1 Geographic presence

We have advertising contracts with the metros of Hong Kong,
Santiago in Chile, Bilbao, Barcelona, Milan, Rome, Vienna, Prague,
and Oslo, and hold advertising contracts for the Eurostar in
London and for the Eurotunnel on both sides of the Channel, as
well as the express train lines serving Oslo and Heathrow airports.
We also hold the advertising contract for the Hong Kong metro
for the five urban lines of the Mass Transit Railway (MTR) system
and the airport express. With more than 841 million passengers
per year, the Hong Kong metro system is one of the largest in the
world and provides a solid base to expand our advertising business
in Asia.



We also hold several advertising contracts on and in buses,
tramways, and trains throughout the world, including those for
Melbourne, Vienna, Oslo, Rome, Milan, Barcelona, Prague, and
Budapest, and at a national level, in Italy and Sweden.

4.2.2 Metro and other transport advertising contracts

The term of our metro contracts is typically between three and ten
years. As of December 31, 2004, the average remaining term
(weighted for 2004 revenues) of our metro and other transportation
system contracts was four years and four months. As the initial
investment and ongoing maintenance expenses required in metro
contracts are typically lower than those required in street furniture
contracts, we pay the concession grantors a variable fee, in the form
of a percentage of our advertising revenues.

4.2.3 Audience and traffic

The people who use metros are comparable to those who view our
billboard and street furniture displays. We use the same geomarke-
ting techniques to maximise the impact of our advertising networks
on the metro audience, thereby enhancing the effectiveness of our
advertisers' commercial offerings.

COMPANY OVERVIEW

As indicated above, the effectiveness of audience measurement for
transport advertising is gradually improving, as it becomes included
in measuring systems that are further developed, as is the case for
example in Sweden, Ireland and the United Kingdom. We believe
that this trend will become more pronounced as time goes by.

4.2.4 Sales and marketing

In 2004, our transport media experienced great success with
advertisers as a result of certain highly original advertising actions.
In Asia, HSBC promoted its products in the Hong Kong metro, the
Mass Transit Railway. For three months, a giant advertising mural
using a floral theme illustrated HSBC products inside the various
MTR stations: orchids for debit cards, roses for life insurance, etc.

Finally, through our subsidiary Gewista, we successfully marketed
electronic billboards in the Vienna metro. Located above the metro
platforms in 34 stations and in certain overhead supports, our
“Infoscreen” system screens continuously broadcast information
programs, cartoons, weather forecasts, entertainment, and
advertising, reaching a daily audience of 3 million people.
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OUR ADVERTISERS

1. KEY ADVERTISERS

We are constantly trying to broaden and diversify our client base.
Diversification provides opportunities for growth and protection
against the volatility of certain types of advertisers' budgets. In 2004,
revenues from only six advertisers amounted to more than 1% each
of our consolidated advertising revenues. Only our revenues earned
with Unilever, which grew compared with 2003, exceeded 2.0%,
because of the success of our 2001 pan-European alliance with them.
Our ten largest advertisers, accounting for almost 12% of our
consolidated revenues, were: Unilever, PSA, France Télécom, LVMH,
The Walt Disney Company, Vodafone Group, L'Oréal, Nestlé,
Renault-Nissan and Hennes & Mauritz.

Breakdown of advertisers by industry
The following table shows the distribution of our advertising
revenues by industry in 2003 and 2004:

% of total revenues
2

Industry 2004

Leisure/entertainment/film 15.0 14.0
Retail stores 12.0 10.2
Food and beverage 9.4 8.9
Luxury and beauty products 8.0 8.8
Automobile 7.5 8.5
Banking/finance 7.2 71
Fashion 71 7.3
Services 6.9 5.3
Travel 5.8 5.8
Telecom/technology 5.2 7.0
Wine and spirits 3.4 3.9
Government 2.4 1.8
Beer 2.1 2.2
Tobacco 1.3 1.6
Internet 0.9 1.0
Restaurants and other 5.8 71
TOTAL 100 % 100 %

In 2004, companies in the leisure and film industries continued to
represent the biggest client category for us, growing to 15% of our
consolidated advertising revenues. In a media market that remained
difficult and in which advertisers found it harder to connect with their
audiences, outdoor advertising continued to be the “medium of
media”. Subject to increasing competition, the large television, film,
radio and print companies have turned increasingly to outdoor
advertising to promote their products. The Walt Disney Company joi-
ned our top ten advertisers for the first time, while companies such
as Vivendi Universal and Time Warner significantly increased their
advertising spending with us.

The retail industry, excluding clothing, which accounted for 12.0% of
our consolidated advertising revenues in 2004 compared to 10.2% in
2003, grew significantly (+24%) and remained the second largest indus-
try for us. The steady growth in advertising expenditures by retail indus-
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try advertisers was seen in all countries, including France, where the
revenues we earned with Carrefour significantly increased again,
making it our thirteenth largest client. The advertising investments with
us of the Mulliez group (Auchan, Décathlon, Leroy Merlin, etc.) also
increased in 2004. The limited deregulation of television advertising on
French cable channels for grocery retailers authorised as of January 1,
2004, did not negatively affect our revenues.

The advertising spending of food and beverage companies (Kraft,
Cadbury Schweppes, etc.) and household products companies
(Unilever, Reckitt Benckiser, etc.) picked up in 2004 and accounted
for our third largest group of advertisers. Although the share of our
advertising revenues represented by it had decreased in 2003,
Danone increased its spending on outdoor advertising in 2004.

Revenues earned from large luxury and beauty products companies
(L'Oréal, LVMH, and Clarins) showed various patterns, depending
on the country. In France, the implementation of the Sarkozy Law
reduced the profit margins for personal care products, which in turn
reduced budgets available for advertising. We believe, however, that
the effects of the Sarkozy Law will decrease in 2005. Other major
markets, such as the United Kingdom and Spain, showed good
growth in this sector, while there was less growth in Italy and
Germany. Use of the medium by luxury goods companies by
contrast grew almost everywhere, but this was not enough to offset
the overall sector decline.

New vehicle introductions continued to be sluggish in 2004, and
advertising spending by the automobile industry showed a further
slight decline. The automobile industry nevertheless remained one
of our main groups of advertisers, and projections of increased
launch activity in 2005 lead us to believe that spending in this
sector is likely to return to higher levels.

Revenue from the financial industry saw growth in 2004 as a result
of strong local competition between banking products and the
globalisation of the financial industry. In some markets, such as
Hong Kong, we saw increased spending from regular clients, while
in other countries we benefited from spending by new advertisers,
such as Bank of Austria in Austria. In addition, some financial insti-
tutions invested in billboard campaigns in foreign markets, as did the
Royal Bank of Scotland in Germany and Western Union in Austria.

Despite a slight increase in advertising spending, the percentage of
our advertising revenues represented by advertisers in the fashion
industry declined slightly in 2004. After a period of sustained growth
over recent years, the percentage of our advertising revenues
represented by this group appears to be stabilising.

In 2004, the share of advertising revenues earned from services
companies grew from 5.3% in 2003 to 6.9% in 2004, as mobile
phone operators moved from new mobile handset launches towards
efforts aimed at sustaining their brand position and awareness of
their networks. As a result, the percentage of our advertising reve-
nues earned from telecom companies decreased during 2004, as
advertising expenditures made by mobile phone companies laun-
ching new products are included in this category. Also within the



services sector, there exists a growing trend in advertising by major
utilities encouraging responsible energy consumption.

Advertising spending by the travel industry continued its recovery in
2004, and it remained an important industry for us, accounting for
5.8% of our consolidated advertising revenues.

Although a smaller category, revenue from Government sources
grew 40% in 2004 to 2.4% of our consolidated advertising revenues.
This was in part due to European and various national elections
in 2004, but also to increased use of the medium to promote
government initiatives to the public.

In 2004, advertising for beer was largely static, while revenues from
wines and spirits showed a decline. Pressure on revenues in this
sector may be attributed to international debate on the need to res-
trict alcohol advertising for health reasons. As a proportion of our
advertising revenues, alcohol (including beer) declined from 6.1% in
2003 to 5.5% in 2004. Advertising for tobacco continued to decline
and accounted for only 1.3% of our advertising revenues, compared
to 1.6% in 2003. This trend can be explained by the fact that an
increasing number of European Union countries have adopted local
laws prohibiting tobacco advertising, including, but not limited to,
the Netherlands and the Czech Republic.

Advertising spending by Internet and Internet-related companies
declined slightly and accounted for 0.9% of our consolidated
advertising revenues.

Seasonality and cyclicality

Advertising spending is highly dependent on the general condition
of the economy. Frequently in periods of lower economic activity,
companies cut their advertising budgets more severely than they
reduce spending in other areas. Consequently, our advertising
activity is dependent on the business cycle. The location of street
furniture in city centres makes them particularly attractive for
advertisers, which limits their susceptibility to economic swings.
This phenomenon allowed us to maintain growth in Street Furniture
revenues during the recessions that occurred in France in 1994,
1995, 1996, 2001, and 2002.

Street Furniture is also characterised by long reservation periods
for advertising campaigns, from three to four months on average,
but up to one year at times, which moderates the effect of busi-
ness cycle variations.

Traditionally, and especially in France, our business slows down in
July and August and during January and February. To offset these
slowdowns, we grant discounts off our advertising prices during July
and August.

2. CHARACTERISTICS OF ADVERTISING
CONTRACTS

Advertising contracts are generally entered into by advertising
agencies hired by advertisers, but may also be entered into directly
with advertisers themselves.

COMPANY OVERVIEW

We sell advertising space on structures where the faces are grouped
into networks. Advertising campaigns normally last from 7 to
28 days (short term), or over a period of 6 months to 3 years (long term).

Most often, contracts relate to one advertising campaign and
specify the number of panels and week(s) reserved, the unit prices,
the overall budget, and the applicable taxes. The posters are
supplied by the advertisers. Each week we prepare the posters
ourselves prior to distributing them to regional or local agencies for
posting across the network.

Once the campaign is launched, we check that the actual advertise-
ments posted correspond to the terms of the contract. Billing for the
campaign is calculated on the basis of actual advertisements
posted.

3. JCDECAUX ONE STOP SHOP: SERVICING
OUR INTERNATIONAL ADVERTISERS

In 2000, we created our subsidiary, JCDecaux One Stop Shop, the
purpose of which is to simplify the process of purchasing internatio-
nal campaigns for advertisers that conceive their media strategy on
a European scale. Located in London, JCDecaux One Stop Shop is
also responsible for developing and managing alliances with interna-
tional advertisers in the 45 countries where we do business. Since
its creation, JCDecaux One Stop Shop has successfully completed
several pan-European campaigns for clients like Levi's, Gap, Ford,
Tommy Hilfiger, the Greek National Tourist Office and Fox Films.

Campaigns managed by JCDecaux One Stop Shop are innovative,
since they take advantage of all creative and international aspects of
a poster, the language of which is universal.

In 2002, JCDecaux One Stop Shop entered into a pan-European
business alliance with Unilever, our leading worldwide advertiser. As
a result of this agreement, we became the preferred partner for
Unilever brands in the 24 European countries covered under the
partnership agreement. This agreement looks likely to deliver reve-
nues in excess of €100 million, more than original estimates, over
five years. In 2003, we also entered into a pan-European outdoor
advertising alliance with Masterfoods. Lasting for 4 years, this part-
nership covers Masterfoods' three main businesses - food, sweets,
and pet food - the campaigns for which will be posted on our net-
works in 16 European countries.

These international alliances enable us to strengthen the attractive-
ness of outdoor advertising for our major clients.
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SUSTAINABLE DEVELOPMENT

Improve the quality of life, beautify cities, control water and energy
use, reduce visual pollution, recycle and reuse waste products, but
also implement dynamic management of human resources based
on dialogue and teamwork: for many years, we have tried to act as a
responsible corporate citizen and have taken concrete steps on the
ground, from the design of our street furniture products to our rela-
tionship with employees, clients, and suppliers, to act according to
this principle.

In addition to environmental protection, we are involved in good citi-

zenship activities the purposes of which, among others, are to:

® develop a sense of loyalty to the ethical values we all share;

o offer more services to citizens;

e act to promote safety in cities and towns;

e facilitate accessibility by the handicapped to urban infrastructures,
with structures and services that are specially designed and
adapted;

e support operations designed to show solidarity.

1. HUMAN RESOURCES

Present in 45 countries, our employees, who share the Company's
core values for professionalism, know-how, transparency and
integrity, are at the heart of our growth strategy. Our human resour-
ces department works hard to create working conditions in which our
employees can thrive and fulfil their potential.

Changes in the number of employees

As of December 31, 2004, we employed 6,933 people, virtually
unchanged from 2003 (6,915 people). In Europe, we continued a
policy of containing headcount while adapting our organisation to
the needs of the market and increasing productivity. Headcount in
the Asia-Pacific and Americas regions, however, increased in order
to meet the needs of new contracts (especially Chicago in the
United States, Seoul and Bangkok in the Asia-Pacific region).
In addition, in 2004 we strengthened our sales and marketing teams
to protect our leadership position in the market (+66 employees).

With nearly 3,100 employees (representing 40% of our operating
headcount), France represented 45% of our total headcount at the
end of fiscal year 2004. More than 1,800 people, or 60% of our
French staff, are based in the Paris region (/le-de-France) and work
in our offices at Plaisir and Neuilly-sur-Seine, in our poster prepara-
tion and assembly warehouses in Plaisir and Maurepas, or in our five
Paris sales offices. Our other employees are spread evenly over 14
regions in France.

Recruitment strategy

We give priority to promoting from within to encourage growth in our
existing talent. Our “Job Market”, available on our Intranet site and
accessible to all employees, facilitates access to information about
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opportunities. In France in 2004, for example, 120 employees, or 4%
of the total workforce, were able to change jobs internally.

In addition, we give priority to permanent hires, rather than using
part-time temporary workers or subcontractors. This strategy is
directly linked to our quality standards, where priority is given to the
transmission of knowledge over time.

Organisation of work time

In France, the organisation of work time in our various companies
is based on a French agreement called the Organisation and
Reduction of Work Time Agreement (Accord d'Aménagement et
Réduction du Temps de Travail), which was initially signed in 1998
and became effective in 2002. This agreement provides for effective
work time for all our itinerant staff of 35 hours per week, with other
employees receiving days off (journées de Réduction du Temps de
Travail). For part-time employees, the organisation of work time is
defined on a case-by-case basis by our Department of Human
Resources. Overtime remains the exception.

Outside France, each subsidiary is responsible for organising work
time on the basis of applicable local law.

Working conditions

Continuous improvement in employee safety and working conditions
is a key objective. In 2004, we reinforced our efforts in the area of
safety training, by providing more than 10,000 hours of training to
nearly 1,500 participants. Our strategy to improve safety and wor-
king conditions is led by the technical departments of each subsi-
diary on the basis of locally applicable law and regulations. In
France, for example, at the initiative of the Operating Department,
improvement of working conditions was strengthened in 2004. This
project will continue in 2005. In addition, in 2004, our Portuguese
subsidiary obtained the OHSAS 18001 certification for its occupa-
tional safety and health management system covering all its opera-
tions.

Compensation strategy and social insurance contributions

In 2004, we granted salary increases in France of approximately
2.7%. This growth included both general and individual increases.
Special attention was paid to young managers.

Employee compensation is based on objective criteria, such as job
profile, qualification and experience. For managers, we follow a
generalised policy of tailoring compensation to individual perfor-
mance based on objectives. In addition, “performance quality”
bonuses are awarded for itinerant staff in order to encourage and
reward individual effort.

We are in compliance with all legal obligations with respect to contri-
butions to social security related to compensation.

Balanced employee relation

We pay significant attention to the views of our employees, which
are expressed in an organised and centralised institutional
framework. We attempt to reach formal agreements that are fair to



the parties involved in all circumstances. We benefit from the
presence of the five major French unions (CFDT, CGT, CFTC, FO,
CGC). Employee relations are conducted through the Local
Employee Committees, the Central Workers' Council, and the joint
labour/management committees that are dedicated to the employer/
employee relationship and cover issues such as employee safety,
mutual supplemental health insurance, disability insurance, savings
plans and training.

In 2004, four new agreements were signed in France with our
unions: these agreements related to annual salary negotiations at
Avenir, the organisation of the 35-hour work week at two industrial
locations in the Paris area, and our 2004/2006 profit-sharing plan,
which is indexed to our earnings.

Employee profit sharing

The principles governing sharing of profits with employees depend
on each subsidiary. Employees of JCDecaux SA in France are eligi-
ble for a profit sharing plan. The aggregate of all amounts paid in
respect of profit sharing during the fiscal year ended December 31,
2004, was €6.1 million. The total amount of profit sharing paid in
France during the last three fiscal years is as follows:

In thousand euros 2004 2003 2002
Profit sharing 6,097 5,758 5,637
Participation 47 33 39
Contribution “) 66 49
TOTAL 6,144 5,857 5,725

(1) Not available.

Continuing education

For many years, employee training and continuing education in
outdoor advertising has been one of our key focus areas. In 2004,
we strengthened our ambitious program of continuing education by
creating the JCDecaux Media Academy. A course of study dedica-
ted to media expertise, outdoor advertising and sales, this targeted
continuing education program is available to all sales forces, and,
in 3 or 4 years, makes it possible to reach a high level of proficiency
in the skills needed for success in our business.

Our training centre, located in Plaisir, near Paris, offers a wide range
of courses covering all aspects of our business. In 2004, nearly
3,000 trainees from all over France and our international subsidiaries
received 33,000 hours of continuing education, a total educational
investment of €1.83 million.

Attracting young talent

To develop a group of high-potential young managers, we work
closely with universities and institutions of higher education. In 2004,
135 interns from various backgrounds interned at JCDecaux for
periods ranging from a few weeks to one year. These training
programs are an excellent way to identify future potential and a
unique source for recruiting young talent.

COMPANY OVERVIEW

Employment of people with a disability

We comply with all laws regarding employment of people with
disabilities. In France, in 2004, we renewed service agreements with
a protected workshop that employs people with disabilities and
conducted an audit of their employment in the Company. This audit
will help us to develop solutions in 2005 to support employment of

people with disabilities.

Breakdown of employees by expertise

As of December 31 2004 2003 2002
Technical 4,351 4,380 4,539
Sales and marketing 1,122 1,057 1,033
Administration and management 949 965 963
Contractual relations 420 406 420
Research and development 91 107 124
TOTAL 6,933 6,915 7,079
France 3,136 3,194 3,340
Rest of World 3,797 3,721 3,739
Contractual relations Research and development
6% 2%
Administration
and management
13%
Technical
Sales 63%
and marketing
16%
Breakdown of employees by region
As of December 31 2004 2003 2002
France 3,136 3,194 3,340
United Kingdom 637 639 679
Rest of Europe 2,521 2,507 2,518
Americas 247 218 198
Asia-Pacific 392 357 344
TOTAL 6,933 6,915 7,079
Asia-Pacific Americas
5.6% 3.5%
United Kingdom
9.3%
France
45.2%

Rest of Europe
36.4%
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Breakdown of employees by category (France)

As of December 31 2004 2003 2002
Senior executives 6 5 5]
Managers 538 530 523
Skilled employees 966 870 865
Employees 1,626 1,789 1,947
TOTAL 3,136 3,194 3,340

(1) The change in the number of senior executives results from a change in
accounting method due to implementation of Amendment 15 of the new
Collective Labour Agreement for the advertising industry.

Senior executives
0.3%

Managers
17.1%

Skilled employees
30.8%

Employees
51.8%

Our Code of Ethics: priority to integrity

Following our acquisition of Avenir in 2001 and in order to instil
a set of common values among employees of the two entities,
we adopted a set of rules of good business conduct in the form
of a Code of Ethics applicable to all employees.

The Code of Ethics was revised in 2004 and adopted in early

2005. It is now organised around two series of rules:

e Founding Ethical Rules set forth the principles to which our
employees should adhere in their dealings with governmental
authorities, shareholders, and the financial markets; a newly
created Ethics Committee will have the task of ensuring com-
pliance with these rules, which include a prohibition against
any form of corruption, active or passive, that are essential to
our existence and ensure our success as a company;

¢ a Code of Business Behaviour regarding relations with suppliers,
clients and employees within our Company. It contains rules
that must be applied in each of our companies, in accordance
with applicable local law and regulations. Compliance with
them is the responsibility of the Group's general managers,
both in France and elsewhere.

In France, this Code has already been distributed, following
the creation of an Advertising Ethics Committee whose purpose
is to ensure the compliance of certain forms of visual advertising
(alcohoal, violence, indirect pornography, etc.) with applicable law
and regulations, morality, and our image.

In addition, a Code of Ethics for Suppliers will be distributed
in 2005 to our major suppliers in France. It will contain the
principles that we apply in our relations with our suppliers.

32 >2004 ANNUAL REPORT

2. RELATIONS WITH CLIENTS AND SUPPLIERS

Constant adaptation to client needs

Our success is based on the recognised quality of our products
and services, as well as our ability to understand and anticipate
our clients' needs, whether they involve cities, towns, transport
companies or advertisers. Our keen sensitivity to quality is suppor-
ted by the ISO 9001 certification of certain subsidiaries, especially
in France, Spain, Portugal and Ireland. Sensitivity to our clients'
needs is reinforced by annual satisfaction surveys conducted by
each subsidiary.

A central purchasing facility for the Group

Our Industrial Department, located in Plaisir (Yvelines, France), has
become a central purchasing facility for the Group. Certified ISO
9001 for 5 years, it is responsible for designing furniture, purchasing
parts and subassemblies and assembling them for delivery to our
subsidiaries. Most of our furniture is assembled by subcontractors.
More complex products, however, like self-cleaning public toilets
and Morris columns, are assembled in-house. Our Industrial
Department also handles procurement, on behalf of our subsidiaries,
of spare parts and other items required for maintenance.

Production of furniture and structures is conducted by a large
number of suppliers. The Industrial Department essentially works
with small and medium sized French suppliers. In 2004, 80% of the
Industrial Department's purchases were made from approximately
70 suppliers, representing 8% of the total range of suppliers.
In 2004, no supplier accounted for more than 12% of our annual
manufacturing expenses. These suppliers are selected on the
basis of their ability to respond to our price, quality, and ethical
requirements. We periodically audit our principal suppliers, which
enables us to turn them into real partners motivated by a spirit of
progress.

These principles for selecting and working with suppliers are also
applied by all of our subsidiaries, who ensure, prior to choosing a
supplier, that it adheres to our principles of ethics and applicable
law and regulations, especially in the area of working conditions and
environmental protection.

3. RELATIONS WITH THE COMMUNITY

Creating a safer urban environment for the greatest number
As a responsible corporate citizen, we design and develop solutions
that are intended to make cities safer and more pleasant places
to live in for all citizens. Since our creation, working closely with
municipal authorities, we have offered innovative street furniture
that improves the quality of urban life in the areas of transport,
communication, public relations, safety, security and universal
accessibility.



In 2004, the JCDecaux Design Office developed a new generation
of public toilets, designed to integrate harmoniously into the urban
landscape. This new generation of toilets includes the latest
technologies making them universally accessible. The first units of
these toilets were installed in 2004 in Calais.

JCDecaux, a supporter of major causes

Since our formation, we have been actively involved in many
humanitarian and charitable activities to support major causes such
as the fight against disease, protection of the environment, protec-
tion of the disadvantaged, and even road safety. Every day, we and
our employees help to contribute to the welfare of the greater
community. In 2004, we put up free of charge approximately 30,000
posters on our networks in support of various causes.

Among the various organisations seeking to fight disease to which
we provided displays free of charge in 2004 were the campaigns
run by the group “A Chacun son Everest” (“To Each His Everest”), a
breast cancer public awareness campaign sponsored by Estee
Lauder Group, and the “Open du Coeur” games for disadvantaged,
ill, or disabled children. In addition, we have participated for more
than ten years in community initiatives to fight HIV/AIDS, together
with the “Solidarité Sida” and “Aides” associations.

We also actively support protection of the environment. In 2004,
we renewed our support to the Nicolat Hulot Foundation and, for
the sixth consecutive year, our support to the “vacances propres”
association, which works to raise vacationers' awareness of the
need to preserve and protect the environment throughout the French
countryside.

Issues Objectives

COMPANY OVERVIEW

Community values that involve all of our employees

In 2004, we and our employees worked for the third year in a row
with the Association Francaise contre les Myopathies (AFM) and its
Téléthon. For an entire week, more than 400 employees volunteered
their time and experience to help fight this disease. Our involvement
also took the form of the contribution of 100 vehicles (cranes,
gondolas, trucks, etc.) to support the telethon's logistics. The
various efforts undertaken by our Group helped raise more than
€60,000 for the Téléthon.

4. ENVIRONMENTAL POLICY

As a major player in urban beautification, we actively participate in
protecting the urban environment. We have developed a complete
environmental protection program, which includes designing
equipment to collect waste, recycling worn-down furniture, and
reducing energy, water, and raw material consumption, both
upstream and downstream in the production chain.

An internal environmental audit confirmed that our business
operations were not heavy polluters, but indicated that the level of
control of environmental risks could be further improved. As a result,
we have created an Environment Task Force, whose objective is
to develop and implement environmental action programs to reduce
the level of potential environmental risk and further improve our
environmental performance. Our goal is to meet the highest
international standards in the area of environmental protection.
For example, our Spanish subsidiary was awarded the ISO 14001
certification for all of its activities in August 2004, which could be
granted to other subsidiaries in the future.

Actions

Improve the quality of urban life Improve the urban environment

Assist in waste collection

Contribute to changing people's habits

* Reduce our display inventory through use of scrolling panels.

e Create multifunctional structures: bus shelters including glass bins,
Morris columns with telephone booths, etc.

e Create collection bins for certain types of waste, such as batteries,
glass, paper.

* Free posting of information campaigns supporting environmental
protection.

* Make bicycles available to facilitate movements around town.

Reduce consumption of water,
energy and raw materials

Reduce water consumption

Reduce energy consumption

e Systematic recycling of water used for cleaning automatic toilets.

¢ Systematic use of low-energy equipment to reduce energy consumption
related to illuminating structures (energy gain of approximately 25%).

e Use of high intensity fluorescent tubes (Type T5) on certain structures,
generating energy savings of 20 to 40%.

e Generalise use of self-extinguishing lighting systems in common areas
of our buildings.

e Introduction of a program to reduce fuel consumption of vehicles.

SUSTAINABLE DEVELOPMENT > 33



Issues Objectives

Actions

Reduce consumption of water Use renewable energy sources
energy and raw materials

Protect biodiversity

® Use of solar panels for lighting of certain urban structures.

* Monitor origin of materials to be sure they do not involve use
of protected plant species.

Control pollution related to our operations Control industrial waste

Sort and recycle waste

* Recycle structures at the end of their useful lives.

* Maximise shipping conditions of products and spare parts by use of
reusable metal racks for storage and transport.

* Use of “long lasting” fluorescent tubes to reduce the frequency of
changing such tubes.

* Development of a new method of cleaning with demineralised water to
eliminate use of detergents.

 Selective sorting of industrial waste and treatment by licensees.
* Recycle advertising posters at the end of their useful lives.

* Recycle computers at the end of their useful lives.

The bicycle: an ecological response to urban transportation
After installing the first generation of an automated system of
bicycle rental in Vienna (Austria), Cordoba and Gijon (Spain) in 2003,
in October 2004 we won a Street Furniture contract with Greater
Lyon that provides, among other things, for making available
between 2,000 and 4,000 bicycles for inhabitants and tourists of the
Greater Lyon area to encourage people to use more “environmen-
tally friendly” ways to get around. The first bicycles will be installed
in spring 2005. With this agreement, we will be the leading supplier
of free bicycle services in the world.

Solar energy: more than 1,000 bus shelters to be installed in
the United Kingdom by the end of 2005

We also use our ability to innovate to benefit the environment.
Working with Solarcentury, an English company that specializes in
research into solar energy, we developed a non-advertising bus
shelter, but with solar panels that can remain illuminated at night
without using electrical energy. The first solar bus shelters were
installed in the fall of 2003 in Plymouth, in the United Kingdom.
Since then, new contracts have been signed with Stoke-on-Trent,
Watford, Nottingham, and Leicester that will increase to 1,000 the
total number of solar-powered bus shelters installed in the United
Kingdom by the end of 2005.

This solar-powered bus shelter system has also been installed on a
trial basis in France, Australia, and the United States.

Continuing research to reduce electricity consumption by our
structures

After systematic installation of low-energy equipment to reduce
energy consumption for illuminating our structures, which produced
energy savings of approximately 25%, our research facilities in 2004
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developed a new lighting system for certain structures using high
yield fluorescent tubes, making it possible to yield additional energy
savings of 20 to 40%. This new generation of fluorescent tubes
will be used from now on with all our large format billboard adverti-
sing and Morris columns that will be supplied by our Industrial
Department.

An action program to reduce fuel consumption by vehicles
After a pilot program successfully conducted by our Spanish subsi-
diary, we introduced in France in 2004 an action program to reduce
fuel consumption by our 2,000 vehicles. This program consists,
among other things, of changing the behaviour of drivers by instal-
ling driving guidelines and providing training that includes a practi-
cal phase and a theoretical phase. This program will be put into
effect in all French offices during 2005.

Systematic selective sorting of waste

We give particular attention, at all stages, to controlling waste gene-
rated by our operations. A selective sorting of waste is undertaken
at each production and operating facility by use of waste collection
equipment specifically dedicated to recovering posters, fluorescent
tubes, waste packaging materials, iron, aluminium, gravel and other
ordinary waste. All waste thus recovered is taken to licensed treat-
ment centres for treatment. In 2004, we spent more than a million
euros on solid waste disposal.

Provisions, bonds and indemnities for environmental risks
Our facilities are not required to be bonded or subject to special
financial undertakings to ensure surveillance of sites and emergency
measures that might be required because of pollution risks. No court
judgements or orders were issued or outstanding against the
Company for environmental damage in 2004.



COMPANY OVERVIEW

RESEARCH AND DEVELOPMENT

Our success has been due to our strong commitment to research
and development since our inception, resulting in a unique capacity
for innovation in the market for outdoor advertising and the
development of numerous new products to help build the city of
tomorrow.

We work with internationally known architects and designers
such as Philippe Starck, Sir Norman Foster, Robert A.M. Stern,
Mario Bellini, Martin Szekely, Jean-Michel Wilmotte, etc., to create
innovative, high quality street furniture. Our agreements with these
architects provide for the design of street furniture, transfer of the
copyright to us, and include exclusivity clauses prohibiting them
from creating street furniture for third parties.

Aesthetics and functionality are at the heart of our approach to
Street Furniture. We use integrated services, including a design
studio and a graphic arts department, which we rely on for the
development of new products. As required by applicable standards,
we try to maximise the functions of the advertising structures
we develop in order to minimise street clutter and increase services
to the public.

We are highly committed to respecting the environment and culture
of the cities where we provide services. In each country, we use
local architects to design customized street furniture that fits
in harmoniously with local architecture and which respects the
characteristics and the culture of each city. It was for that reason
that we won two major bid tenders in 2004: the bid for Greater Lyon,
with street furniture designed by the Lyon architect Jean-Yves
Arrivetz, and the bid for Yokohama in Japan, with street furniture
designed by the Japanese architect GK Sekkei.

In 2004, we pursued our research and development efforts in the
area of universal accessibility, which seeks to make cities more
accessible and user-friendly for handicapped persons through
specially adapted products. For example, we developed a new
public toilet accessible to all to complete our existing line,
which should rapidly gain a significant share of the market given its
features and attractive price.

We accelerated the installation phase in airports of our new product
Aéo®, the first 100% digital soundless televisual medium that
is completely dedicated to the passenger-airport relationship.

More than one hundred of these new structures are now in place at
the airports of Roissy and Orly, and we plan to expand the new
Aéo® channel even further to create a network of 250 screens. This
innovative product played an essential part in our ability to renew
our agreement with the Paris Airport Authority.

After installing the first generation of an automated system of
bicycle rental in Vienna (Austria), Cordoba and Gijon (Spain), we
developed a technologically innovative second-generation system
(solidity and safety of the bicycles, rental and payment system),
offering numerous additional support services to users, towns, and
operators. This system played a key part in our ability to renew the
street furniture contract with Greater Lyon: more than 2,000 bicycles
are to be made available to the people of Lyon before the end of
2005. Other major cities have shown significant interest in this new
service.

Keeping the need for sustainable development in mind has also
been one of our constant objectives. Thus, the largest solar-powe-
red airbus network was installed in the United Kingdom, with over
500 shelters already installed.

To adapt to difficult market conditions, we pursue an ambitious
development strategy that combines diversity of design, maximum
standardisation of components, and rationalisation of production
costs. Our new line of street furniture, Hydra®, has already been
chosen by more than 20 cities in the world.

With an integrated Design Studio and Graphic Arts Department,
we have all the assets and the weight needed to respond quickly
to any bid tenders and to design innovative structures perfectly
adapted to our clients' needs and requirements.

During the last three years, we have spent significant amounts on
research and development (€7.7 million in 2004, €8.3 million in
2003, and €9.8 million in 2002), while making every effort to
maximise our product line and research efforts each year.

The €7.7 million we spent on research and development in 2004
was mainly distributed in France (€7.3 million), in connection almost
entirely with our Street Furniture segment (€7.6 million). Our
investment strategy, as well as our principal present and future
investments, are described on page 48 of this document.
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MANAGEMENT DISCUSSION AND ANALYSIS OF
GROUP CONSOLIDATED FINANCIAL STATEMENTS

I. DISCUSSION AND ANALYSIS OF FINANCIAL
POSITION AND RESULTS OF OPERATIONS

The following discussion of our financial position and results of ope-
rations should be read in conjunction with our audited consolidated
financial statements and the related notes thereto, as well as the
other financial information included elsewhere in this document. All
of our financial statements have been prepared in accordance with
generally accepted accounting principles in France.

Introduction

Our revenues are principally derived from the sale of advertising
space on outdoor displays in the following business segments:
Street Furniture, Billboard, and Transport advertising.

We also have a small business of selling, leasing and maintaining
street furniture, the relative share of which is declining.

From 1964, when we were created, to 1999, expansion resulted
mainly from organic growth, and Street Furniture was our principal
business. In 1999, we acquired Havas Média Communication
Publicité Extérieure (also known as Avenir) from Havas, and expan-
ded our outdoor advertising business into Billboard and Transport
advertising. Since 2001, we have continued to grow organically and
externally, successfully completing acquisitions and entering into
partnership agreements in several European countries.

Summary of operations for the period 2002-2004

Revenues from our Street Furniture business grew by 5.7% in 2004,
after declining 0.4% in 2003 and growing 5.3% in 2002. Excluding
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acquisitions and foreign exchange impact, our revenues grew by
5.3% in 2004, following growth of 1.4% in 2003 and 5.3% in 2002.
Our Street Furniture EBITDA ™ continued to show strong growth,
reaching 43.5% of Street Furniture revenues in 2004, compared to
41.6% in 2003 and 40.5% in 2002. Street furniture operating income
amounted to 26.0% of Street Furniture revenues in 2004, compared
to 24.3% in 2003 and 22.5% in 2002.

Billboard revenues grew by 1.4% in 2004, after having declined by
3.4% in 2003, and having increased by 7.6% in 2002. Excluding
acquisitions and foreign exchange impact, our revenues grew by
4.4% in 2004, after having declined by 0.1% in 20083, and having
grown by 2.8% in 2002. Billboard EBITDA () reached 13.8% of
Billboard revenues in 2004, compared to 12.7% in 2003 and 12.5%
in 2002. Billboard operating income amounted to 6.5% of Billboard
revenues in 2004, compared to 4.8% in 2003 and 5.2% in 2002.

Transport revenues grew by 12.0% in 2004, after having declined by
5.83% in 2003 and by 11.6% in 2002. Excluding acquisitions and
foreign exchange impact, our revenues grew by 11.5% in 2004, after
growth of 3.2% in 2003, and a decline of 13.0% in 2002. Transport
EBITDA ™ reached 6.5% of Transport revenues in 2004, compared
t0 5.0% in 2003 and 3.3% in 2002. The result was positive opera-
ting income of 4.4% of revenues for this business in 2004, compa-
red to 2.3% in 20083. In 2002, an operating loss of 0.3% of revenues
was recorded for this business.

The following table shows our revenues, EBITDA, EBITDA margin,

operating income and operating income margin for each of our three
business segments from 2002-2004:

(1) Earnings before Interests, Taxes, Depreciation and Amortisation.



Fiscal year ended December 31
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In million euros, except for percentages 2004 2003 2002
STREET FURNITURE

Revenues

- Advertising 7941 739.4 724.7
- Sale, rental, and maintenance 90.9 97.6 115.6
Total 885.0 837.0 840.3
EBITDA 384.8 348.5 340.3
EBITDA/revenues 43.5% 41.6% 40.5%
Operating income 230.0 203.3 189.2
Operating income/revenues 26.0% 24.3% 22.5%
BILLBOARD

Revenues 433.6 427.6 442.6
EBITDA 59.9 54.4 55.4
EBITDA/revenues 13.8% 12.7% 12.5%
Operating income 28.0 20.4 229
Operating income/revenues 6.5% 4.8% 5.2%
TRANSPORT

Revenues 312.8 279.2 294.8
EBITDA 20.5 14.0 9.6
EBITDA/revenues 6.5% 5.0% 3.3%
Operating income 13.6 6.4 (1.0)
Operating income/revenues 4.4% 2.3% 0.3)%
TOTAL

Revenues 1,631.4 1,543.8 1,577.7
EBITDA 465.2 416.9 405.3
EBITDA/revenues 28.5% 27.0% 25.7%
Operating income 271.6 230.1 211.2
Operating income/revenues 16.7% 14.9% 13.4%

Where our companies are active in more than one business seg-
ment, they are grouped according to their dominant business seg-
ment. Where minority operations are significant, revenues, EBITDA,
and operating income of the companies involved are allocated to the
various business segments involved. Further development in the
range of operations of these companies can consequently cause
us to adjust the allocations of income to each of our business
segments.

1. REVENUES

1.1 Definitions

The amount of advertising revenues generated by our advertising
networks generally depends on three principal factors:

* Networks

We sell advertising networks that include advertising faces located on
street furniture and other outlets and charge advertisers depending on
the size and quality of our outdoor advertising networks. Although an
increase in the number of faces resulting either from the installation of

new advertising displays through new concessions wins or from the
installation of scrolling panels, or, conversely, a reduction in the
number of faces resulting from the loss of one or more concessions,
both have an impact on the pricing of our networks, there is no direct
correlation between the number of advertising faces in a network and
revenue growth, because of the specific characteristics of each
network.

® Prices

We aim to charge prices that reflect the superior quality of our
advertising displays, which generally are located in city centres and
at the best locations, and are grouped in network packages that
enable advertisers to maximise the emergence of their advertising
campaigns. Prices charged depend largely on the quality of our
displays, their locations, the size of the network and the general
state of the advertising sector and the economy.

® Occupancy rate

Occupancy rate is a business concept that can be defined as the
ratio of actual revenues realised by a network compared to the
potential revenues of such network.
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1.1.1 Organic and external growth

Our organic growth reflects growth in revenues excluding acquisi-
tions, investments and sales of assets, and the impact of foreign
exchange, and includes revenues from new concessions. External
growth reflects revenues generated by acquired companies and by
companies recently included within the scope of consolidation
(including partnering arrangements) and decreased by the negative
impact on revenues from sales of assets.

1.1.2 Advertising revenues

We report our revenues from advertising on a net basis, after
deducting discounts. In our Billboard business, in some countries,
commissions are paid to advertising agencies and media buyers
that serve as intermediaries between our advertisers and us.
These commissions are deducted from revenues. For contracts in
which we pay variable fees or share a portion of our revenues with
concession grantors, we record as revenues all of the amounts
received from advertisers before payment of the share to concession
grantors, and we record the fees or revenue-sharing payments as
operating expenses.

1.1.3 Non-advertising revenues

In addition to sale of advertising space on Street Furniture, we also
generate revenues from the sale, rental and maintenance of Street
Furniture, principally in France and the United Kingdom. Revenues
from these activities are recorded in our Street Furniture revenues.

1.2 Revenue growth

In 2004, Group revenues totalled €1,631.4 million. The appreciation
of the Euro against other major non-European currencies (The
United States, Singapore, and Hong Kong) had a negative exchange
rate effect of €13.1 million on 2004 revenues. Excluding foreign
exchange impact, organic revenue growth was 6.2% in 2004,
after growth of 1.3% in 2003 and 0.7% in 2002. This performance
reflected strong organic growth in all segments, especially Transport,
which grew organically by 11.5%.

1.2.1 Revenues by segment

Street Furniture

Total Street Furniture revenues were €885.0 million in 2004 compa-
red to €837.0 million in 2003, or growth of 5.7% following a decline
of 0.4% in 2003. Currency fluctuations had a negative impact of
€3.9 million on Street Furniture revenues.

Acquisitions contributed €4.4 million to the growth of Street
Furniture revenues, as a result of the acquisition of Alma Quattro in
Serbia-Montenegro, which occurred during 2003 but had full effect
in 2004, and the increase of our stake in Unicom (Baltic States) in
2004.
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In addition, we conducted a reclassification of minority businesses,
previously recorded as part of the majority business of the subsidia-
ries in which they were conducted, in order to reflect the reorganisa-
tion of certain subsidiaries or changes in certain agreements. These
reclassifications, which had a positive impact of €3.5 million on the
Street Furniture segment in 2004, were eliminated in the data for
organic revenue growth.

e Advertising revenues

Advertising revenues increased by 7.4% in 2004, following a growth
of 2.0% in 2003 and 5.5% in 2002.

Excluding acquisitions and foreign exchange impact, organic growth
in Street Furniture advertising revenues amounted to 6.9% in 2004.
The Street Furniture business benefited from a strong advertising
market in most European countries, which was reflected by strong
growth in the United Kingdom and Portugal, where we were able to
take advantage of advertising investments relating to the 2004 Euro
Cup. In France and Spain, revenue growth in advertising was gene-
rally moderate. In Germany and the Netherlands, revenues resumed
their growth after a difficult year in 2003. In North America and Asia-
Pacific, revenues experienced double-digit growth, supported by
strong growth in business from new contracts in Chicago,
Vancouver, Seoul, Bangkok, and from shopping centres in Japan.

In 2004, the Street Furniture occupancy rate stabilised at 73% for
the entire segment, the same level as in 2003. This rate was 76% in
2002.

¢ Non-advertising revenues

Revenues from the sale, rental and maintenance of Street Furniture
in 2004 were €90.9 million, as compared to €97.6 million in 2003, or
a decline of 7.0%, following a significant drop of 15.6% between 2002
and 2003. This trend is consistent with our strategy of concentrating
on our core businesses and our decision not to renew certain
contracts.

Billboard

Billboard revenues were €433.6 million in 2004, compared to
€427.6 million in 2003 and €442.6 million in 2002, or growth of
1.4% in 2004, following a decline of 3.4% in 2003.

Currency fluctuations had a positive impact on revenues of €2.3 mil-
lion, principally due to the slight appreciation of the pound sterling
against the Euro.

Billboard revenues were not affected by acquisitions in 2004. We
conducted a reclassification of minority businesses, previously
recorded as part of the majority business of the subsidiaries in which
they were conducted, in order to reflect the reorganisation of certain
subsidiaries or changes in certain agreements. These reclassifica-
tions, which had a negative impact of €15.2 million on the Billboard
segment in 2004, were eliminated in the data for organic revenue
growth.



Excluding acquisitions and foreign exchange impact, revenues grew
by 4.4% in 2004, after a slight decline in 2003 (-0.1%). Renewed
growth in advertising spend in Europe enabled Portugal, Italy, and
most Central European countries to show double-digit organic
growth. Billboard operations turned in a solid performance once
again in the United Kingdom. In France and Spain, revenues also
benefited, to a lesser extent, from a healthier advertising market.

The Billboard business also includes a neon sign advertising
business. Revenues from neon sign advertising totalled €12.5 mil-
lion in 2004, or growth of 5.0% compared to 2003.

Transport

Transport revenues were €312.8 million in 2004, compared to
€279.2 million in 2003, or growth of 12.0% in 2004, after declining
5.3% in 2003.

Currency fluctuations had a negative impact on revenues of €11.5 mil-
lion, mainly because of depreciation of the U.S. and Hong Kong dol-

lars against the Euro.

Because of the full effect in 2004 of the partnering relationship ente-
red into with the Rome airport authority in 2003, changes in our

1.2.2 Revenues by region

FINANCIAL STATEMENTS

consolidation scope had a positive impact of €1.3 million on
Transport revenues.

Furthermore, we conducted a reclassification of minority businesses,
previously recorded as part of the majority business of the subsidia-
ries in which they were conducted, in order to reflect the reorganisa-
tion of certain subsidiaries or changes in certain agreements. These
reclassifications, which had a positive impact of €11.7 million on the
Transport segment in 2004, were eliminated in the data for organic
revenue growth.

Excluding acquisitions and foreign exchange impact, Transport reve-
nues grew by 11.5% in 2004, after growing 3.2% in 2003. Following
two difficult years, 2004 marked generally renewed growth in this
business. Revenues showed double-digit growth in Spain, Portugal,
Norway and Germany, as well as in Hong Kong, where we benefited
from a rebound in the advertising market. In France, revenues sho-
wed a satisfactory level of growth for the year, with very good fourth
quarter growth. In the United Kingdom and the United States,
growth remained steady, although it benefited from acceleration in
the second half.

Year ended December 31 2004 2003 2002

In million euros, except for percentages Revenues % of total Revenues % of total Revenues % of total
France 559.9 34.3 555.8 36.0 570.9 36.2
United Kingdom 245.0 15.0 220.3 14.3 231.6 14.7
Rest of Europe 616.3 37.8 574.9 37.2 568.9 36.0
Asia-Pacific 103.0 6.3 86.6 5.6 102.1 6.5
Americas 107.2 6.6 106.2 6.9 104.2 6.6
TOTAL 1,631.4 100.0 1,543.8 100.0 1,577.7 100.0

Total revenues in France were €559.9 million in 2004, an increase of
0.7% compared to 2003, following a decline of 2.7% between 2002
and 2003. Growth of 2.7% in advertising offset the decline in the
non-advertising business, resulting mainly from our withdrawal from
certain markets that no longer met our profitability criteria.

Revenues for the United Kingdom were €245.0 million, growing
11.2% compared to 2003. The appreciation of the pound sterling
against the Euro had a positive exchange impact of €4.7 million for
the period. Excluding foreign exchange impact, United Kingdom
revenues grew by 9.1%, thanks to a dynamic marketing and com-
mercial strategy in the Street Furniture and Billboard segments.

In the rest of Europe, revenues were €616.3 million, growing 7.2%
compared to 20083. All transactions that had an effect on our conso-

lidation scope during 2004 occurred in this geographic area.
Excluding acquisitions and foreign exchange impact, revenues in the
rest of Europe grew by 6.3%, led by growth in Portugal, which
benefited from the impact of the Euro Cup, Denmark, and Norway,
as well as growth in most countries in Central Europe. A recovery
in Germany and the Netherlands, where we encountered difficulties
in 2003, also contributed to growth in this region.

Revenues from the Americas were €107.2 million in 2004, growing
0.9% compared to 2003. Currency fluctuations, principally involving
appreciation of the Euro against the U.S. dollar, had a negative
impact on revenues of €9.8 million. Excluding foreign exchange
impact, revenues from the Americas grew by 10.3%, thanks to
strong growth in the United States, especially from the new contract
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with Chicago, and rapid growth from the contract with Vancouver.
The new agreement to sell advertising clocks in Sao Paulo also
contributed to strong revenue growth in this region.

Revenues from Asia-Pacific were €103.0 million, an increase of
19.0% compared to 2003. Currency fluctuations had a negative
impact of €7.0 million in this region, due mainly to the appreciation
of the Euro against the Hong Kong and Singapore dollars.
Excluding foreign exchange impact, revenue growth in Asia-Pacific
was 27.1% compared to 2003. This strong growth was fuelled by
economic growth in most countries in the region. In particular, Hong
Kong saw renewed growth, after being hurt by the SARS epidemic
in 2003. Recent contracts signed in Thailand, Japan, and Korea
grew, a sign that these countries are accepting the concept of street
furniture.

Europe accounted for 87.1% of our revenues in 2004, compared to
87.6% in 2003. The share of our revenues from France declined
from 36.0% of our revenues in 2003 to 34.3% in 2004, as a result of
strong growth in other geographic areas. The share of our revenues
from the United Kingdom increased, growing from 14.3% in 2003 to
15.0% in 2004. The rest of Europe accounted for 37.8% of our reve-
nues, compared to 37.2% in 2003.

The share of our revenues from the Americas declined from 6.9% in
2003 to 6.6% in 2004, due primarily to currency fluctuations.
Revenue from the Americas accounted for 7.2% of our revenues
excluding foreign exchange impact, an increase compared to 2003.

Finally, Asia-Pacific’s share grew from 5.6% of consolidated
revenues in 200