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REVENUES BY REGION
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In 2013, the Group’s revenue increased by 2.0% to

€2,676.2 million. Excluding acquisitions and the impact of foreign
exchange, organic revenue growth was 1.2%.

Street Furniture revenues were €1,191.9 million, an increase of
1.8%. Excluding acquisitions and the impact of foreign exchange,
the increase was 3.3%.

Transport revenues grew by 0.1% to €1,014.0 million. Excluding
acquisitions and the impact of foreign exchange, organic revenue
growth was 1.7%.

Billboard revenues increased by 7.1% to €470.3 million. Excluding
acquisitions and the impact of foreign exchange, organic revenue
decreased by 5.3%

Rest of the world
8.0%

Europe*
27.7%

France
23.1%

* Excluding France and the United Kingdom

OPERATING MARGIN BY BUSINESS

(in € million, segment’s share in %)

602.2 623.6

582.1
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Group’s operating margin  increased by 3.6% to €623.6 million
from €602.2 million in 2012. It accounts for 23.3% of consolidated

revenue.
(W Operating margin: Revenue less Direct operating expenses (excluding Maintenance spare
parts) less SG&A expenses.
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2013 KEY FIGURES |

EBIT BEFORE IMPAIRMENT CHARGES

(in € million, segment’s share in %)

351.6
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2013

EBIT @ before net impairment charges @ increased by 10.1%
to €351.6 million in 2013 compared to €319.3 million in 2012 ©,
As a percentage of consolidated revenues, this represents 13.1%
(20120: 12.2%).

MEBIT: Earnings Before Interests and Taxes = Operating margin less maintenance spare
parts, amortization & provisions, impairment of goodwill and other operating income and
expenses.

@The net impairment charge resulting from the impairment test conducted for goodwill and
tangible and intangible assets amounts to €(132.0) million in 2013, €(45.8) million in 2012
and €1.9 million in 2011.

©2012 figures are proforma of (i) the impact of Revised IAS 19 regarding employee benefits
and (i) the change in the P&L presentation of the discounting effects on the provisions for
employee benefits (reclassification from the EBIT to the net financial income / loss). The
impact on previously published 2012 EBIT is €2.9 million.

FREE CASH FLOW

(in € million)

322.7
280.5
I 179.8
2011 2012 2013

In 2013, free cash flow " was €179.8 million compared to
€322.7 million in 2012.

(WFree Cash Flow: Net cash flow from operating activities less net capital investments
(tangible and intangible assets).

NET INCOME GROUP SHARE

BEFORE IMPAIRMENT CHARGES

(in € million)

212.4 219.8

208.8

2011 2012 2013

Net income Group share before net impairment charges
increased by 5.3% to €219.8 million in 2013, compared to
€208.8 million in 2012 @,

(The net impairment charge resulting from the impairment test conducted for goodwill and
tangible and intangible assets amounts to €(129,3) million in 2013, €(44,5) million in 2012
and €0.2 million in 2011.

@2012 figures are proforma of the impact of Revised IAS 19 regarding employee benefits.
The impact on previously published 2012 net income Group share is €1.5 million.

EMPLOYEE BREAKDOWN BY REGION

10,304 10,484 11,402
3,338 3,373 3,392
Europe*
3,529 3,527 3,515
France |l
Asia-Pacific ll "% 1% =
United Kingdom Il 22 - o
North America -
Rest of the world &- 17 - L%
2011 2012 2013

* Excluding France and the United Kingdom
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B JCDECAUX AT A GLANCE

HIGHLIGHTS 2013

Very solid financial achievements in 2013

B Record revenues, Operating Margin and EBIT®
B Strong financial flexibility

M Dividend proposed at €0.48 per share

Investments for future growth

B Installation of 1,000 advertising clocks in Sdo Paulo
B Acquisition of a 85% stake in Eumex in Latin America, announced in November 2013 and completed in March 2014

B Acquisition of a 25% stake in Russ Outdoor in Russia, completed in March 2013

GROUP PROFILE

B JCDecaux is the number one outdoor advertising company worldwide, with a total of c. 1.1 million advertising panels in more
than 60 countries. The company’s revenues were €2,676.2 million in 2013.

B JCDecaux operates 3 different business segments detailed below:

STREET FURNITURE TRANSPORT BILLBOARD

Street Self-service Airport Transport Billboard
Furniture bicycles advertising advertising advertising

N°1 N°1 N°1 N°1 N°1
WORLDWIDE WORLDWIDE WORLDWIDE WORLDWIDE IN EUROPE

(M Before the impact of impairment charges, corresponding to a €126.8 million goodwill impairment and a €5.2 million impairment on PP&E and intangible assets,
following the impairment tests conducted on the goodwill, PP&E and intangible assets.
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Incorporation by reference
In accordance with Article 28 of EU Regulation n°809/2004 dated 29 April 2004, the reader is referred to previous Reference Documents containing certain information:

1

. Relating to fiscal year 2012:

- The Management Discussion and Analysis and consolidated financial statements, including the statutory auditors’ report, set forth in the Reference Document filed on 19
April 2013 under number D 13-0399 (pages 64 to 137 and 218/219, respectively).

- The corporate financial statements of JCDecaux SA, their analysis, including the statutory auditors’ report, set forth in the Reference Document filed on 19 April 2013
under number D 13-0399 (pages 138 to 161 and 220/221, respectively).

- The statutory auditors’ special report on regulated agreements with certain related parties, set forth in the Reference Document filed on 19 April 2013 under number D
13-0399 (pages 222/223).

. Relating to fiscal year 2011:

- The Management Discussion and Analysis and consolidated financial statements, including the statutory auditors’ report, set forth in the “Document de Référence” filed
on 23 April 2012 under number D.12-0387 (pages 59 to 124 and 216, respectively).

- The corporate financial statements of JCDecaux SA, their analysis, including the statutory auditors’ report, set forth in the “Document de Référence” filed on 23 April 2012
under number D.12-0387 (pages 125 to 148 and 218, respectively).

- The statutory auditors’ special report on regulated agreements with certain related parties, set forth in the “Document de Référence” filed on 23 April 2012 under number
D.12-0387 (pages 220/221).
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MESSAGE FROM THE CO-CEOS

Madam, Sir, Dear shareholders,

In the context of a modest European economic improvement in
the second half of the year, following a prolonged crisis, JCDecaux
achieved record revenues and operating margin in 2013. This
demonstrates once again the strength of our business model.
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The year has been marked by promising developments, notably in Latin America with the
installation of our advertising clocks in S&o Paulo, Brazil and the acquisition of the street
furniture leader the region, Eumex. JCDecaux, which already operates in Chile, Brazi,
Uruguay and Argentina will, thanks to this acquisition completed in early 2014, be in a position
to better serve clients in seven new countries in the continent where the advertising market,
and outdoor particularly, should see very dynamic growth in coming years. This will further
contribute to our development in fast-growing regions, which already account for 32%
of group revenues.

The large number of contracts which we were able to win or renew across our three segments
bodes well for our future. These should help to reinforce our presence in existing geographies
and bring innovation for both public consumers and our advertising clients.

Digital out-of-home continues to be a strong growth driver for our business. We market
digital as a premium offer and are selective in its roll out. Digital already accounts for 7%
of our total revenues and is still largely focused in 3 countries, including the UK where it
already represents 20% of revenues. As part of our digital strategy we were really pleased
to announce last year the win of the first US large scale digital billboard network contract on
public land in the City of Chicago. We commenced installation of these billboards during the
first quarter of 2014.
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We recognise that being a market leader comes with a number of responsibilities. We remain
committed to work responsibly and to report the progress of our actions in respect of sustainable
development to all our stakeholders. In 2013 we renewed this commitment by outlining a new
ambitious strategy focused on 6 concrete priorities which are currently being deployed across
all the divisions managed by the Group.

Whilst the European economy appears to have bottomed in 2013, most of our markets continue
to be volatile and have limited visibility. As we look out to 2014 our teams across the world will
rely on our energy, expertise and intelligence to pursue our strategy in securing existing assets,
winning new contracts and entering new geographies with strong growth characteristics.
In an increasingly fragmented media landscape we are convinced that out-of-home retains its
strength and attractiveness. Moreover, we believe we are well positioned to outperform the
advertising market and increase our leadership position in the outdoor advertising industry.

As we celebrate our 50" anniversary this year, we remain focused on organic growth and
selective value accretive acquisitions. The concept of street furniture advertising, invented by
Jean-Claude Decaux, has continued to improve and transform the daily life of millions of citizens
worldwide thanks to products that combine public services for residents with an aesthetically
pleasing, efficient and functional value proposition for advertisers. This philosophy is deep rooted
within our family and will continue to guide our strategy, our international expansion as well as
our product and service development.

Finally, we would like to take the opportunity to thank all of our stakeholders for the trust you have
placed in us since our IPO in June 2001.

Jean-Francois Decaux Jean-Charles Decaux
Chairman of the Executive Board Co-CEO
and Co-CEO
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THE YEAR 2013

In 2013, JCDecaux achieved another year of record
revenues and operating margin. In the context of a
modest European economic improvement in the second
half after a prolonged crisis, we have once again proven
the strength of our business model with 32% of our
revenues derived from fast-growing countries and 7%
from our premium digital portfolio, still largely focused
in 3 countries including the UK, where digital already
represents 20% of revenues.

2013 was marked by a number of important contract wins and
renewals in all the geographies where JCDecaux operates. A
selection is presented below.

1. OUR CONTRACTS

Europe

¢ In France, JCDecaux won a large number of tenders, mainly
linked to contract renewals. This included the 15-year renewal
of the contract for bus shelter advertising in the city of Paris
(2,243,800 residents). JCDecaux will replace the entire network
of 1,920 bus shelters (which includes 189 non-advertising
shelters) with 2,000 bus shelters specially designed by Marc
Aurel. The modular bus shelters will offer the public a range of
new services. In addition, around one hundred bus shelters will
also be fitted with a 32-inch digital touch screens providing local
information and services.

Elsewhere in France, a number of additional street furniture
contracts were renewed such as in Aix-en-Provence, Sarlat,
Tourcoing and Saint-L6.

Finally, JCDecaux was awarded, following a competitive tender
process, a contract for the installation and operation of interior
and exterior advertising space at Cannes-Mandelieu airport.
Complementing the services provided by Nice Céte d’Azur
airport, Cannes-Mandelieu airport, a business and leisure
hub has now become the second largest airport in France for
business passengers.

e In Spain, following a competitive tender, JCDecaux was
awarded the contract for the operation of the entire advertising
concession for Madrid’s metro network. This 8-year contract
will include digital and experiential advertising along with a
TV channel and advertising podiums throughout the metro.
Since 2007, JCDecaux has offered experiential and traditional
advertising solutions on a number of lines in the underground
railway network. JCDecaux will now manage all the commercial
advertising space across Madrid’s metro. This metro is the
largest underground transport network in Spain, carrying nearly
1.6 million passengers daily; approximately 35% of all Madrid
residents are regular users. It is renowned globally for its speed,
modern appearance and quality of service.

JCDecaux - 2013 Reference Document

Asia-Pacific

e In China, STDecaux (joint venture company) has signed an
exclusive 8-year contract for the operation of the Shanghai
Metro TV advertising network. Effective from January 1%, 2013
and covering 23,000 digital screens operated by Shanghai
Metro Television Co. Ltd, this contract will strengthen the media
portfolio operated by STDecaux for Shanghai Metro.

¢ In India, JCDecaux signed an exclusive 10-year contract for
the operation of the Delhi Airport Metro Express advertising
network. Delhi Airport Metro Express reduces the travel time
for passengers going to and from the airport, providing a world-
class experience

North America

¢ In the United States, JCDecaux’s joint venture with Interstate
Outdoor Advertising signed a 20-year contract with the City of
Chicago to operate 34 large (up to 1200 square feet) digital
billboards with 60 LED-display panels along City expressways.
The Chicago City Digital Network is the US’ first public-private
partnership to create a large-scale digital billboard network on
public land. It will serve as a communications broadcast system
for emergencies, weather and traffic alerts, safety issues and
cultural events whilst at the same time generate revenue for
the City. This offer will provide advertisers the opportunity to
display real-time messages at the best locations along city
expressways.

JCDecaux has also been awarded an 8-year concession starting
January 1%, 2014, to provide interior and exterior advertising
along with sponsorship services at Boston Logan International
Airport. This new advertising program will feature an array of
digital products including a network of digital displays, high
definition video walls, and interactive directories in the baggage
claim and concourse areas. The airport serves nonstop 76
domestic destinations and 36 international cities, including
capital cities such as Tokyo, London, Frankfurt and Paris. It is
also the main port of entry into the Boston DMA, the seventh
largest in the United States, where JCDecaux has successfully
been operating the street furniture concession contract since
2001.

Furthermore, JCDecaux renewed, for 7 years with a 3-year
extension option, its concession to provide Terminal Media
Operator services at Los Angeles International Airport.
With 63.7 million passengers in 2012, including 16.8 million
international passengers, LAX is the third busiest airport in
the United States and is the sixth largest in the world. The
interior advertising and sponsorships contract includes the
new Bradley West international terminal, where brands will be
able to sponsor the spectacular digital installations that were
recently unveiled, including iconic features such as the 72-foot
tall four-sided Time Tower and the 3,000 sq. ft. "Welcome to
Los Angeles" video wall. The program will also feature an array
of innovative digital products throughout the airport including
physical and virtual interactive platforms providing passengers
with services, information and entertainment.
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Rest of the World

In Russia, 12 self-service bicycle docking stations with 260 bikes
have been installed across the city of Kazan, the 8th largest city in
Russia with a population of 1.1 million. Kazan is the capital city of
the Republic of Tatarstan in Russia. It hosted the 2013 Universiade
Games and will be a host city for the 2018 FIFA World Cup.

In the United Arab Emirates, JCDecaux’s subsidiary JCDecaux
Dicon has extended its partnership with Dubai Airports following
the award of a contract for the exclusive advertising concession
at Concourse D, the brand new world-class airport facility that is
set to open at Dubai International. Upon completion, scheduled
for 2015, Concourse D will become the new home to more than
100 international airlines that are currently using Concourse C
at Dubai International.

Also in the United Arab Emirates, JCDecaux’s subsidiary
JCDecaux Out Of Home FZ-LLC has been awarded an
exclusive 10-year contract with the Abu Dhabi Airports Company.
This contract has been running from August 1, 2013 and grants
JCDecaux the exclusive rights to operate advertising within 3
airports in Abu Dhabi: Abu Dhabi International Airport, Al Bateen
Executive Airport, the only business aviation airport in the Middle
East and North Africa (MENA), and Al Ain International Airport. Abu
Dhabi International Airport is one of the fastest growing airports
in the region, having consistently recorded double digit annual
growth in passenger traffic in the past 5 years.

¢ In Algeria, JCDecaux has renewed for a period of 8 years, its

advertising concession atAlgiers International Airport. Furthermore,
we won exclusive advertising concessions at 13 other airports in
the country for 8 years. JCDecaux has therefore strengthened its
market leader position in the country.

2. ACQUISITIONS AND FINANCIAL INVESTMENTS

Rest of the World

e InFebruary 2013, JCDecaux completed the acquisition of a 25%

stake in Russ Outdoor, the largest outdoor advertising company
in Russia. As part of the transaction, JCDecaux contributed its
Russian assets from BigBoard to Russ Outdoor. Russ Outdoor
is the leader in the Russian outdoor advertising market with
more than 40,000 faces and 3,000 full-time employees. The
company is present in 70 Russian cities with an estimated total
population of 50 million. In 2011, the Company was acquired
by a consortium of investors led by VTB Capital Private Equity.
As part of this transaction, JCDecaux became the second
largest shareholder of Russ Outdoor. VTB remains the largest
shareholder of the group with other institutional investors
making up the remainder.

e In March 2014, JCDecaux announced that it had completed

the acquisition of 85% of Eumex, a Group specializing in street
furniture in Latin America. Created in 1995, Eumex, whose
founders will continue to work alongside JCDecaux, operates in
nine Latin American countries (Mexico, Guatemala, Costa Rica,
El Salvador, Panama, The Dominican Republic, Colombia,
Chile and Argentina). With a presence in major cities including
six of the ten areas that generate the highest GDP per capita
in Latin America (Sao Paulo, Mexico, Buenos Aires, Santiago,
Bogota and Monterrey), JCDecaux Latin America now sells
a total of 36,000 advertising panels and is well placed to roll
out the Group’s expertise across the Latin American continent,
including its high-growth digital capability.

JCDecaux - 2013 Reference Document
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THE OUTDOOR ADVERTISING INDUSTRY

1. SEGMENTS OF THE OUTDOOR ADVERTISING
INDUSTRY

1.1. Three main segments

Outdoor advertising consists of three principal segments:
advertising on street furniture ("Street Furniture"), advertising
on and in public transportation vehicles, stations and airports
("Transport") and advertising on billboards ("Billboard"). Other
outdoor advertising activities, such as advertising on shopping
trolleys or in gas stations, are grouped together as "Ambient
Media".

Billboard is the most traditional and continues to be the most
utilized form of outdoor advertising. The most recently developed
is advertising on Street Furniture (bus shelters, free-standing
information panels (2 m? MUPI®), large-format advertising panels
(Senior® 8 m?) and multi-service columns).

We have used various sources to provide the most accurate
possible data hereafter. Where these sources contain
inconsistent information, we have tried to harmonise it based on
our knowledge of the market. Therefore, we estimate that in 2013,
Billboard accounted for approximately 48% of worldwide outdoor
advertising spending, Transport accounted for approximately
31% and has been growing share, particularly in Asia, and Street
Furniture accounted for around 21% (source: JCDecaux).

1.2. The place of outdoor advertising
in the advertising market

In 2013, outdoor advertising spending worldwide increased to
approximately $34.3 billion, or 6.9% of worldwide advertising
spending, which was estimated at $499 billion (source:
ZenithOptimedia estimates, December 2013). This average
market share results from variations in penetration rates in
different countries. For example, outdoor advertising spending,
expressed as a percentage of the overall display advertising
market, is especially high in the Asia-Pacific region, because
of the particularly strong market share of outdoor advertising in
Japan and China, the main advertising markets in the region.
In 2013, outdoor advertising accounted for 10.1% of the overall
advertising market in this region, compared to only 4.7%, 6.6%,
and 4.2% of the overall advertising market in North America,
Western Europe, and Latin America, respectively.

2. OUTDOOR ADVERTISING: AN INCREASINGLY
RELEVANT COMMUNICATION CHANNEL

In recent years, there has been a major shift in the media
landscape driven by the growth of various digital platforms and
devices. This has led to people using digital platforms in consuming
media in entirely new ways. This structural change has for most
major traditional forms of display media caused a decline or a
fragmentation of audiences. For press this has mostly caused
a strong readership decline. In the case of television, although

JCDecaux - 2013 Reference Document

audiences have not declined overall, the new digital platforms have
increased choice. The balance of audiences for mass delivery
has somewhat swung towards target groups that seem to be less
desirable to some advertisers. Conversely, the audience for out of
home is structurally increasing as the world’s population becomes
increasingly urban in nature.

We believe that in the future, advertising expenditure as a
percentage of total will correlate with share of consumer time spent.
Currently, both television and press are overweight in terms of
advertising spend, accounting for 40% and 25% of total advertising
expenditure in 2013. However, consumers spend c. 30% and
10% of their time exposed to these media. In our view, outdoor
is underweight, accounting for 7% of 2013 advertising expenditure
whilst consumers spend c. 33% of time out of home. We expect
outdoor as a percentage of total advertising spend to increase over
time.

Additionally, digital technology has contributed to outdoor advertising
becoming a more relevant and flexible communications channel
than before, while retaining its broad reach. The nature of outdoor
advertising also means that it fits well into the changing patterns
of consumer interaction with advertisers’ messages. Unlike most
major media the growing audience means that this relevance and
interaction comes at a low cost per contact. The outdoor industry
has also invested in meaningful tools of accountability with respect
to audience and return on investment. This has generated interest
from advertisers and their advertising agencies allowing them to
quantify the contribution of the medium.

Beyond this, in a new socially connected world, outdoor emerges
as the last mass medium best positioned to work in collaboration
with an increasingly urban, mobile and digitally enabled audience.
2013 has seen a growing number of clients exploiting the potential
of new interactions between a burgeoning mobile marketing sector
and outdoor advertising vehicles.

2.1. A fast-growing and mobile audience

The significant growth in the out of home audience is in part driven
by structural changes in populations, which are increasingly
urbanised. In 2012 The United Nations Department of Economic
and Social Affairs reconfirmed and updated recent projections
suggesting that over half of the world’s population now live in
cities. By 2050, they predict that the total urban population will
be as large as the total population in 2002. Furthermore, 67% of
the world’s people will be living in cities in 2050 with rural areas
in all parts of the world with exception of Africa seeing declining
populations and city populations growing. This trend is particularly
strong in the developing world, where people are migrating in
growing numbers toward large urban centres; as an example,
75% of the Chinese population are expected to be living in cities
within 20 years (source: National Bureau of Statistics China).
World Urbanization Prospects have predicted that Asia as a whole
will have greater than 50% urban population by the end of this
decade and Africa by 2035. It is worth noting that although Asia
has lower levels of urban population than the developed areas it
still contains 50% of the world’s urban population. The developed
world already has levels of urbanisation well in excess of 50% but
this structural change continues even within Europe where more
people are predicted to move to cities.
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In addition, people are becoming more and more mobile and are
spending more time outside of their homes, be it driving, walking
on the street, in trains, railway stations, or airports. Outdoor
advertising displays have rapidly developed in city centres, along
highly travelled roads, in airports, shopping malls, supermarkets
and car parks. It is predicted that the audience for outdoor
advertising will continue to grow in years to come.

Consequently, the average commute time between home and work
has increased in most countries, which means that consumers are
increasingly exposed to outdoor advertising. Many individuals in
the world are travelling further and for longer in their everyday
activities. In 2013, in China, there were 5.6% more passengers
travelling in all forms of transport and 7.9% increase in passenger
kilometres travelled (National Bureau of Statistics of China). The
number of privately owned cars reached 64 million, up 21% on
the previous year reflecting the growing affluence of a emerging
middle class.

Having passed a penetration level of 50% in 2012 for the first
time, the proliferation of smartphones and other devices continued
unabated allowing consumers to access internet "on-the-move".
In the largest 5 European markets, Comscore reported in March
2013 penetration of smartphones was already 57% in the EU5
with 408 million users in the EU as a whole (source: comScore
Digital Future in Focus, March 2013). In the US, over two thirds
of users are using a smartphone. There are therefore significant
increases in people accessing the web while on the move; a
study from Mashable reports that in 2013 17.4% of web traffic
comes through mobile, compared to 11.1% in 2012. Across
Europe and the US, one third of web page impressions are now
made on a smartphone or a tablet as opposed to a personal
computer. Smartphones are particularly used during the morning
commute for web activity (source: comScore). China is in many
ways bypassing the fixed technology approach with 79% of
internet users currently accessing the web from their mobile
phone (source: China Internet Network Information Center July
2013). Advertisers have ever-increasing opportunities to reach
this mobile audience whether in city centres or retail locations,
and outdoor is uniquely placed to integrate with this new media in
engaging with this valuable audience.

In air transport, according to ACI (Airports Council International),
growthinairpassengers continues atarate of 4%in 2013 compared
to 2012. The annual global growth rate is predicted to remain on
average 4% for the next two decades. The substantive contributor
to global growth patterns in passenger traffic can be attributed
to the Asian contingent of airports which counted the largest air
passenger traffic in 2013. The Asian market grew by over 7% in
2013 led by Chinese airports which have all experienced buoyant
growth, making JCDecaux a relevant outdoor partner with panels
in Beijing and Shanghai airports.

2.2. Growing fragmentation
of all major media

As many studies show, outdoor advertising continues to benefit
from the increasing fragmentation of "in-home" advertising, be it
more cable, satellite, and broadcast television channels, along
with internet sites, competing for of the viewer’s attention.

2013 saw a continued shift in advertising consumption that
consolidates the position of outdoor as the only true mass medium
unaffected by fragmentation. Despite the recognised growth in
internet use, individual platforms or sites struggle to achieve mass
coverage (with the exception of Facebook). The mobile revolution
precipitated by mass smartphone and tablet ownership has led to
different patterns of usership for online access, with shorter and
"in the moment" browsing activity becoming much more common.
New portals and access methods can rise and fall very rapidly
on the web, making planning coherent campaigns somewhat
problematic for advertisers. Outdoor is a natural partner in this
fragmented digital world to direct consumers on the move towards
relevant promotional messages.

2.3. New opportunities for OOH

Convergence of Outdoor and Mobile Marketing

Over 1 billion smartphones were shipped in 2013, up over 38% on
2012 (Source: IDC, Worldwide Quarterly Mobile Phone Tracker,
January 2014). Smartphones of which a high proportion are NFC
enabled (all are QR capable) are an important driver of future
growth for our medium helped by the combination of mobile
devices and mobile enabled outdoor creatives.

In this increasingly urbanised world, city commuters are taking
advantage of the commute time to carry out the activities that they
would otherwise have less time to do, such as shopping. Research
carried in the UK by Geometry Global in 2013 has shown that
more than half of commuters browse products and compare
prices on their phones and 31% go on to make a purchase during
their commute. JCDecaux has successfully integrated NFC
technology in several campaigns in a number of markets around
the world. For a number of customers, particularly in the retail
segment, our offer allowed clients to reach their customers via our
outdoor displays. These include HMV in the UK, Jumbo in Chile,
Lam Soon in Hong Kong, Tesco in South Korea, Nautica in New
York and Mall.cz in Czech Republic.

The use of this technology for applications other than payment,
such as gaming and access to work, will help increase penetration
in the coming years. In this context, outdoor is well placed to be a
more relevant and integral part of the conversation that advertisers
will seek to have with potential customers. There are two key
reasons for this. First, the younger and technically savvy groups
are disproportionately highly exposed to out of home. Second, this
group is increasingly averse to an interrupt model of advertising
and looks for a dialogue with their peer groups about brands

JCDecaux - 2013 Reference Document
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THE OUTDOOR ADVERTISING INDUSTRY

and lifestyle choices. Outdoor is not perceived as interruptive
but welcomed in the context of the urban environment as both
ambient and useful. As growth in mobile broadband gathers
pace, increasing amounts of social interaction will take place
online with a high proportion on mobile platforms. Outdoor is well
placed to interact with, and be part of this increasingly significant
conversation style of communication between advertiser and
customer.

Increased interaction and new forms augmented reality

Through the continued expansion of our JCDecaux Innovate
concept, in 2013, we continued to develop the means of generating
different types of conversations our advertisers are seeking.

JCDecaux Innovate teams around the world have developed
a range of products and a sophisticated understanding of how
technologies from other emerging communications industries can
be combined with outdoor advertising to make the outdoor medium
more attractive and interactive. In doing so, we have anticipated
the increasing desire from advertisers and their agencies for media
that deliver engagement. Given the high volume of advertising
messages to which consumers are exposed every day, hew and
innovative methods are required by media owners to persuade
consumers to engage with the communication. Such methods
will involve actual relational marketing that flourishes in an urban
environment by offering the unexpected. JCDecaux Innovate
teams are constantly on the lookout for new and innovative
advertising concepts for our customers’ product campaigns,
driving interest in the medium and stimulating diversity in our
customer base and, ultimately revenue growth.

Interaction remained a dominant trend in the innovative use of our
medium in 2013, notably through messaging between smartphone
devices and digital screens via social media platforms. A notable
example of this was in Sweden where to make fans spread the
hype surrounding the annual launch of a range of clothing from a
leading designer, H&M and JCDecaux decided to place key items
from the collection in the centre of Stockholm, hidden behind a
frosted glass front to a poster casement, during the week before
launch. Curious pedestrians as well as dedicated fans could tweet
#HMIlookNbook and the garments were magically revealed for
15 seconds along with information on how to pre-book the item
of the day and own it before everyone else. This campaign was
such a success that it was virally transmitted and reported in 149
countries.

Social Media campaigns that rely on Digital offers were further
exploited in 2013 involving Live-feeds and the possibility to interact
and send content to social media websites. Mobile interactivity
was one of the first technologies that was used in our Innovate®
campaigns through Bluetooth and Infrared. This has become even
more significant with the wide use of NFC and QR codes which
are often coupled with an interactive innovate element. There
were a number of further campaigns in China (Suning, Tencent),
Spain (Sony), ltaly (Telefonica), Belgium (Sony Music) and the UK
(Statoil). Nautica ran a campaign at JFK airport where customers
could buy clothes using there smartphone to interact with a poster
on the wall.
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Other Innovate® products

Innovate® products that don’t involve any interaction are still a
good way of bringing in new clients in a simple and effective way.
Showcase sites that transform a MUPI® into a window exposing
an advertiser’s products, as in a store remains a popular way of
exposing products to consumers. All these innovative products
have sound, special lighting effects, modern forms of moving
lights, and even scent. This has changed the image of outdoor
advertising for advertisers which contributes to the medium’s
growth.

Our largest markets have a new JCDecaux Innovate based
campaign virtually every week. In 2013, there were as many as
1,800 Innovate® campaigns conducted by clients with JCDecaux
worldwide, excluding transport campaigns that can be counted in
the hundreds.

The market with the largest number of Innovate® campaigns is
France, which accounted for 199 Innovate® campaigns in 2013,
followed by China and the UK. Most of the Innovate® campaigns
in China are in the Transport category, in the metros of Shanghai
and Beijing. The USA, Russia, Germany and Australia also had a
large number of Innovate® campaigns in 2013.

Our expertise in this area is a driver for sales across our business
with smaller markets such as Lithuania, Estonia and Austria
being particularly creative in terms of innovation, having as many
Innovate® campaigns as some of our largest markets in 2013.
This capacity for perpetual innovation allows our sales force
to attract new advertisers to outdoor advertising and to retain
existing advertisers by offering them new ideas.

Digitally Enhanced Product

Our capacity for "product" innovation also means that we are able
to offer advertisers communications media that are increasingly
attractive and support the growth of outdoor advertising. In airports
as far apart as Shanghai, Dubai, Los Angeles, Paris, London and
Frankfurt, and in the Hong Kong, Shanghai and Beijing undergrounds,
we have expanded the use of digital screens making the medium
more attractive and flexible in delivering our customers’ advertising
messages. The quality of both the screens and their locations make
this a significant potential driver of revenues in coming years. Of
particular note in 2013 was the increasing use of digital screens to
deliver advertising messages, particularly in the transport sector. In
the Shanghai Metro in 2013, we added over 23,000 in-train digital
screens along with nearly 3,000 screens in the metro stations
themselves providing extremely flexible opportunities for our clients
to interact with commuters.

In addition, we were awarded the transport contract in Madrid
metro, which has a significant digital element. Digital penetration is
extending beyond the largest Airports and transport hubs to smaller
Rail and Metro systems and in regional airports, particularly in France
and the UK.

>
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2.4. 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 plan their campaigns effectively. Outdoor advertising, unlike
other major media, has traditionally lacked reliable audience
measurement tools. For several years, through our subsidiary
JCDecaux OneWorld, we have pioneered the development of
audience measurement for outdoor advertising.

JCDecaux has significantly contributed to the development
of a consistent approach to outdoor audience measurement in
Europe, the United States and the Asia-Pacific region. Using
our reputation, we have developed a "reference methodology"
in audience measurement, together with other key companies
in the outdoor advertising industry. These early initiatives were
strengthened in 2008 following the creation of a new research
group under the international research institute, ESOMAR,
the purpose of which was to develop audience measurement
standards specific to outdoor advertising, the "Global Guidelines
for Out Of Home Audience Measurement". We served on its
decision-making committee and also chaired the technical
committee of this research group. Other members included
the World Federation of Advertisers and other participants in
the advertising world. Only television and the Internet have
undertaken similar audience measurement initiatives so far, and
this step shows the increasing importance that advertisers attach
to outdoor advertising in formulating their advertising strategy. The
completed guidelines were released and referenced in 2009, to
assist markets throughout the world to develop true accountability,
permitting outdoor to compete more effectively with other media
for advertisers’ advertising spend.

Generally speaking, regardless of the type of medium, the
development of a method of audience measurement requires
active participation by the various parties involved (principal
vendors, advertising agencies and advertisers). They must agree
on the measurement criteria to be used. This step is a fundamental
prerequisite that conditions the acceptance of the results of the
audience measurement technique by the advertising market and
the various participants. Audience measurements carried out for
out of home advertising thus involve the principal parties affected
and are produced by independent agencies that include the key
companies in the industry.

The reference methodology used by us and other participants in
the industry is built around three fundamental ideas: identifying
the movements of a sample of the population over a period of
one to two weeks, measuring vehicular or pedestrian traffic and
measuring the visibility of the advertisement (whether the panel is
backlit or not, visibility of the panel from the traffic flow position,
and in relation to the direction of traffic flow, etc.). For each panel,
a probability factor of being seen can be assigned, based on its
potential visibility.

The method of data collection can vary from one country to
another for each of these branches of the methodology. Collection
of information about movements, for example, can be made
using GPS systems, as was the case recently in the Netherlands,
Germany, Switzerland and certain major ltalian cities. This GPS

technique is currently also being used to continually update the
UK study and for new studies in Austria and Turkey. The point is
that the method makes it possible to gather reliable data about
patterns of movement across a wide range of outdoor formats.

This methodology, which has gradually been implemented with
success in various regions of the world, 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 are thus able to develop
a worldwide strategy for purchasing advertising 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, Norway, Sweden, the Baltics,
Ireland, Finland, Germany, Austria, Turkey, the USA, Australia and
the Netherlands. In the United Kingdom, the system has been in
place longer than in other countries, and, more recently, has been
implemented in Ireland, Sweden, and in Finland. We believe that
these audience-measurement methodologies have allowed us to
raise our prices due to demonstrably higher audiences for high-
quality panels.

We believe that the arrival of such a credible measurement
technique has allowed outdoor to grow its share of display
advertising spend. In Austria the tool was released to agencies
in 2012 and has being used for trading in 2013 for the first time.

A significant development in 2010 was the introduction during
that year of a new audience measurement system in the US, now
called TAB OOH Ratings. It permits the inclusion of out of home
in media planning tools, including econometric modelling, in the
US for the first time and we expect this to have significant impact
on the ability to compare the value of out of home to other major
media in coming years. In 2012 the industry fully embraced this
technique and added nearly 50 new outdoor companies to the
measurement body. In addition, modelling has largely refined
which will allow the industry to bring transport environments into
this system for the first time in 2014 and significantly improve
the sensitivity of the model to the measurement of digital bulletin
boards, such as those we are developing in Chicago.

In China, we introduced our first audience measurement using
this reference methodology in 2008. This audience measurement
was carried out for all of our different types of advertising media
in Shanghai and was then extended to metro products in Beijing
in 2009. Our objective is to extend this measurement to the
principal advertising markets in China, which should significantly
strengthen our competitive position there. Due to the rapid pace
of change in infrastructure within Shanghai, the study of audience
measurement has been updated in 2010 with results published
in 2011.

Similarly in other emerging markets such as in Central and Eastern
Europe, this reference methodology has the potential to enhance
the understanding of the role outdoor can play in the media mix. In
2008, we introduced the system nationally in Slovenia. In Turkey,
the new audience measurement was launched in April 2014. The
first results should be released soon which should strengthen the
value proposition for outdoor in this important emerging market
which has significant potential for outdoor.

JCDecaux - 2013 Reference Document
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In France, each operation is measured and, whether it involves
Street Furniture or Billboard, its performance is measured by
Affimétrie®, which positions the products of JCDecaux and
Avenir at the top of all major indicators. Several improvements
in methodology were made by Affimétrie in 2007 in particular
relating to the effects of back-lighting and scrolling displays
on the "visibility" of a display. A regular programme of surveys
(10,880 in 20 urban areas with more than 100,000 inhabitants
in 2013), prepared and run in close collaboration with the CESP,
enables mobility behaviour to be updated, on which basis the
networks’ performances are calculated. These improvements,
which are particularly useful, allow our advertisers to measure
the effectiveness and the quality of our networks. A very
complete measurement of the outdoor medium is now available
to advertisers in France, Europe’s largest outdoor advertising
market.

In the United Kingdom, the new audience measurement system,
Route, will in 2014 incorporate advertising in major UK Airports
into the industry study for the first time.

In most of the markets described above, the audience
measurement techniques, which were previously limited to
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
development will soon allow advertisers to plan their campaigns
more easily and purchase outdoor advertising networks more
coherently.

Measuring the effect of media on sales

In many markets, we have invested significantly in studies to
analyse the effectiveness of outdoor advertising campaigns
which, when conducted over a broad range of campaigns, are of
particular relevance to our advertisers. Since 2003, in Sweden and
the Netherlands, these effectiveness studies have been enhanced
by the use of the Internet to gather information. This information
makes it possible to measure the effectiveness of a larger number
of campaigns at low cost and to provide the results more rapidly
to our advertisers and their agencies. Similar studies conducted
by traditional survey methods are periodically undertaken by all
our subsidiaries.

In 2009 the OAA in the UK, of which we are a leading member,
commissioned a meta analysis of independent return on
investment research conducted by Brand Science, an econometric
company within the Omnicom agency group. This study revealed
considerable benefits for advertisers in a number of product
sectors, particularly retail and fast moving consumer goods in
diverting advertising expenditure from television or press into
outdoor. They highlighted a trend in declining effectiveness in
television and recommended advertisers increase the proportion
of outdoor used in the media mix to improve advertising return
on investment. In 2010, Brand Science extended this analysis to
markets outside of Europe such as in the USA, Asia and Australia.
This broadening of the analysis delivered broadly consitent
findings suggesting that increasing proportions of budget devoted
to outdoor would deliver improved communication effectiveness.
We believe that a number of advertisers recognise the need to do
this, particularly amongst the world’s largest advertisers.
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3. COMPETITIVE ENVIRONMENT

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

In the area of outdoor advertising, several major international
companies operate in all three principal market segments. Since
the disposal by CBS Outdoor of its European activities (rebranded
Exterion Media) to a Private Equity fund, JCDecaux’s main
international competitor is Clear Channel Outdoor.

Many local competitors

We also face competition from local competitors, the largest of
which are as follows:

e France: Exterion Media (Billboard and Street Furniture),
Metrobus (Transport), Liote/Citylux (llluminated panels), Insert
(Micro-Billboard), Védiaud Publicité (Street Furniture), Oxialive
(Billboard digital), Athem (Wall wrap advertising), Métropole
(Wall wrap advertising) and other operators ;

e United Kingdom: Exterion Media (Transport and Billboard),
Primesight (Billboard), Ocean (Billboard) and Outdoorplus
(Billboard) ;

e Austria: JOJ Media House (Billboard) ;
¢ Belgium: Belgian Poster (Billboard) and Business Panel (Billboard) ;

e Germany: Stroer (Billboard, Street Furniture and Transport),
AWK (Billboard) and Degesta (Street Furniture) ;

e Poland: AMS (Billboard and Street Furniture), Stréer (Billboard
and Street Furniture) and Cityboard (Billboard) ;

e Spain: Cemusa ™ (Street Furniture and Transport), IEPE (Street
Furniture and Billboard), Emociona Comunicacion (Street
Furniture and Billboard), Espacio (Billboard), Redext (Billboard
and Street Furniture) and other operators ;

e Turkey: Stréer (Billboard and Street Furniture), Karma (Street
Furniture) and Sehir Isiklari (Billboard and Street Furniture) ;

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

e United States: CBS Outdoor (Billboard, Transport and Street
Furniture), Lamar Advertising Company (Billboard), Regency
(Billboard), Adams Outdoor (Billboard), Van Wagner (Billboard
and public payphones), Tri-State/PNE Media (Billboard), Titan
Outdoor (Transport) and Cemusa ™ (Street Furniture) ;

e Australia: oOh!Media (Billboard and Transport), APN (Transport)
acting in particular on behalf of Buspak (Transport) and Adshel
(Street Furniture) and Cody & Australian Posters (Billboard) ;

e China: Focus Media (Digital screens), Clear Media (Street
Furniture), majority owned by Clear Channel Outdoor, Tom
Group (Billboard), AirMedia (Transport), VisionChina Media
(Transport) and other operators ;

M On March 17, 2014, JCDecaux announced that it had signed an agreement
for the acquisition of 100% of Cemusa. The closing of the transaction is
subject to standard regulatory conditions.
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o Africa: Continental Outdoor (Billboard and Transport), Outdoor Network (Billboard), Global Outdoor system (Billboard and Transport),
Alliance Media (Billboard, Transport and Street Furniture) and Primedia (Billboard, Transport and Street Furniture) ;

e Latin America: CBS Outdoor (Billboard), Cemusa " (Street Furniture), IMU (Street Furniture), ISA (Transport), Rentable (Billboard),
Grupo Vallas (Street Furniture and Billboard), Top Media Group (Transport and Billboard), IMC (Street Furniture, Transport and Billboard),
Efectimedios (Transport and Billboard), Otima (Street Furniture), Elemidia (Digital), Band Outernet (Street Furniture and Transport),
Kallas (Street Furniture, Transport and Billboard), Grupo Sur, Sarmiento (Street Furniture and Billboard), PC Via Publica (Street Furniture
and Billboard) and Grupo Via (Street Furniture and Transport) ;

o Middle East: Arabian Outdoor (Street Furniture), Saudi Signs (Billboard), Kassab Media (Transport), Al Arabia Outdoor (Street Furniture),
GMI (Transport) and Rotana Hypermedia (Street Furniture) ;

¢ Russia: Gallery (Billboard), Vera Olimp (Billboard), Anco (Billboard) and other operators.

M On March 17, 2014, JCDecaux announced that it had signed an agreement for the acquisition of 100% of Cemusa. The closing of the transaction is subject to
standard regulatory conditions

The table below shows the 18 largest outdoor advertising groups based on 2013 revenues (published or estimated), in order of
magnitude:

COMPANY COUNTRY OF ORIGIN REVENUE GEOGRAPHIC PRESENCE
IN MILLION OF $

JCDecaux ™ France 3,553 Europe, Asia-Pacific, North America, Latin America,
Africa and Middle East

Clear Channel Outdoor United States 2,946 United States, Canada, Europe, Asia-Pacific, Latin America
CBS Outdoor United States 1,304 United States, Canada, Latin America
Lamar United States 1,246 United States, Canada
Focus Media @ China 1,043 China
Stréer Germany 843 Germany, Poland, Turkey
Exterion Media @ United States 562 Europe, China
APGISGA Switzerland 328 Switzerland, Serbia
Russ Outdoor @ Russia 324 Russia
Air Media China 277 China
Metrobus France 269 France
oOh!Media @ Australia 262 Australia, New Zealand, United States, Indonesia
Clear Media China 212 China
Titan Outdoor @ United States 202 United States
Gallery @ Russia 201 Russia, Ukraine
Cemusa ® Spain 189 Spain, Portugal, Italy, Brazil, United States
APN Australia 186 Hong Kong, Malaysia, Indonesia, Australia, New Zealand
JOJ Media House @ Slovakia 126 Eastern Europe

Sources : Press releases, Internet sites of the companies and JCDecaux estimates, with currency transactions based on an annual average exchange rate $/€ of
$/€ de 0.7529, CHF/€ of 0.8123, HKD/€ of 0.0971 and AUD/€ of 0,7258.

(™ This amount does not include revenues generated by Affichage Holding, Metrobus companies consolidate by JCDecaux under the equity method.
@ JCDecaux estimate for 2013 revenues.

©®0n March 17, 2014, JCDecaux announced that it has signed an agreement for the acquisition of 100% of Cemusa. The closing of the transaction is subject to
standard regulatory conditions.

JCDecaux - 2013 Reference Document
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ONE BUSINESS, THREE SEGMENTS

1. OUR STRATEGY

Each day, we reach more than 340 million people around the
world through our unique network of outdoor advertising displays.
Our objective is to continue expanding and strengthening our
product line in areas of high population density and high living
standards to continue to increase and improve our profitability,
which is already among the highest in the industry.

To achieve this goal, our strategy focuses on three main objectives:

¢ to continue our development through organic growth by winning
new advertising contracts with cities, local governments,
metros, and airports that we deem to be the most attractive;

« to make strategic, targeted acquisitions that enable us to gain
a leadership position, or strengthen our existing position in the
industry, and to increase our share of the outdoor advertising
segment by developing a national network, thereby building our
capacity to achieve high returns on our investments;

e to maximise the commercial potential and profitability of our
advertising networks in all the countries where we do business.

JCDecaux’s strategy in fast growing economies centres around
both organic growth and strategic acquisitions. This should lead
to an increase in our share of revenues coming from fast growing
countries. In 2013, 32 % of the Group’s total revenues came
from these markets from 8 % in 2004. Another growth driver is
to selectively roll out digital technologies, mainly in airports and
metros which target a captive and growing audience. In 2013,
digital revenues accounted for 7 % of the Group’s total revenues.
85 % of digital revenues were from the Transport division.

*'Fast growing countries" include Central & Eastern Europe (excl. Austria), Baltic
countries, Russia, Turkey, Ukraine, Latin America, Asia (China incl. Hong Kong and
Macau, Thailand, South Korea, Malaysia, Singapore, India), Africa, Middle East,
Central Asia

1.1, Continuing organic growth

We intend to continue building the most attractive advertising
network for our advertisers in each of our three lines of business.
To reach this goal, we use the following methods:

o target cities, local governments, airports and other transport
systems in countries that offer high commercial potential in
order to develop a national advertising network;

e create new products and services that meet or anticipate
the needs of cities, airports and other transport systems and
providing unrivaled products and services to win tenders for
advertising contracts in these locations;

e use proprietary market research and geomarketing research
tools to build flexible advertising systems that meet the
demands and budgets of our advertisers (complete national or
regional coverage, targeted networks, time-share campaigns,
etc.);
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o offer an ever-larger audience to advertisers who can target
potential customers both in city centres, through a system
of street furniture unique in Europe, and on the outskirts of
population centres, through a national display network in most
European countries;

¢ develop a comprehensive international presence in each of our
business segments to respond to the growing demand from
international advertisers in this area;

* develop operating methods that make it possible to adapt and
build networks based on the requirements of our advertisers.

1.2, Participating in the consolidation
of outdoor advertising

We believe our robust financial structure, solid track record
and powerful advertising network, especially in Europe and
Asia-Pacific, give us a significant edge in seizing acquisition
and partnership opportunities needed to enter new markets or
strengthen our leading position in existing markets.

Our acquisition strategy focuses on the following main objectives:

e acquire or establish alliances with companies holding strong
positions in their markets;

e capitalise on our resources (products, operating expertise,
commercial strength) to grow and maximise the potential of
these new markets;

e develop commercial synergies;

e centralise and reduce costs.

This strategy enables us to grow through external growth in cities
where Street Furniture contracts have already been awarded and

capitalise on the synergies of these activities nationally, while, at
the same time, extending our product range.

1.3. Maximising the potential
of our advertising network

We will continue to maximise the growth and profitability potential
of our network. As we celebrate our 50" anniversary this year,
we rely on our experience in outdoor advertising, our unique
geographic coverage, our state-of-the-art product line and our
innovative marketing and business approach.

In this way, we seek to:

¢ retain control of the key locations of our street furniture products
and maximise visibility of faces so that we can offer networks
to advertisers that ensure the success of their advertising
campaigns;
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e continue our product and marketing innovations, notably in
digital, and maintain a pricing policy that reflects the superior
quality of our networks;

e capitalise on the synergies between our Street Furniture,
Billboard and Transport businesses to build international
and/or multiformat business alliances for major international
advertisers;

¢ continue to develop outdoor market research and audience
-by using sophisticated socio-demographic behavioural,
consumer, movement and audience studies of target audiences
to build networks that meet the advertising objectives of our
customers;
- by providing quantitative audience information and data

making it possible to measure the impact 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 the Street
Furniture advertising market with 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 spaces in city centres in areas where advertising was
generally very restricted.

State of the art products

For 50 years, we have been designing and developing street
furniture products that offer cities good design and public service
and advertisers an effective medium for their campaigns. We:

e design products that are innovative and have high added-value,
and offer services that enhance the quality of urban life, such
as: bus shelters, free-standing information panels (MUPI®),
automated public toilets, large-format advertising panels
(Senior®), multi-service columns (such as the Morris columns
in France), self-service bicycle schemes, 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 terminals;

e develop 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, Patrick Jouin, Philippe Starck, Robert Stern, Martin
Szekely, Jean-Michel Wilmotte and Marc Aurel ;

¢ determine, according to the advertising potential, the amount
of advertising space needed to finance a city’s street furniture
needs;

e select advertising locations and position our products to
maximise the impact of advertising.

Priority given to maintenance and service

We are recognised by cities, towns and advertisers for the
quality of the maintenance service provided under our Street
Furniture contracts. As of 31t December 2013, 54.5% of our
Street Furniture employees were responsible for the installation,
cleaning and maintenance of our street furniture and for poster
management. We put all of our maintenance staff and bill posters
through a rigorous training programme in our in-house facilities
to ensure they keep alive the company know-how and preserve
our excellent reputation for maintaining our street furniture, a key
element in our international reputation.

2.2. Street Furmniture contracts

Characteristics of Street Furniture contracts

Most of the Street Furniture contracts into which we enter with
cities, towns and other government agencies today result from
a competitive tender process 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
(2m? 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 and
bicycles. Contracts tend to differ depending on the needs of
the local government and the volume of non-advertising street
furniture desired.

Our strategy is to install and maintain street furniture at our
expense in cities and towns with which we have a contractual
relationship. We are granted the right to sell advertising space
placed 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.
The initial location of street furniture is usually the subject of
mutual agreement.

Certain towns and local governments may prefer to charge a fee,
instead of receiving street furniture or services. When we pay an
advertising fee, the cost of such a fee is generally offset, in whole
or in part, by the fact that we install few or no non-advertising
products. In 2013, we paid 22.8% of Street Furniture revenues to
cities and towns in the form of advertising rents and fees.

JCDecaux - 2013 Reference Document
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Historically, almost all of our Street Furniture contracts were
made 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, we have
expanded our Street Furniture business to serve shopping malls
in Europe, the Middle East, Latin America, USA and Japan. Under
the agreements reached with owners of these shopping malls,
we now install Street Furniture in private as well as public areas.

Street Furniture contracts for shopping malls

Shopping mall contracts for Street Furniture generally take the
form of master agreements made with operators of malls and a
separate agreement made with the managing agent of each mall.
The terms and conditions of the separate agreements incorporate
the provisions of the master agreement and may contain specific
provisions reflecting 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 undertake their best efforts to
convince the malls in which they have an investment, but do not
control, to enter into individual agreements with us.

Long-term contracts

Our Street Furniture contracts have terms of 10 to 25 years.
In France, the contract term is generally 10 to 20 years. As of
31t December 2013, our Street Furniture contracts had an
average remaining term of 7 years (weighted by 2013 advertising
revenues and adjusted to account for projected revenues from
new contracts). In France, the average remaining term of Street
Furniture contracts (weighted by 2013 advertising revenues) is 6
years and 9 months. Outside France, the average remaining term
of Street Furniture contracts was 7 years and 2 months.

High rate of success in competitive tenders

We continue to renew our existing Street Furniture contracts
successfully through competitive tenders and to win a high
proportion of the new contracts for which we bid. In 2013, a
relatively quiet year for tendering, we won 77% of the competitive
tenders for Street Furniture advertising contracts (renewals and
new) for which we bid worldwide, in line with our historically high
success rate, and 79% of the tenders in France where we were
stringent on the profitability criteria of contract renewals.

2.3. Geographic presence

Number 1 worldwide in Street Furniture

We are number one worldwide in Street Furniture in terms of
revenue and number of advertising faces (source: JCDecaux).
As of 31%t December 2013, we had Street Furniture contracts
in approximately 1,800 cities which have more than 10,000
inhabitants, totalling nearly 453,000 advertising faces in 48
countries. In addition to our operations in public areas, we are
also present in nearly 2,000 shopping malls around the world. In
2013, Street Furniture accounted for 44.5% of our revenues.
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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 our unique
presence in Europe, we are the only outdoor advertising group
able to create networks that enable advertisers to run pan-
European advertising campaigns.

As of 31t December 2013, the geographic coverage of our Street
Furniture advertising faces was as follows:

COUNTRY NUMBER OF ADVERTISING FACES

Europe 231,898
France 105,720
Asia-Pacific @ 36,363
United Kingdom 26,060
North America ® 12,689
Rest of World 40,251

TOTAL 452,981

MIncludes Austria, Belgium, Bulgaria, Croatia, Czech Republic, Denmark,
Estonia, Finland, Germany, Hungary, Iceland, ltaly, Latvia, Lithuania,
Luxembourg, Netherlands, Norway, Portugal, Republic of Ireland, Slovakia,
Slovenia, Spain, Sweden and Turkey. Among these countries, the majority of
advertising faces are located in Austria, Belgium, Germany, Hungary, ltaly,
the Netherlands, Portugal, Spain, and Turkey.

@]ncludes Australia, China (including Hong Kong and Macau), Japan, India,
Singapore, South Korea, and Thailand.

@ Includes Canada and the United States. The majority of faces are in the
United States.

@ Includes Argentina, Azerbaijan, Brazil, Cameroon, Chile, Israel, Kazakhstan,
Oman, Qatar, Russia, Uruguay, Ukraine and Uzbekistan.

A Street Furniture network unique in Europe

We have an exceptional presence in Europe thanks to our unique
portfolio of contracts in Europe’s most populous cities. As of 31
December 2013, we had Street Furniture contracts in 33 of the
50 largest cities of the European Union, as indicated in the table
opposite.

We also own a Street Furniture contract in Istanbul, Turkey,
through our subsidiary Wall; Stréer and Clear Channel also
have operations in Istanbul. With 13.8 million people as of 31
December 2013, Istanbul is the most crowded European city.

In 2013, our Street Furniture concessions in these 33 European
cities accounted for approximately 32.1% of our Street Furniture
advertising revenues.

>



COMPANY OVERVIEW &

CITY COUNTRY POPULATION IN MILLION
1 London UK 8.25
2 Berlin Germany 3.38
3 Madrid Spain 3.21
4 Paris France 2.25
5 Vienna Austria 1.74
6 Budapest Hungary 1.74
7 Hamburg Germany 1.73
8 Barcelona Spain 1.61
9 Munich Germany 1.39
10 Prague Czech Rep 1.27
11 Milan Italy 1.26
12 Brussels Belgium 1.15
13 Birmingham UK 1.09
14 Cologne Germany 1.02
15 Naples Italy 0.96
16 Stockholm Sweden 0.88
17 Turin Italy 0.87
18 Marseilles France 0.85
19 Amsterdam Netherlands 0.80
20 Valencia Spain 0.79
21 Seville Spain 0.70
22 Zaragoza Spain 0.68
23 Riga Latvia 0.64
24 Rotterdam Netherlands 0.62
25 Helsinki Finland 0.60
26 Stuttgart Germany 0.60
27 Dusseldorf Germany 0.59
28 Glasgow UK 0.59
29 Dortmund Germany 0.57
30 Copenhagen Denmark 0.56
31 Lisbon Portugal 0.55
32 Bremen Germany 0.55
33 Vilnius Lithuania 0.53

MAIN STREET FURNITURE OPERATORS
JCDecaux / Clear Channel Outdoor
WallDecaux / Stréer

JCDecaux / UTE JCDecaux-Cemusa @
/ UTE Clear Channel Outdoor-Cemusa

JCDecaux

JCDecaux ™

JCDecaux / EPA / Mahir

WallDecaux / Stroer

JCDecaux / Cemusa

DSMDecaux @ / Stréer / Schwarz
JCDecaux

IGPDecaux © / Clear Channel Outdoor
JCDecaux / Clear Channel Outdoor
JCDecaux / Clear Channel Outdoor
WallDecaux / Stréer-KAW
IGPDecaux ® / Clear Channel Outdoor
JCDecaux / Clear Channel Outdoor
IGPDecaux ©

JCDecaux

JCDecaux

JCDecaux / Cemusa

JCDecaux / Cemusa ® / Clear Channel Outdoor
JCDecaux / Cemusa ® / Clear Channel Outdoor
JCDecaux

JCDecaux / Exterion Media

JCDecaux / Clear Channel Outdoor
WallDecaux / Stréer

WallDecaux / Stroer

JCDecaux

WallDecaux / Ruhfus

JCDecaux

JCDecaux / Cemusa

WallDecaux / Deutsche Telekom

JCDecaux / Clear Channel Outdoor

Source: Government census reports and T. Brinkhoff "The principle agglomerations of the world" (www.citypopulation.de).

('We are present in Vienna via our subsidiary Gewista, of which we own 67%.
@ Deutsche Stadte Medien Decaux (DSM Decaux) is jointly owned by Stréer and JCDecaux.

@ JCDecaux owns 32.35% of IGPDecaux’s share capital.

“0On March 17, 2014, JCDecaux announced that it has signed an agreement for the acquisition of 100% of Cemusa.The closing of the transaction is subject to

standard regulatory conditions.

JCDecaux - 2013 Reference Document
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ONE BUSINESS, THREE SEGMENTS

JCDecaux has an outstanding network in France, guaranteeing
dense and homogeneous cover of almost 700 municipal areas
including Paris, Lyon, Marseille, Bordeaux, Strasbourg, Toulouse,
Nice, Metz, Grenoble, Montpellier, Nantes and Cannes. Although
France, the birthplace of our company, remains our largest country
for Street Furniture, its relative share of divisional revenues has
in recent years begun to decline gradually as our international
business develops. In 2013, JCDecaux won a large number of
tenders, mainly linked to contracts renewal. The most important
was the renewel of our Paris bus shelter contract demonstrating
the continued confidence the city has in our innovation, expertise
and ability to deliver relevant services for one of Europe’s most
important capital.

Elsewhere in Europe, where tendering was at relatively low levels,
we won new advertising faces in Roskilde and Herning (Denmark)
and Valmierea (Latvia). We also renewed a number of tenders for
street furniture in Europe, including Enschede and Hengelo (the
Netherlands).

North America, a dynamic niche market

We have been present in the United States since 1994, when
we won our first Street Furniture contract in San Francisco. As
of 31t December 2013, we held Street Furniture contracts in four
of the five largest urban areas of the United States (Los Angeles,
Chicago, Boston and San Francisco) and are in a position to
market a unique product line to advertisers. In 2009, the US
Industry published the first national audience measurement study
for US outdoor advertising which was updated at the end of 2010.
The industry actively promoted trading using these new ratings as
a core apart of its marketing activity in 2012 and in 2013 sought to
expand the survey to transit, the results of which will be published
in 2014. This will substantially improve our ability to justify the
value of outdoor in the advertising media mix during the course of
2014 and beyond.

Key positions in Asia-Pacific

We believe that there is significant potential to develop our Street
Furniture business in the Asia-Pacific region, an area where the
concept of Street Furniture is still relatively new. Present in this
region since the early 1990s, we already have a number of Street
Furniture contracts in Sydney in Australia, Bangkok in Thailand,
Macau in China and Seoul in South Korea (taxi shelters and bus
shelters).

In 2004, following a competitive tender and working through
MCDecaux, our joint-venture company with Mitsubishi Corporation,
we won the advertising bus shelter contract for Yokohama, the
second largest city in Japan. Advertising on street furniture had
previously been prohibited, but the removal of this restriction
represented a significant growth potential in this market.

In 2010 we gained new advertising faces in Tokyo via a contract
with the Kokusai Kogyo bus operator. We expect to further expand
in Tokyo and to significantly enhance our national offering. As of
December 31%t, 2013 we are present with street furniture in all the
twenty largest Japanese cities and 33 out of the top 50 Japanese
cities, representing a potential audience of over 41 million people.
We have continued to expand our premium street furniture offering

JCDecaux - 2013 Reference Document

and now have a base around 3,250 advertising faces which will
continue to grow in coming years. In this way, we have created
the first national outdoor advertising network to be offered in
Japan, providing a credible alternative to television for advertisers
seeking a mass audience.

In China, we significantly grew our footprint with the acquisitions of
Texon Media, the leading Street Furniture advertiser in Hong Kong.
Now trading as JCDecaux Cityscape, the company manages
5,100 advertising faces on Hong Kong bus shelters under long-
term agreements with the three principal local bus companies. In
2012, JCDecaux Cityscape retained the advertising concession
for complete wrap-around ads awarded by Hong Kong Tramways
Ltd for 5 years. JCDecaux Cityscape today has exclusive rights to
manage advertising on 143 trams.

In Australia, we were awarded in 2009, the contract to provide self-
service bicycles in Brisbane, Australia’s third largest city. In 2011
we completed the build of this new network and as of December
31, 2013 we are marketing over 900 advertising panels in this
key Australian market.

Latin America and the Middle East: developing markets

In Latin America, we were awarded in 2012 a significant contract
for digital advertising faces on clocks in Sdo Paulo, which is the
major economic city for Brazil and the fifth largest metropolitan
area in the world. Following the "Clean City" policy of the mayor
of Sdo Paulo, where most outdoor advertising was removed, and
with the upcoming soccer World Cup (2014) and Olympic Games
(2016) being held in Brazil, this contract offers us significant
possibilities in coming years and the improved regulatory
environment is well suited to our quality products. In 2013, we
have installed 1,000 advertising clocks which update city dweller
in real time about events in the city. This contract has provided
an exceptional platform for the further development of our Latin
American business.

Furthermore, we finalized in March 2014 the acquisition of
85% of Eumex, the leader in Latam for Street Furniture. With a
presence in 11 countries, including six of the ten agglomerations
that generate the highest GDP per person in Latin America (S&o
Paulo, Mexico, Buenos Aires, Santiago, Bogota and Monterrey),
JCDecaux now sells a total of 36,000 advertising panels and
becomes the number one company in Latam.

In the Middle East, in Qatar, we are the exclusive operator for
street furniture in the capital, Doha, through our joint venture
QMedia Decaux. We operate over 1,600 faces under this contract,
which was our first street furniture contract in the Middle East
and permitted the Group to showcase its expertise and know-
how in the region. In 2012, we capitalised on this and expanded
our operations in this region with the award of the contract for
20 years to provide street furniture in Muscat, the capital of the
Sultanate of Oman.

We also further grew our business in Central Asia with the award
of a street furniture contract in Baku, the capital city of Azerbaijan,
to provide advertising columns with integrated telephone and
Internet services. This is the first entry for JCDecaux to a rapidly
growing market; Baku has a population of 5 million people.
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Cyclocity: an innovative free bicycle service financed by
advertising - a real urban revolution.

JCDecaux launched the concept of self-service bicycles in Vienna
(Austria) in 2003, and then successfully developed the project in
France with the launch of Vélo’v in Lyon in 2005. The Group has
now extended the benefits of its Cyclocity service to a growing
number of towns and cities: Seville, Valencia, Gijon and Santander
in Spain, Brussels and Namur in Belgium, Luxembourg, Dublin in
Ireland, Toyama in Japan, Brisbane in Australia, Gothenburg in
Sweden, Ljubljana in Slovenia, Vilnius in Lituania and finally Paris
(including 30 suburban communes), Marseilles, Toulouse, Rouen,
Besancon, Mulhouse, Amiens, Nantes, Nancy and the urban
community of Cergy-Pontoise. By 31 December 2013, 350 million
uses had been registered in 69 cities.

Cyclocity has been introduced according to different economic
models depending on the advertising potential that finance the
free bicycle service. When the advertising potential is large,
as in Paris or Lyon, advertising revenues completely finance
the fleet of bicycles. In areas with medium potential, such as
Marseilles, advertising revenues partially finance the bicycles
and are supplemented by a fee paid by the city, as well as by
advertising on the bicycles. Finally, when the advertising potential
is smaller, as in Toulouse, the service is largely funded by the city
and partially financed by street furniture advertising. In this case,
JCDecaux receives the revenues from advertising on the bicycles,
and annual subscriptions.

Free bicycle services now represent an irreversible trend, as
sustainable mobility is considered to be a major focus of the
transport and mobility plans in many cities around the world.
In 2012, Cyclocity’s innovative responses to the challenges
of urban life were recognised by several awards: the Ingenuity
Award (infrastructure category) presented to Vélib’ (Paris) by the
Financial Times and Citi, the Responsible Tourism award (eco-
mobility category), also for Vélib’, and finally the "Information
Strawberry" award for the best large-scale public initiative in the
information society, for Bicikelj in Slovenia.

JCDecaux is preparing for the future of Internet connected
street furniture by experimenting with new applications.

As of 31 December 2013, six intelligent street furniture project
installations have been completed for the City of Paris following
a call for tenders. This project is a unique "urban laboratory" in
which new, useful public services can be tested in real conditions.
JCDecaux’s intelligent urban installations won three major awards
in 2012, including an international prize: "the Best Digital Poster
or Street Furniture implementation" at the 2012 Daily DOOH Gala
awards. Following this large-scale urban experiment, JCDecaux
was able to confirm the relevance of these innovations which, for
one year, were used by a wide public. In all, the public interacted
more than 400,000 times with the information and services
screens. One specific study carried out on how these new urban
concepts are perceived showed, that:

e 93% of users consider it useful to offer such spaces for
accessing digital information and services in the city;

e 88% thought that the content offered on touch screens on the
public space was relevant;

¢ 96% feel that these new services give the city an innovative
image.

The Group extends its expertise to shopping malls

We operate in 35 shopping malls in the United States and have
25% market share in the most prestigious shopping malls in the 20
largest American urban areas. Our contracts include some of the
most prestigious malls in the United States, including The Mall at
Short Hills (New Jersey), Water Tower Place in Chicago (lllinois),
and Century City and Beverly Center in Los Angeles (California).
Our US mall business is mainly focused on the higher standard
malls operated by the company Taubmann.

We have also developed this business successfully in other
countries. As of 315 December 2013, we were present in 1,795
shopping malls in 17 European countries (Croatia, Denmark,
Estonia, Finland, France, Germany, Hungary, Latvia, Norway,
Portugal, Republic of Ireland, Slovakia, Slovenia, Spain, Sweden,
and the United Kingdom) compared to 1,682 in 2013.

We have also developed rapidly in Japan: in addition to our
advertising operations with Aeon/Jusco, MCDecaux, our
60%-owned subsidiary in Japan, was awarded a 15-year
exclusive contract for installation of MUPI® advertisements in
shopping malls operated by Ito Yokado in Japan with a heavy
concentration in the greater Tokyo area, where it has 116 malls.
As of 31'December 2013, we were present in 164 shopping malls
located in Japan’s largest cities.

We have also successfully developed this business in Argentina,
Kazakhstan, Singapore, and Hong Kong with a presence in 20
other major malls.

In 2010, we developed our mall business for the first time in the
Middle East through our joint venture QMedia Decaux which was
awarded the significant contract for Villaggio, the largest mall in
Doha, the capital of Qatar in 2009. In 2012, a fire in this Mall
disrupted trade but in 2013 this business continued to provide
a sound platform for further development in this sector in the
region. In 2013, in partnership with the Municipality of Doha, we
introduced the first digital senior to this market visible from the
Corniche, a key arterial road in the city.

In 2013 in France, we further developed this business with the
award of the contract for the Beaugrenelle new premium shopping
centre in West Paris inaugurated in 2012, where JCDecaux has
launched a 100% digital offer including a 17sgm giant screen.

JCDecaux - 2013 Reference Document
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Future public tenders: a reservoir for growth

We believe that the Street Furniture business has significant
growth potential and intend to pursue international growth in
coming years. New Street Furniture contracts are likely to be put
out to tender in Europe, in Asia-Pacific, including certain first-tier
Japanese, Chinese and Indian cities, as well as in Latin America
and in the Middle East.

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 that last between 7 days 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 market
and sell all of our advertising space through our own sales force
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 network,
the commercial attractiveness of the city, the time of year and the
occurrence of special events, such as the Football World Cup or
the Olympic Games.

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

In 2013, in France, JCDecaux continued to develop its specialist
expertise in territories with new structuring levers for differentiation
for the benefit of advertisers. The Major 2 range, a uniquely powerful
network based on 2 sq.m format, now offers the opportunity for
affinity customisation, tailored by JCDecaux geomarketing experts
according to the brand’s targets. The launch of the "Théma by
JCDecaux" solutions, offers tailored to business sectors or brands’
strategic events, are also a reflection of the company’s ability to
propose appropriate communications systems, with 100% of useful
contacts.

Within the Ubicity geomarketed range, for five years a leading
range thanks to its multi-universe (cities and airports) and mixed
formats (2 sq.m., 8 sq.m. displays and digital screens) approach,
City Activity, an innovative network targeting economic decision-
makers, was bolstered by a successful launch.

In many markets we see increasing demands to create events
within public space, enhancing consumer engagement with our
advertisers’brands. Through our think tank, JCDecaux Innovate, set
up to enhance the impact and originality of marketing campaigns,
which expanded to 53 countries in 2013, we have been running
campaigns that have become landmarks in the outdoor advertising
sector. In parallel, with the innovation that saw the traditional bus
shelter display turned into part of the advertised event itself, other
revolutionary communication techniques were launched, such as
the privatisation of advertising sites for a given period so they could
be turned into Street Art on behalf of the brands.
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In the UK, the rapid development of digital products, particularly
in conjunction for the retail sector, has allowed us to compete for
short term tactical and promotional investments. We have recently
launched an innovative use of the digital platform, SmartScreen,
developed with our partner Tesco at their largest stores throughout
the UK. Developed during 2013, this new approach allows screens
to be purchased from 2014 at different times of day or day of week
to maximise sales potential. A specially developed scheduling
system, CAPTAIn permits SmartScreen to use Dunnhumby insight,
drawn from Tesco Clubcard sales information. It will automatically
increase or reduce the frequency of display according to the data in
order to show creatives at optimal times. This is the first in a series
of initiatives taken by our teams to move away from traditional fixed
display periods to a more flexible use of the medium. CAPTAIn
SmartScreen preliminary research found that the sales uplift by
digital screens is nine per cent higher than non-digital posters at
these supermarkets.

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. In 2013, such activities generated revenues of
€137.4 million, representing 11.5% of our total Street Furniture
revenues.

For instance, the toilet designed by Patrick Jouin, installed under
a lease and maintain contract with the City of Paris, was created to
be accessible, aesthetic and eco-friendly. Eco-design has reduced
its energy and water consumption (water by 26% and electricity by
28%) and 95% is built from sustainable and recyclable materials.
Its interior has been carefully thought through to optimise
accessibility for people with reduced mobility and for the comfort
of all. This eco-friendly and aesthetically pleasing toilet, with its
top quality design and ease of maintenance, has met with great
success in Paris and is now being rolled out in other towns.

These non-advertising revenues also included sale, by JCDecaux
Innovate, of innovative technical solutions associated with

innovative Street Furniture campaigns.

3. TRANSPORT

JCDecaux’s Transport advertising business includes advertising
concessions for major airports, metros, trains, buses, trams and
other mass transit systems, as well as express train terminals
serving international airports around the world. In addition to the
148 advertising concessions that the Group holds in airports,
JCDecaux also has advertising concessions in 271 metro, train,
bus and tram systems in Europe, Africa/Middle East, Asia-Pacific
and Latin America. The Group’s Transport business totals 377,000
advertising faces in 29 countries, of which 40,208 faces are in
airports. This figure excludes small advertising faces on airport
trolleys and inside buses, trams, trains and metros.

In 2013, the Transport business represented 37.9% of the Group’s
revenues. Airport advertising represented 47.4% of Transport
revenues and transit system advertising accounted for 41.9%.
Other operations conducted by subsidiaries in our Transport
business, such as printing of posters, sale of non-advertising
products, marketing and sale of Innovate® media, or cinema
advertising, represented nearly 10.7% of Transport revenues.
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3.1. Characteristics of Transport advertising
contracts

Advertising contracts in airports and other transport systems vary
considerably. This variety reflects the extent of the role sought by
the grantor in the management of the advertising space they are
granting. This flexibility may mean that contracts vary with regard
to term, fees, ownership of equipment, termination clauses, level
of exclusivity, location and advertising content.

Some of the most common terms and conditions in the Group’s
Transport contracts are listed below:

o aterm of between 3 and 25 years; payment of a fee in proportion
to revenues generated, combined with a minimum guaranteed
fee in certain cases;

e a joint-venture partnership, as for the Frankfurt, Shanghai and
Paris airports or the Beijing, Shanghai and Nanjing metros;
depending on the particular requirements of the grantors,
JCDecaux may design, build, install, and maintain, at the
Group’s expense, wall supports, digital screens, advertising
panels, or any other type of furniture. In addition, we also supply
some transport authorities with panels which are dedicated to
the provision of passenger information such as maps; with very
few exceptions, the Group possesses the exclusive rights to
the advertising business in the airports where it is present. Most
grantors extend these exclusive advertising rights to external
bus shelters and other outdoor furniture, as well as terminal
platforms such as jet bridges and passenger services such as
NICT charging stations; the initial choice regarding the location
of advertising panels is generally made by mutual agreement.
In certain cases, the advertising content may be subject to the
grantor’s approval. The Group’s rights may also be limited by
airlines which have sub-leased areas within an airport and may
therefore have certain rights in determining the location and
content of the advertising visuals in these spaces.

3.2. Airport advertising

3.2.1. Geographic presence

As of 1 January 2014, the Group held advertising contracts for
148 airports in 19 countries.

Under the brand name "JCDecaux Airport", the Group reaches
nearly 26% of worldwide airport traffic and is present across four
continents.

In Europe, the Group manages advertising contracts for 68
airports, the three largest of which are London, Paris and
Frankfurt. More specifically, JCDecaux is present in:

- 32 airports in France, including Charles de Gaulle airport and
Orly airport, through a JV with Aéroports de Paris;

- five British airports including London Heathrow and London-
Luton;

- four airports in Germany, including Frankfurt airport, through a
joint venture with Fraport;

- two airports in Belgium: Brussels International and Charleroi;
- eight airports in Portugal, including Lisbon, Porto and Faro;
- four airports in Italy via IGPDecaux;

- five airports in Eastern Europe: Warsaw and two regional
airports in Poland, joined, in 2012, by the airports in Riga,
Latvia and Prague, Czech Republic;

- seven airports in Norway;
- one airport in Switzerland: Geneva, via Affichage Holding.

In Asia, JCDecaux originally began operations in 1998 in Hong
Kong airport (Chek Lap Kok), a major gateway for this region,
followed by Macau. Over recent years, the Group has experienced
significant expansion throughout this continent, where it now
manages the advertising concession for 11 airports, including five
of the top ten airports in Asia: Beijing (Terminals 2 and 3), Hong
Kong, Bangkok, Singapore and Shanghai. JCDecaux is also
present in China, in Chengdu, Qingdao and Shenyang, and in
India in Bangalore. In total JCDecaux reaches 22% of passenger
traffic in Asia-Pacific.

In the United States, the Group manages the advertising
contracts of 23 airports, including those of New York (JFK, La
Guardia and Newark), Houston, Miami, Orlando, Minneapolis-
St. Paul, Washington D.C. (Dulles International & Washington
National). In 2013, JCDecaux won two major contracts in the
United States with the concession, for eight years, of indoor and
outdoor advertising spaces at Boston Logan airport and the Media
Operator concession for Los Angeles international airport for
indoor advertising and sponsorship. With a term of seven years
and an option for a three-year extension, this contract includes the
new Tom Bradley West international terminal.

In Africa/Middle East:

- JCDecaux is present in 14 airports in Algeria, having renewed
its contract with Algiers airport for a term of eight years in 2013
and won tenders for airports in central and west Algeria, both
for a term of seven years;

- in Saudi Arabia, JCDecaux has been granted the exclusive
advertising concession by airport authorities, with a contract
covering all 26 Saudi airports;

- in the United Arab Emirates, JCDecaux has had the exclusive
advertising concession for Dubai International, Dubai World
Central-Al Maktoum and Sharjah airports since 2008. In 2013,
JCDecaux extended its scope by winning an exclusive ten-
year contract with Abu Dhabi Airports Company covering the
three Abu Dhabi airports: Abu Dhabi International Airport, Al
Bateen Executive Airport and Al Ain International Airport. Abu
Dhabi International Airport is one of the region’s most dynamic
airports, with double-digit annual growth in passenger traffic
over the past five years (+12% in 2013, with 16.5 million
travellers). Named "Best Airport in the Middle East" by

JCDecaux - 2013 Reference Document
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Skytrax, for the past three decades this hub for Etihad Airways,
the United Arab Emirates’ national airline, has welcomed
passengers to the capital, offering them high-end services and
state-of-the-art facilities. This new concession strengthens
JCDecaux’s position as leader in Outdoor Advertising in the
Middle East. With a presence in 31 airports in this rapidly
expanding region, JCDecaux offers advertisers and their
agencies a premium network for reaching an audience of more
than 150 million high-end passengers per year, representing
almost two-thirds of total traffic in the Middle East.

As at 1 January 2014, the geographic coverage of our
advertising space in airports was as follows:

COUNTRY NUMBER NUMBER OF
/REGION OF AIRPORTS  ADVERTISING FACES
France 32 8,159
United Kingdom 5 5,261
Europe 31 8,044
North America @ 23 8,171
Africa/Middle East® 46 4,090
Asia-Pacific @ 11 6,483
TOTAL 148 40,208

™lincludes Germany, Belgium, ltaly, Latvia, Norway, Poland, Portugal, Czech
Republic and Switzerland.

@ Includes USA.
® Includes Algeria, Saudi Arabia and the United Arab Emirates.

@ Includes China, India, Singapore and Thailand.

3.2.2. Airport advertising contracts

JCDecaux prefers exclusive contracts for the operation of
advertising space in airports. These contracts are subject to
tender procedures and are generally awarded for a term of 3 to
15 years. As at 31 December 2013, the average remaining term
(weighted for 2013 revenues) of our airport advertising contracts
was five years and nine months.

JCDecaux pays a percentage of its advertising revenues to the
airport authorities, varying on average between 50% and 70% of
said revenue. However, the investment, as well as the operating
costs linked to maintaining these panels, is much lower than
investments for street furniture contracts.

3.2.3. Audience and traffic

Advertisers particularly value airport passengers, as they typically
include a high percentage of business travellers, who are difficult
to reach through traditional media. These travellers spend a
considerable amount of time waiting for flights and luggage, and thus
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constitute a captive, target audience, relatively open to receiving an
advertiser’s message. The strengthening of security procedures in
recent years has also contributed significantly to the lengthening
of waiting time for travellers. Airport advertising represents one of
the best ways for advertisers to reach this affluent audience that
generally has little free time. This is also a very significant asset
given the fragmentation of audiences observed in recent years
(Internet, mobile telephony, etc.). More than ever, the airport is a
strategic medium for reaching this valuable audience.

ACI preliminary traffic results indicate that global passenger traffic
grew 4% in 2013 compared to 2012. This growth in air transport
occurred in a year marked by numerous economic challenges,
ranging from the economic slowdown in emerging markets to the
continuing uncertainty in the Euro Zone and the United States,
showing the resilience of passenger traffic despite a difficult
climate. The growth was mainly driven by the sharp increase in
international traffic (+5.4%), whereas growth in domestic traffic was
more modest (+2.7%), primarily due to economic difficulties on the
European and North American markets.

The biggest growth was posted in the Middle East, with +10%, and
Asia-Pacific, with +7%. It should be noted that in its "2012-2031"
traffic forecast report, the ACI predicts that, at the current pace of
traffic growth in Asia, by 2031 this region should account for more
than 41% of global traffic.

3.2.4. Sales and marketing

JCDecaux sells advertising packages for individual airports as
well as packages that allow international advertisers to display
their advertisements in multiple airports around the world. Our
presence in 148 airports around the world, especially in the major
airports of London, New York, Paris, Los Angeles, Frankfurt, Hong
Kong, Shanghai, Singapore and Dubai, 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 generate greater
revenues and value per space as a result of marketing advertising
displays nationally or globally.

Our global dimension in the field of airport advertising played a
major role in the decision of the Frankfurt, Paris and Shanghai
airports to work with us in managing their advertising over a long
period to maximise their advertising revenues per passenger.

Another major advantage is that we design and position our own
airport advertising structures to blend in with the overall design
and architecture of airport terminals and provide advertisers
with the best possible exposure and impact to reach their target
audience.
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In 2013, 19 airports globally recorded at least 50 million passengers entering their doors. JCDecaux had a presence in 10 of these and

reached over 50% of passengers delivering brand communication.
AIRPORT
Atlanta
Beijing
London Heathrow
Tokyo Haneda
Chicago O’Hare
Los Angeles
Dubai
Paris CDG
Dallas Fort Worth
Jakarta
Hong Kong
Frankfurt
Singapore
Amsterdam
Denver
Guangzhou
Bangkok Suvarnabhumi
Istanbul

New York JFK

PASSENGERS IN MILLIONS

CONTRACT HOLDER

94.4 Clear Channel Outdoor
83.7 JCDecaux / local companies
72.3 JCDecaux
68.9 Tokyu Space Creation "
66.7 Clear Channel Outdoor
66.6 JCDecaux
66.4 JCDecaux
62.0 JCDecaux @
60.4 Clear Channel Outdoor
60.1 Multiple local operators
59.6 JCDecaux
58.0 JCDecaux @
53.7 JCDecaux
52.5 In-house sale agency
52.5 Clear Channel Outdoor
52.4 Various local companies
51.3 JCDecaux
51.1 Digiboard (Scala)
50.4 JCDecaux

1183.0

TOTAL

Source : ACI Preliminary 2013 Traffic Report (March 2014).

(n 2004 we entered into an agreement with Tokyu Space Creation, a subsidiary of the fourth-largest Japanese advertising agency, for joint marketing of advertising

space in 26 Japanese airports (including Tokyo) and our 148 airports.

@1n joint venture with the airport authorities.

Our products include a wide range of advertising structures in
different formats, as well as exhibition spaces and advertising
on trolleys. Panels are placed where passengers tend to
congregate, such as at check-in areas, passenger lounges, gate
areas, passenger corridors and baggage carousel areas, offering
advertisers the opportunity to interact with their target audience
close to points of sale and in commercial areas of the airport.
JCDecaux also designs custom-made advertising structures
for advertisers, such as 3D products or giant display panels,
which have the greatest impact on both arriving and departing
passengers.

Targeting and measuring the audience for airport media

A pioneer in audience measurement, JCDecaux was the first
outdoor advertising group to develop audience measurement
systems specifically designed for airports such as Radar in Great
Britain or MAP (Media Aéroport Performances) in France.

In order to improve understanding of the role and the perception
of brand names in airports, in 2010, JCDecaux, in collaboration
with Opinion Way, conducted the "Airport Stories" study in the
Paris Charles de Gaulle and Orly airports, extended in 2011 to
New York JFK, London Heathrow, Frankfurt, Hong Kong, Chep
Lap Kok, Singapore Changi and Dubai airports. The Airport
Stories World study demonstrated that the airport, a unique place
of exchange and mobility, makes it possible to build an unmatched
"universal" brand experience that creates mutual value. 92% of
persons interviewed said that advertising in an airport confers an
international status to brands and 83% said that it reinforces their
prestige. Moreover, the results of the Airport Stories World study
demonstrate that the perception of brands within airports has a
value-enhancing effect and creates an exclusive experience for
its target audience.

In 2012, the Airport Stories study saw a new development with
a section devoted entirely to measuring the impact of digital
media among airport passengers. The Digital Airport Stories
study, conducted within Aéroports de Paris, provides a better
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understanding of how brands need to communicate with
passengers, whether it be for statutory or events campaigns.
The study confirms that the airport is a unique place of intense
and unforgettable experiences conducive to the creation of a
brand experience enhanced through unique interactions with
passengers.

2013 was marked by two new studies. In the UK, the Power of
Influence study, which shows that the audience of influential
individuals in an airport is in a much higher proportion than in any
other environment. These influential passengers relay advertising
messages, beyond the airport campaign, to their personal and
professional networks.

There was also the Global Shopper Connection study. During
the first quarter of 2013, 1,475 online interviews were conducted
with international travellers from eight countries, representing a
gender-balanced sample of high-income air passengers, with
a specific focus on regular consumers of luxury cosmetic and
perfume products.

This study demonstrates the emergence of a new category of
travellers, the Global Shoppers, for whom travel and shopping
experiences go hand in hand. Of those interviewed:

* 96% like to shop when visiting a foreign city; 83% consider
shopping to be an important part of their journey and 68% even
choose their destination according to the shopping it offers;

e in terms of purchase points, Global Shoppers favour diversity,
confirming the importance of shopping throughout their journey:
Duty-Free shops are their main point of purchase (75% shop
there, of which 78% on their return journey), but City Centre
stores are also popular: department stores (70%), luxury-brand
stores (62%) and perfume stores (55%).

These figures confirm how important it is for brands to
communicate with this key target audience throughout their
journey. Indeed, Global Shoppers place great importance on
advertising during their travels abroad (87% state that advertising
helps improve their understanding of the local culture), which
explains their keen interest in brand communication as soon as
they arrive at the airport, but also when visiting cities (92% say
that they pay attention to advertising in airports and 95% in cities
when travelling abroad).

Digital, experiential and services: growth levers for airport
media

Digital screens are a key feature of the airport environment, be
it for broadcasting information, advertising messages or content
aimed at entertaining passengers. Offering closed environments
and extended dwell times, airports are a place where passengers
are willing to interact with digital media, actively wishing to
download content and get to know brands better.

Operating 3,979 digital advertising faces in airports worldwide,
JCDecaux offers advertisers a rich selection of effective digital
solutions which may prove useful in increasing trade for travel
retail spaces.
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In addition to its high visibility and impact, one of digital media’s
most greatly appreciated advantages is its flexibility. It is possible
to broadcast contentin real time, as IBM does every year at London
Heathrow during the Wimbledon Open Tennis Championship,
or to broadcast targeted messages such as the weather at the
destination airport at boarding gates, etc.

At the cutting-edge of technology, JCDecaux’s digital media
allow for direct interaction with its exclusive audience of airline
passengers. The Airport Stories World study demonstrates the
power of engagement that digital media can bring to a brand:

e 66% of those asked wanted to download entertainment;
¢ 61% wanted to download offers and money-off vouchers.

Digital media can, therefore, provide brands with ample resources
to communicate, as closely as possible, the expectations of their
target audience.

In 2013, JCDecaux took another step in the digital world by signing
a partnership with Niantic Labs (Google) in order to introduce its
game, Ingress, into American airports in John F. Kennedy and
Los Angeles international airports. Developed by Niantic Labs,
Ingress combines Google Maps and a virtual world to create
an Alternate Reality Game (ARG) based on geolocation. The
concept of Ingress is to encourage players to leave their homes
and take part in a game which takes shape in the real world, with
real people and on a global level. The game is based on the idea
that a mysterious and powerful energy exists which players must
fight and defeat.

More than 70 of JCDecaux’s digital spaces located in the
main passenger lounges of JFK and LAX airports have been
transformed into virtual Ingress-integrated portals. With traffic of
113 million passengers, these two airports offer a new dimension
to current and future players.

Advertising events, which enable advertisers to create a veritable
brand domain within the airport, continue to be a resounding
success. JCDecaux Airport offers tailored advertising solutions
to enlarge and multiply the impact of a campaign, such as giant
display panels, 3D displays, interactive furniture, exhibition
spaces or relationship marketing. There are numerous examples
of campaigns in airports and these are replicated all over the
world.

Late-2013 featured two emblematic operations which made a
considerable contribution to improving passenger journeys in
airports. Firstly, in November, the Zappos chain of department
stores organised an original event in Houston airport for
Thanksgiving. Thanksgiving is a notoriously bad time for air
passengers in the US given huge crowds which make for difficult
travel conditions. To bring a positive note to the day, Zappos
transformed a baggage carousel in the airport into a giant roulette
wheel, with passengers wining shopping vouchers or gifts, such
as sportswear and household appliances, depending on what box
their luggage fell into on the carousel.

The second operation took place in Hong Kong airport, where the
JCDecaux Transport teams put together a remarkable advertising
project with the installation of the biggest Christmas tree ever
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put up in Hong Kong International airport. Decorated with over
one million Swarovski crystals, the tree had at its base a series of
touchscreens that travellers could use to capture a fun moment
under the Christmas tree. They could then share their photos
by sending a greetings card with an original design via email or
the social networks; it was an illustration of airport media’s ability
to create a buzz and propose convergent offers with the latest
mobile technologies.

Finally, passenger service devices also serve as high added-value
communications solutions, for advertisers, passengers and airport
authorities. A pioneering example since 2003 has been the NICT
(New Information and Communication Technologies) charging
stations, which allow passengers to work and charge their MP3
player or use their mobile phone before boarding, while conserving
their battery life. This invaluable service is a fine example of how
passengers can maximise their time in the airport and is available
at New York JFK, London, Frankfurt and Shanghai, among others.
Clocks in a brand’s colours are another example of a sponsored
service. Rolex chose to highlight its brand’s expertise and design
at New York JFK, Paris Charles de Gaulle and Orly, Shanghai
Pudong, Los Angeles and Frankfurt airports. Other brands that
chose to install clocks displaying their logos include Omega at
Nice and Brussels airports, Ulysse Nardin at Bangalore airport,
and Longines at Shanghai Honggiao airport. More recently,
advertisers have shown an interest in creating lounges, such as
the MasterCard lounge at New York JFK airport, which welcomes
MasterCard cardholders, or the American Express lounge at
Singapore Changi. Other brands, such as lkea in Paris, and DBS
in Shanghai, have opted for pop-up lounges, with a focus on either
leisure or business depending on the target audience.

3.3. Metro and other transit advertising

As at 1 January 2014, the Group had 271 advertising contracts
representing 336,792 advertising spaces in metros, trains, buses,
trams and rapid transit systems serving airports around the world.

Geographic presence

At the end of 2013, JCDecaux was operating in ground
transportation systems in 19 countries. With a large presence,
JCDecaux is the leading outdoor transport communication
company in China. The Group holds advertising contracts
for more than 30,000 buses in eight Chinese cities. In metro
systems, JCDecaux has held since 1977 the advertising
concession contract for the MTR (Mass Transit Railway) and
Airport Express Line (AEL) in Hong Kong and manages the
advertising spaces of the Beijing, Nanjing, Tianjin, Shanghai and
Chongqing metros. JCDecaux strengthened its presence in the
Shanghai metro in 2013 thanks to the signature of an exclusive
eight-year contract to operate the Shanghai metro’s televised
network, covering 23,000 digital screens managed by Shanghai
Metro Television Co. Ltd.

With considerable market share, JCDecaux’s advertising
displays in Chinese metro systems boasts strong reach. Thanks
to JCDecaux China’s advertising networks, an advertiser can
now purchase spaces in five different cities. In addition to
simplifying the purchase process for advertisers and agencies,
this unique network also offers opportunities in terms of creativity
and innovation, thus improving the impact of communication in
Chinese metro systems.

In 2013, JCDecaux signed an exclusive contract for a term of
ten years to manage the advertising network of the Delhi Airport
Metro Express. This contract, which includes both indoor and
outdoor advertising spaces, strengthens JCDecaux’s Transport
business in India.

Outside the Asia-Pacific zone, JCDecaux holds advertising
contracts in metros in Santiago, Turin, Milan, Rome, Budapest,
Berlin, Vienna and Prague. In Spain, JCDecaux has been
managing advertising concessions for the Barcelona metro
(a major medium for Spanish advertisers and agencies) and
the Bilbao metro since 1999. JCDecaux has marketed the
advertising events and analogue media on a number of lines
of the Madrid metro network since 2007. In 2013, JCDecaux
won the tender to exclusively operate the Madrid metro’s entire
advertising concession, which includes analogue and digital
media, events, the TV channel and promotional podiums inside
the metro. Signed for a term of eight years, this contract confirms
JCDecaux’s position as the number one player in Outdoor
Advertising in Spain.

In other transport systems, JCDecaux has advertising contracts
in several countries worldwide, including in Algeria (bus),
Germany (trams and trucks), Austria (trams and buses), Bulgaria
(trams and buses), Spain (buses), Finland (trains and buses),
Hong Kong (trams), the Czech Republic (trams and buses),
Qatar (buses and taxis), and has national coverage in ltaly
(trams and buses).

3.3.1. Metro and other transit advertising contracts

As of 31 December 2013, the average remaining term (weighted
for 2013 revenues) of our metro and other transit system contracts
was five years and two months. The initial investment sum and the
operating costs linked to maintaining advertising panels in metros
are generally lower than those for street furniture contracts.
JCDecaux also pays a variable fee to grantors, in the form of a
percentage of advertising revenue.

3.3.2. Audience and traffic

The metro-riding population is comparable to the one for outdoor
advertising (Street Furniture and large-format Billboard). The
same geo-marketing techniques are used to maximise the impact
of these advertising networks on the metro audience, and the
effectiveness of the Group’s commercial offerings to advertisers.
In China, where it is the leader in transport advertising, JCDecaux
conducted the first audience measurement study (R&F) for the
Shanghai metro in 2008; this study was extended to the Beijing
metro in 2009. The R&F (Reach & Frequency) audience study
quantifies the impact of each advertising campaign in the
metro system, providing reliable and objective media-planning
indicators, such as audience quantification, repetition, GRPs or
contacts, which allow advertisers and agencies to make clear
choices and to optimise their campaign performance. The R&F
study for the Beijing metro follows the external general audience
measurement principles established by the Global Guidelines on
Out-of-Home Audience Measurement (GGOOHAM) industrial
committee, which issues global audience measurement directives
for outdoor advertising.

The R&F study for the Beijing metro reveals that a traditional
advertising campaign can reach more than 64.5% of the adult
population in Beijing in just four weeks. This means that an
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advertiser can make 541 GRPs or 53 million effective visual
contacts with a standard network of 100 illuminated panels.
The figures are even better for targeted campaigns of particular
interest to young people, graduates or high earners. For example,
765 GRPs are reached among white-collar workers, 41% above
the average. This study therefore confirms that JCDecaux metro
advertising network not only has a high impact within a closed
environment, but also facilitates highly effective contact with a
targeted public.

3.3.3. Sales and marketing

In 2013, transit media experienced great success with advertisers
as a result of certain highly original advertising events.

JCDecaux, is creating a buzz in the metro

To encourage agencies and advertisers to be more creative in their
use of metro media, JCDecaux China created two major events:
the Best of the Best Awards and the Innovate Festival. The aim of
these awards is to create high added value for advertising spaces
while creating, in collaboration with its partners, a harmonious and
creative metro culture.

The Best of The Best Awards, created in 2007, aims to encourage
exceptional advertising campaigns and award the best campaigns
displayed in the metro systems in five large cities (Shanghai,
Beijing, Nanjing, Chongqing and Tianjin). Throughout the course
of the evening, now widely considered the most important annual
event for China’s outdoor advertising sector, JCDecaux presents
32 awards in ten different categories. The most prestigious awards
are the platinum "Best of the Best Awards" for the "Best use of
media", "Creativity", and the "Best digital campaign", respectively.
The winners are selected by a panel of experts from the media
industry (advertising, multimedia, design) and universities. In
a move to promote interaction, JCDecaux China invited metro
users to participate by voting in different categories such as the
"Most popular charity campaign", thus establishing a platform for
communication and exchange with the public.

The Innovate Festival in Hong Kong, organised by JCDecaux
Transport in collaboration with the MTR (Mass Transit Railway)
Corporation, aims to promote the creative potential of MTR media.
From October to December, zones with the highest passenger
traffic in key stations throughout the network are dedicated to
creative advertising campaigns. Advised by JCDecaux Transport
experts, brands and agencies are encouraged to let their
imagination run wild and design innovative campaigns, whether
this be through the use of technology, interaction with MTR users
or dramatic use of the space. This highly innovative positioning
helps to cement JCDecaux Transport Hong Kong’s reputation as
a leading company in terms of the quality and creativity of the
media that it offers. Thus, for the fourth year running, JCDecaux
Transport was named by Marketing Magazine (magazine for
marketing and advertising professionals) as the number one
company for Outdoor Advertising in Hong Kong.
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The metro and other transit systems: laboratories for new
technologies

As is the case with airports, the closed environment of the metro
provides an ideal location for digital media. There are two business
models:

e 100% advertising (or highly advertising dominant). Aimed at
a mass audience that is very mobile inside the stations and
whose dwell time is limited (two to three minutes), the proposed
programme loops are kept short in order to optimise advertisers’
visibility. This model is dominant in Asia, the UK, Germany, and
the Milan metro;

e content media aimed at informing and entertaining passengers,
with an advertising panel, such as the Infoscreen channel in
the metro, trams and buses of Vienna, Graz, Linz, Innsbruck,
Klagenfurt and Eisenstadt in Austria; or Canal Metro in Madrid
or MOUTYV in the Barcelona metro.

In addition, new technologies will offer more opportunities to
interact with the passenger whether for entertainment or to help
them make the most of their travel time by giving them access
to promotional offers. Around the world, JCDecaux’s sales and
Innovate® teams assist advertisers wishing to add an interactive
element to their campaigns, whether by distributing coupons,
implementing campaigns using augmented reality or by using QR
Codes or NFC Tags that make it possible to access dedicated
content on mobile platforms or social networks.

4. BILLBOARD

JCDecaux is the leading Billboard advertising company in
Europe in terms of sales (source: JCDecaux). In 2013, Billboard
accounted for 17.6% of our revenues.

Our billboards are generally prominently located near major city
and suburban commuter routes, allowing our advertisers to reach
a wide audience. Our Billboard networks are in high-visibility
locations in major cities such as Paris, London, Berlin, Brussels,
Vienna, Madrid and Lisbon and offer advertisers extensive
territorial coverage in each country.

The Billboard activity also includes illuminated advertising,
basically the creation and installation of large-format neon signs.
We also offer wall wrap advertising. Present in 8 countries, with
98 neon signs, we currently cover the major European capitals
and aim to strengthen our position in Asia and Central Europe. In
2013, illuminated and wall wrap advertising generated revenues
of €14.9 million, accounting for 3.2% of total Billboard revenue.

4.1, Characteristic 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 competitive tender process. In the
United Kingdom, we also own certain sites where we install
billboards.
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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, three months’ notice prior to
expiration. Terms are longer in countries where the term is not
limited by law;

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

provisions relating to the type of billboard, the type and surface
area of the faces that may be displayed and the rent paid to the
landlord;

landlord responsibility for ensuring that the billboards remain
visible, especially with respect to vegetation.

4.2. Geographic presence

As of 31%t December 2013, we had 222,395 advertising faces.
These were placed in 25 countries in Europe (covering over
2,060 European towns and cities of more than 10,000 people),
three countries in the Asia-Pacific region (China, Singapore and
Thailand), in Russia, in the Ukraine, Qatar and two in Central Asia
(Kazakhstan and Uzbekistan). In 2013, we continued to pursue our
strategy of improving the quality of our billboards by dismantling
certain low-quality panels and replacing them with state-of-the-art
displays, including backlit, scrolling and digital panels. In 2013 we
also further controlled costs by the removal of uneconomic panels
in a number of mature markets.

As of 31t December 2013, the geographic distribution of our
billboards was as follows:

Europe @ 114,876
France 43,247
Asia-Pacific @ 301
United Kingdom © 32,917
North America 355
Rest of the world © 30,699

TOTAL 222,395

MIncludes Austria, Belgium, Bulgaria, Croatia, Czech Republic, Denmark,
Estonia, Finland, Germany, Hungary, ltaly, Latvia, Lithuania, the Netherlands,
Norway, Poland, Portugal, Republic of Ireland, Slovenia, Slovakia, Spain,
Sweden and Turkey.

@ Includes China, Singapore and Thailand.

@ Includes telephone kiosk panels.

@Includes Kazakhstan, Qatar, Russia, South Africa, UAE, Ukraine and
Uzbekistan.

4.3. Our product offering

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

The size and format of our billboards vary across our networks,
primarily according to local regulations. 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 backlit, which we
estimate increases their audience by up to 40%.

Of particular significance in 2013 was the continued rise in the use
of digital products, in conjunction with digital panels in other sectors
of our business, to provide interaction for advertisers’ customers via
mobile platforms. Indeed advertisers are increasingly recognising
the volume of social media activity that is conducted on mobile
devices while out of the home and the place outdoor advertising has
in stimulating discourse on these platforms amongst consumers.
Clients such as British Airways, Land Rover, BMW, the Coca-Cola
Company and Mini, have used outdoor digital displays to engage
customers with live feeds of content and in some cases permitting
interaction with the displays via Twitter or Facebook. We see this
as a phenomenon which will increase in importance in the future.

The new billboards incorporate successful Street Furniture
concepts, such as backlighting and scrolling panels. Since the
acquisition of Avenir in 1999, we have invested significantly to
improve the quality of our Billboard network, especially in major
markets such as France and the United Kingdom. Since 2009,
JCDecaux has marketed the largest network of backlit panels in
the United Kingdom. This qualitative improvement has enabled
us to strengthen the advertising effectiveness of our networks
and differentiate our product offering to advertisers. For the most
visible and prestigious displays, for example, we have continued to
replace fixed panels with 8, 12 and 18 m? backlit scrolling panels
called "Vitrines®".

Impact studies by Carat, the leading 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®") had 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.

In all of these developments we have consistently removed
old outdated formats such as trionic panels and replaced them
with modern backlit vinyl, scrolling or digital adverting panels,
maintaining a quality differential between ourselves and our
competitors which we believe allows us to better maintain price of
sale. In addition, JCDecaux has replaced a significant quantity of
its traditional billboard stock with high definition billboards which
carry a one-piece completely recyclable polyethylene poster.
This conversion will not only make it possible for us to reduce the
environmental impact, as a result of lower consumption of paper
pasted to structures, but to also speed up the posting process and
improve Vvisibility. This commitment to raising the quality of large
format advertising is recognised within the buying marketplace and
we believe gives us a competitive advantage.
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In the United Kingdom, we have continued to bring forward new,
large, landmark billboards:

e In 2005, we added M4 Tower, the United Kingdom’s tallest
purpose-built advertising structure (28.5 meters tall, as high
as a seven-storey building), which is positioned for maximum
visibility on the main highway to Heathrow Airport from London.

¢ In 2006, we continued building this type of unusual advertising
display in locations near major, high-density traffic areas We
erected the Torch on the M4 motorway in London, not far from
the Foster M4 Tower, as well as a similar structure on the A3
motorway.

¢ In 2008, we initially introduced 20 new digital billboard displays
at high-impact locations in central London. This has increased
to 30 displays, with new locations on key entry points to the
capital, enhancing the attractiveness of our medium for
advertisers, and were particularly relevant in the key period
before the 2012 Olympic Games.

e In 2009 we continued to invest in these high profile
superstructures sites, strategically placed to expand our
landmark offering and reinforce our London dominance in the
run up to the Olympics in 2012. Two further towers were built
on the M3 motorway and the A40M motorway in London next
to the new Westfield shopping centre, the largest inner city mall
in Europe.

¢ In 2011, a further tower on the A40OM was added where the major
thoroughfare into London enters the central London area. We
also completed the Stratford Digital Sail, a 36 m? digital panel
situated on the major commuting route passing the Olympic
Park. Finally, we erected the Trafford Arch in Manchester, which
spans a full 46m and carries an 83 m? advertising face. It is the
only site in the UK to span a major highway.

e In 2013 we continued the programme which began in 2012
to convert all our major large format face on the Cromwell
Road, part of the major route between Heathrow and central
London, to LED digital screens. In a striking innovation, made
possible by all faces being digital, The Cromwell Road Digital
Gateway is sold to advertisers as one advertising opportunity.
No longer limited to a fixed two week period, advertisers buy
all digital faces in the offering in time periods from one day
upwards giving complete dominance of this valuable audience
exclusively. This domination concept, pioneered within our
airport, metro and rail environments is likely to expand in
coming years and significantly expands our ability to attract late
booking and tactical advertising revenues. It was particularly
successful in these environments in attracting Olympic sponsor
based investment and this development, which brought new
clients to the medium, has continued in 2013.
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4.4, Sales and marketing

Our Billboard network markets itself under several brand names:
JCDecaux Large and Avenir in France, Avenir in Spain, JCDecaux
in the United Kingdom, Ireland, the Netherlands and several other
European countries, Gewista in Austria, Europlakat in Central
Europe, Wall in Turkey, Belgoposter in Belgium, and IGPDecaux
in ltaly.

A large proportion of our Billboard business comes from short-term
seven- to fifteen-day advertising campaigns, although in some
countries, such as France, long-term packages ranging from one to
three years also contribute significantly to revenue.

The City Voice study, conducted in France in 2012, enabled for the
first time an investigation of the customs, perceptions and benefits
attributed by the public to long-term outdoor advertising media used
by advertisers to inform and guide customers to their retail points.

Each billboard network within the Group is designed according to
audience measurement surveys, complemented by geomarketing
tools that collate sociodemographic data, and information about
people’s movements, consumption habits and the retail structure.
The billboard networks constructed on the basis of these tools
and studies meet the advertisers’ specific advertising targets.
Advertisers can then purchase networks that provide them with
uniform regional or national coverage, or target particular areas
within a strategic town, or a location close to certain stores or
cinemas etc.

Unlike street furniture advertising, discounts can be granted off the
Group’s catalogue prices in accordance with the market practice.
This has enabled JCDecaux to develop a useful sales tool that
allows the sales team to optimise the commercialisation of the
billboard networks. Thanks to a Yield Management program, the
sales team can instantly monitor the changes in demand and supply
for billboard networks, and can thus adjust discounts granted to
advertisers, in order to sell each network at the best price.

In France, two complementary strategies have been launched in
order to anchor the large format Vitrines®. to a high added-value
positioning. As in street furniture, these offers are now sold on a
tariff basis net of any discount.

The launch of the exclusive City range, a mixed national offer of
Street Furniture and 8sq.m. Vitrines® has enabled the design of
targeted products, fine-tuned to reflect the diversity of the areas
covered by the Group. Since it was launched in 2009, this range has
been extended to include three themed networks: City Trade, City
Life, City Move and City Activity (created in 2013). These concepts
were constructed on the basis of sophisticated geomarketing
analyses developed in collaboration with Experian (except City
Activity), the recognised world leader in data analysis and micro
marketing.

Also, at the end of 2011, in partnership with Bureau Veritas
Certification, JCDecaux developed a brand-new approach in
France, enabling the setting of a market standard by certifying the
quality of 11,685 JCDecaux 8 sq.m. and 12 sq.m. backlit glass-
covered installations. JCDecaux set up a Quality Committee
composed of six advertisers (Auchan, Bouygues Telecom, Caisse
d’Epargne, L'Oreéal, Orangina Schweppes and Volkswagen), four
media agencies (Havas Media, Posterconseil, Posterscope and
Vivaki), one advertising agency (Fred & Farid), JCDecaux and
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Bureau Veritas Certification. The Quality Committee worked on
nine rating criteria (five discriminating benchmarks such as isolation
of the panels and four contextual benchmarks). This resulted in a
four-tier classification of Vitrines® installations: Diamond, Gold,
Silver and Bronze. This transparent approach allows advertisers to
pinpoint the level of quality and visibility of the advertising support
they purchase from JCDecaux. This reference framework is open
to other players in the outdoor communication market. In October
2013, following an audit, Bureau Veritas Certification has renewed
the certification of JCDecaux for one additional year.

JCDecaux - 2013 Reference Document
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OUR ADVERTISERS

1. KEY ADVERTISERS

We have constantly sought to broaden and diversify our customer
base. Diversification provides opportunities for growth and
protection against the volatility of certain types of advertisers’
budgets.

In 2013, as economic conditions continued to be strained around
the world, we believe that the positions we have established
in emerging markets, especially in China and the Middle East
region, and the long term partnerships we have fostered with
leading advertisers permitted us to perform more strongly than
some other media owners with a less diverse international base. A
strong contributory factor to these relationships was our strategic
investment in digital platforms in a variety of segments relevant to
strongly performing investment categories.

With revenues from only eight advertisers accounting for more
than 1% of our consolidated Group advertising revenue, and none
above 2%, JCDecaux maintained in 2013, a well diversified client
base. Our leading advertisers remained remarkably stable with
seven of our top ten advertisers remaining the same in 2013 as in
2012. Our top ten advertisers in 2013 accounted for 14.1% of our
consolidated revenues, compared to 12.8% in 2012.

Below is the split of our revenues from the top 10 industries we
serve in 2013.

Retail 15.3%
Entertainment, Leisure & Film 12.5%
Personal Care & Luxury Goods 11.2%
Finance 10.1%
Food & Beverage 7.7%
Automobile 7.4%
Telecom & Technology 7.3%
Services 6.6%
Fashion 5.7%
Travel 4.8%

Cyclicality and seasonality

Advertising spend is highly dependent on general economic
conditions. In periods of sluggish economic activity, companies
often cut their advertising budgets more drastically than their
spending in other areas. Consequently, our advertising business is
dependent on the business cycle. The location of street furniture in
city centres makes it particularly attractive for advertisers, limiting its
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. In
2009, the unprecedented magnitude of the advertising recession
did not allow Street Furniture to be significantly more resilient than
the rest of the traditional media industry.

JCDecaux - 2013 Reference Document

Traditionally, and particularly in France, our business slows down in
July and August, as well as during January and February. To offset
these slowdowns, we grant discounts on 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.

We sell advertising space on structures where 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 panels and week(s) reserved, the unit, prices, the
overall budget, and the applicable taxes. 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 advertisements posted correspond to the terms of
the contract. Billing for the campaign is calculated on the basis of
actual advertisements posted.

3. JCDECAUX ONEWORLD: SERVING OUR
INTERNATIONAL ADVERTISERS

Because of our unique presence and advertising network in
Europe, we are able to offer advertiser’s pan-European, multi-
display and/or multi-format campaigns. Our global sales and
marketing division JCDecaux OneWorld has given our leading
international clients a single clear point of access to the Group’s
international portfolio and to JCDecaux Innovate which allows us
to develop and attract new customers beyond individual country
borders.

The decision in January 2009 to merge our long established
international sales and marketing divisions to form JCDecaux
OneWorld has benefited us consistently with a strong increase
in the revenue stream from this centralised source over the
period 2009 to 2013, and directly to our individual markets
through enhanced co-ordination. With offices located in London,
Paris and New York, and from 2013, Shanghai, JCDecaux
OneWorld permits us to better service our customers, and to
develop and manage new alliances with international advertisers.
The centralised resource simplifies the process of purchasing
international campaigns for advertisers that develop their media
strategy on a European, regional or international scale and we
believe has allowed JCDecaux to show leadership in developing
tools for our customers to improve and evaluate their outdoor
advertising effectiveness.

Based upon their success in this respect over the last four years,
driving new business growth via a streamlined international
co-ordination of our international client relationships, we have
expanded this resource with further new International Client
Services personnel based in Miami for 2014. Part of the OneWorld
team, they will work closely with the commercial directors of the
Latin American and US business to simplify the global interaction
with our group of clients based within these markets.
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We believe this will allow the group to deepen and broaden usage
of our products throughout our global footprint for our largest
clients and encourage smaller businesses in these markets to
utilise JCDecaux when expanding into new territories.

Recently, JCDecaux OneWorld has successfully completed
international campaigns for customers such as Oracle, Mango,
Gucci, Calzedonia, Nissan, Dolce & Gabbana, Hermes, Bank of
China and the Red Cross. The centralised resource has allowed
us to enhance our international relationship with Procter & Gamble
and LVMH, particularly in our airport division. In 2013 JCDecaux
OneWorld has also collaborated closely with entertainment
companies such as 21t Century Fox and Sony Pictures to simplify
co-ordination across a broad range of markets around major
releases, further leveraging our prescence.

Of particular note in 2013, was the continued growth in
collaboration with digitally advanced advertiser Burberry, which
has embraced out of home on an international scale following the
successful use of our digital and premium products as part of their
digitally converged media strategy in the previous year. JCDecaux
OneWorld was able to continue it’s partnership with this already
digitally astute advertiser.

JCDecaux OneWorld creates innovative campaigns by
emphasising the creative and universal aspects of adisplay in order
to create a truly international advertisement. We have developed
tools with global application such as the Outdoor Creative
Optimiser, which allow clients to optimise the effectiveness of
their campaign communication and have shown leadership in the
development of increased outdoor industry accountability.

Since April 2013, JCDecaux has launched internationally a new 3D
Full Motion version of its creative pre-test application: Créaction®.
By the end of 2013, eight countries in the group were already
equipped, with teams trained and a dedicated community intranet
space. Thanks to these advances in ensuring that displays are
readable and effective, national and international customers have
a unique solution to improve the impact of their communication
displayed on the Group’s media. In France, where Créaction® has
been in existence for almost 10 years and where a large majority
of national campaigns already make use of this tool, the launch
of the new 3D Full Motion version made it possible to reach the
historic milestone of 500 pre-tested campaigns in 2013, a true
vote of confidence by advertisers.

JCDecaux - 2013 Reference Document
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RESEARCH AND DEVELOPMENT

1. JCDECAUX'S APPROACH TO R&D

The success of JCDecaux within the outdoor advertising market
has always been based upon an ambitious research and
development policy and a unique capacity for innovation.

Recent product and service developments have confirmed this
strategy such as, in particular, our self-service bicycle scheme,
which has become a "must-have" worldwide. Cities, consultants
and media have come to Paris from countries far and wide to try
out Vélib’, the world’s biggest bicycle scheme.

With its new digital products, digital broadcasting and service
screens, JCDecaux plays its role as City provider to the fullest and
actively contributes to creating the city of tomorrow and to making
the environment within transport infrastructures (airports, metros,
etc.) more serviceable and harmonious for users.

Grouped together within the Research, Production and Operations
Department, the Research and Development Department and
the Design Department work together to develop new products.
Quality, aesthetics, functionality and environmental performance
are the main features of JCDecaux creations.

The Group therefore works with internationally recognised
architects and designers. These include Philippe Starck, Lord
Norman Foster, Robert A.M. Stern, Mario Bellini, Jean-Michel
Wilmotte, André Poitiers, Patrick Jouin, Mathieu Lehanneur
Carlos Bratke, Ruy Ohtake, and Marc Aurel, with whom JCDecaux
recently won a competitive tender for new bus shelters in Paris.

Our teams constantly strive to incorporate more innovative
services into the equipment they develop, with their main focus
being on integration of equipment into their environment, whether
this is urban or indoor.

Product design is guided by eco-design principles. The materials
used are of the highest quality and maximum strength. Reduced
energy consumption, adaptation to useful life and recyclability are
at the core of our design processes. A reduced ecological footprint
is therefore ensured for each of our products.

The organisation is constantly evolving to ensure it is even more
adaptable and more responsive to technological changes for the
new needs of our principals and advertisers. This strengthened our
cross-disciplinary approach and activity management in project
mode, as well as upstream research activities. JCDecaux’s R&D
organisation is also changing to become more open to the outside
world to allow new partnerships such as start-ups or research
centres to be directly integrated into the innovation process.

These organisations have been accompanied by the creation of two
teams responsible for coordinating and managing digital furniture
and service products. At the same time, an Experimentation and
New Concepts department has been set up to strengthen ties
between R&D teams and various internal functions - Marketing,
Product and Commerce in France, Business Units in the rest of
the world - and to develop Proofs of Concept to test and bring
these innovations to life.
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2. NUMEROUS AWARDS AND CERTIFICATIONS

The constant search for design excellence and the integration
of sustainable development into our design activities has been
rewarded on several occasions, through prestigious awards
such as the Good Design award (the world’s oldest and most
prestigious award) and the Green Good Design, which rewards
the integration of sustainable development into the design of
industrial products and promotes public awareness of these eco-
responsible companies.

On 5 December 2012, in New York, JCDecaux was presented
with the "Ingenuity Award", an international award organised by
the Financial Times and Citi, for the "Infrastructure" category for
its Vélib’ self-service bicycle scheme that has been operating in
Paris since 2007. This award, under the theme of "Urban Ideas in
Action", recognises companies, teams and organisations that have
developed innovative solutions to deal with urban challenges. It is
a reward for JCDecaux’s pioneering spirit since the launch of the
first Self-Service Bicycle scheme in Vienna, Austria in 2003. Since
then, 69 cities across the world have successfully adopted our
Self-Service Bicycle scheme.

The consistent efforts and results obtained in terms of mastering
the design process and the commitment to sustainable
development have also been recognised by the renewal in
2011 and the extension in 2013 of research and development
activities managed by the Research, Production and Operations
Department following the external audit for ISO 9001 and ISO
14001 certifications.

3. RECENT INNOVATIONS

We made significant breakthroughs in the area of acquisition
of expertise and the development of products based on Digital
technologies. Our R&D, Purchasing and Digital Media teams put
out a full range of equipment for meeting indoor and outdoor needs.
These included: LCD and plasma displays in formats ranging
between 17” and 103”, LED displays with a 20 mm to 4 mm pitch
depending on use and allowing formats of several tens of square
metres. These screens are accompanied by interactive solutions
based on the solutions used in Paris as part of the response to
the Call for "Intelligent Urban Furniture" project. These products
were developed and selected after very extensive assessment
procedures (tests in laboratories, tests under real-life conditions,
and comparative tests in the presence of manufacturers). They
ensure that JCDecaux has the most technically efficient products
to create the most value for the company. These developments
have been implemented via the installation of devices in Europe
(The Torch and other landmarks in London, the metro in Barcelona,
the Paris airports) and in Asia (Shanghai and Singapore airports),
as well as in other continents, for example the Digital Clocks in
Sao Paulo and the large-format digital billboards in Chicago.

In addition to Vélib’, which is both the global benchmark for self-
service bicycle schemes and the originator of the hundreds of
self-service bicycle schemes which have been launched around
the world since 2007, our R&D teams work to continually improve
installed solutions and to develop an innovative, new-generation
offer for JCDecaux’s future contracts. The importance of the
self-service bicycle scheme as a weapon for conquering new
markets has been confirmed and we are constantly striving to
offer cities and citizens alike innovative solutions which uphold
the fundamentals of ergonomics, sustainability and high-quality
service. To this end, the first system to have attachment points
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installed without structural engineering works was rolled out
in Vilnius, Lithuania last summer, and numerous patents have
been filed since 2012 in preparation for the migration to electric,
with solutions under development in the company’s electronic
laboratories.

We are also devoting a lot of time to innovating interactivity
technologies with the development of service and advertising
platforms using open source Android technologies, GPS, NFC
and integration of social networks. Furthermore, we are stepping
up our research into new technical solutions around the themes
of Intelligent City, Big Data and Open Data adapted to the urban
environment.

Since 2010, JCDecaux has developed a Digital Signage Platform
that responds to all of the challenges relating to the Group’s digital
supply chain. This platform uses integrated tools in order to ensure
the control and integrity of digital content to be disseminated, to
programme content ("scheduling") in an elaborate and adaptable
way for each digital installation, and to secure the dissemination
of information.

Already widely deployed, the platform will continue to support the
Group’s digital development. At 31 December 2013, around 4,647
screens were managed by the platform’s intermediary.

International footprint of JCDecaux’s self-service bicycle schemes
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Country City Start date Country City Start date Country City Start date
Australia Brisbane October 10 France Amiens February 08 Ireland Dublin September 09
Austria Vienna October 03 Besangon September 07 Japan Toyama March 10
Belgium Brussels May 09 Cergy Pontoise March 09 Luxembourg Luxembourg May 08
Namur March 12 Créteil April 10 Lithuania Vilnius July 13
Spain Cordoba September 03 Grand Lyon May 05 Norway Lillestram April 13
Gijon July 04 Marseille October 07 Russia Kazan July 13
Santander September 08 Mulhouse September 07 Sweden Goteborg August 10
Sevilla July 07 Nancy September 08 Slovenia Ljubljana May 11
Valencia June 10 Nantes May 08
Paris July 07
Rouen December 07
Toulouse November 07

As regards to services provided to cities, the installation of bus
shelters in Paris will be an opportunity to offer innovative services
to passengers using public transport; in particular, modifying the
outside of the bus shelters to make the waiting times per bus line
easier to see. There will also be a function to request for a bus
to stop using a digital billboard on the outside of the shelter. All
of these innovations are implemented against the backdrop of
energy savings to comply with the climate plan, with shelters that
are only powered by electricity at night. All of these new daytime
functions are powered by high-capacity batteries, which are solar-
powered in some shelters.

Finally, in terms of the sustainable development policy, JCDecaux’s
R&D teams have produced important studies on the adaptation
of existing systems for energy reduction and the use of green
energy. There has been significant progress in the selection of
energy efficient electronic components, the adaptation of software
layers and the integration of solar energy. The teams continue to
validate full-scale autonomous energy prototypes.

The portfolio included 854 patents and models, thus demonstrating
our commitment to this policy, as well as the creative vitality and
innovative power of our teams.
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THE GROUP’S SUSTAINABLE DEVELOPMENT POLICY

DETAILS ON THE APPLICATION OF
ARTICLE 225 OF THE GRENELLE 2 LAW

In accordance with Decree no. 2012-557 of 24 April 2012,
the environmental, social and stakeholder information
concerning the application of article 225 of the Grenelle
2 law is included in the JCDecaux SA Management
Report, available on the Group’s website under the
section Sustainable Development: www.jcdecaux.com/en/
Sustainable-Development

To ensure that the information provided for the year 2013
is complete and accurate, the report was conducted by
Mazars, officially recognised as an independent third-party
auditor.

As in the previous year, the Reference Document sets
out environmental, social and stakeholder information,
and also presents the key initiatives and results obtained
in 2013. The information concerning article 225 of the
Grenelle 2 law, verified by the independent third-party
auditor, is presented in a concordance table at the end of
the sustainable development section.

In 1964, when Jean-Claude Decaux invented the concept of street
furniture with advertising, his idea was to design and develop
street furniture products that combine public service for users,
good design, quality and functionality as an effective medium
for advertisers. Lyon became the first city in the world with more
than 100,000 inhabitants to be equipped with bus shelters free of
charge, in exchange for the right to use the advertising spaces.

In 1972, JCDecaux was awarded the bus shelters contract in Paris;
the French capital, and thus became its national show window.
Over the years, JCDecaux pursued its growth and continued
innovating, by regularly creating new products: MUPI, road
signs, PISA, JEI, infobus, with steadfast commitment to providing
high-quality and useful services to citizens. In 1980, JCDecaux
installed the first automatic public toilets in Paris. Fifteen years
later, the model was implemented in San Francisco.

From 1982, the Group changed in size and its rapid international
growth began, collaborating with the best international designers
and architects, such as Norman Foster, Philip Cox or Patrick
Jouin. In 2001, JCDecaux was listed on the stock exchange and
created a Supervisory Board and an Executive Board, alternately
chaired by Jean-Francgois Decaux and Jean-Charles Decaux.

In 2007, after Velo'V in Lyon, JCDecaux installed the largest
self-service bicycle system in the world in Paris, a low-impact
transport means that has fully become part of users’ daily life.
2007 also saw the creation of the Sustainable Development and
Quality Department, in order to provide answers to the challenges
of sustainable development and strengthen JCDecaux’s
responsible management accross the entire Group. The creation
of the department was closely followed by strong commitments,
formalised in 2008 in the Sustainable Development Company
Statement signed by Jean-Frangois Decaux and Jean-Charles
Decaux, and reaffirmed in the JCDecaux Code of Ethics and the
International Charter of Fundamental Social Values.

JCDecaux - Document de Référence 2013

In 2012 and 2013 JCDecaux conducted an in-depth review of
its sustainable development policy, with a view to reinforcing its
2008 commitment, which resulted in a Sustainable Development
Strategy. This Strategy was rolled-out internally at the end of
2013. It sets six priorities for the Group and its subsidiaries.

In the first half of 2014, the Group will formalize the objectives it
set itself as part of the Strategy, and the associated indicators in
a dedicated document.

As the deployment of the Strategy is currently under way, the
quantitative data presented hereinafter is the result of our historical
commitment, formalised in the 2008 "Sustainable Development
Company Statement".

1. SUSTAINABLE DEVELOPMENT HISTORY

2013 - 2014 2014
Renewal of JCDecaux’s New Group Code
commitment to sustainable of Ethics

development
2012
JCDecaux International
Charter of Fundamental

2011 Social Values

Introduction
of an eco-design tool

2010

New extra-financial
reporting software

2009
Introduction
of a carbon policy

2008
Publication of the JCDecaux
Sustainable Development

2007 Statement
Creation of the Quality Control
and Sustainable Development
Department 2006
Launch of the Ecoreflex
program
2005
Update of the
Group’s Code of Ethics
2004
First ISO 14001
certification
2002
First extra-financial
report
2001
Group’s first
Code of Ethics

>



SUSTAINABLE DEVELOPMENT B

2. THE NEW SUSTAINABLE DEVELOPMENT
STRATEGY OF JCDECAUX

One year after creating the Sustainable Development and Quality
Department in 2007, JCDecaux produced its official Roadmap, a
commitment letter for sustainable development that summarised the
priority actions the Group will take in the area of sustainability.

The commitments made by the Group in 2008 helped to build
JCDecaux’s reputation as a responsible company and one seen as
such by its partners and customers.

As the global leader in outdoor advertising today, JCDecaux
reaffirms its commitment to sustainable development by presenting
its new strategic priorities, reflecting the Group’s ambition to enhance
its attractiveness and to increase its environmental, social and
stakeholder performance. JCDecaux’s Sustainable Development
Strategy aims to provide concrete, innovative answers to the
challenges of sustainable development by putting its energy, its
expertise and the collective intelligence of its employees to achieve
long-term growth, alongside its customers and stakeholders.

Objectives of the new Sustainable Development Strategy

This new Strategy aims to co-ordinate, throughout the Group
and across all functions and business units, our priority actions
as regards sustainable development on the environmental, social
and stakeholder areas.

In this chapter the new Sustainable Development Strategy

will be termed "the Sustainable Development Strategy" or
"the Strategy".

2.1. The creation of the Strategy

The work of creating the Strategy, carried out in 2012 and 2013,
was led by the Sustainable Development and Quality Department
in close collaboration with the operating Departments and under
the supervision of the Executive Board.

The external and internal factors relating to the issues of
sustainable development for JCDecaux were analysed using a
materiality matrix, shown on page 38.

To better identify and prioritize the sustainable development
issues and the concerns of stakeholders, both within JCDecaux
and outside of it, the Group carried out its work in several phases:

2.1.1 Issue identification
o Work on issues:

- Assessment of the 2008 Sustainable Development Statement
and the policies derived from it

- Identification of sustainable development issues which are
relevant for JCDecaux

* Work on the connection between sustainable development and
business: many JCDecaux managers from a variety of regions
and departments around the world were interviewed

o Work on Stakeholders:
- |dentification of JCDecaux’s internal and external stakeholders

- Evaluation of the stakeholder issues by means of interviews
conducted with numerous JCDecaux managers and by means
of numerous information sources on the concerns of the
municipalities and transportation companies, advertisers, the
financial community, the extra-financial community, users of
the bike-sharing systems and citizens

- Summary of the information from these numerous sources

2.1.2 Analysis and rank-ordering of these issues

From the list of issues obtained during the identification phase,
the Group assessed the importance of each issue according to
two criteria, in order to bring out the most significant:

¢ Level of importance of the issue for each stakeholder

¢ Level of importance of the issue with regard to JCDecaux’s
activities

This evaluation was conducted through interviews of a number of
JCDecaux managers in contact with stakeholders including the
municipalities and transportation companies, our advertisers, the
financial community, the extra-financial community, and users of
our bike-sharing systems.

This information was then compiled in a materiality matrix to identify
the material issues both for JCDecaux’s business activities and
for its stakeholders. The Group has defined 6 strategic priorities
in response to these issues identified as the most important ones.

This approach allowed us to concentrate resources on strategic
issues that involve value creation and are meaningful to
the company. We also focused on ensuring the Sustainable
Development Strategy was in line with our business strategy,
and propose priorities and associated actions aligned with the
business activities of our subsidiaries and the concerns of their
stakeholders.

JCDecaux - Document de Référence 2013
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THE GROUP’S SUSTAINABLE DEVELOPMENT POLICY

2.1.3 Materiality matrix

This materiality matrix has two main inputs to focus on sustainable development issues in light of their importance to JCDecaux and its

stakeholders.
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The issues identified in the matrix as the most important ones for JCDecaux and its stakeholders have been chosen as the priorities of

the Sustainable Development Strategy.

The topics that were not included in the Sustainable Development Strategy were not thought to be without importance to the Group. It
was, however, essential to prioritize actions so as to ensure effective execution by the Group’s subsidiaries and to make the sustainable
development roadmap clear to those inside and outside the Group. These other topics, particularly the ones judged as important but not
retained as priorities, will be worked on inside the Group with the operational Departments involved, in order to gradually introduce them

into the strategy over time.

2.2. The six priorities of the strategy

Adopted by the Executive Board at the end of 2013, the Sustainable
Development Strategy consists of six priorities, equally balanced
across three areas of sustainable development: environment,
social and stakeholder issues which are related directly to the
issues that emerged from the materiality matrix. A sponsor has
been designated for each of the Strategy’s priorities, who formed
a working group of managers from different countries and regions
to help set the action plan for that priority. The sponsors are
also in charge of monitoring, following through and reaching the
objectives set, and to help countries that request it with carrying
out the action plan. This selection of senior operational managers
as sponsors of the Strategy’s priorities shows the importance
the Group attaches to everyone’s ownership of sustainable
development issues and the degree to which they are integrated
into the everyday work of the Group.

Environmental priorities
¢ Reduce our energy consumption

¢ Reduce our other environmental impacts

JCDecaux - Document de Référence 2013

Social priorities

e Deploy a Group-wide Health & Safety Policy

e Implement an ambitious, Group-wide Social Policy
Stakeholder priorities

¢ Reinforce sustainable development in the Purchasing Policy

e Strengthen employees’ commitment towards sustainable

development

The deployment of the Sustainable Development Strategy with
its six priorities is currently under way in all subsidiaries managed
by JCDecaux. The subsidiaries set up their own action plans
and objectives in relation to the Group’s objectives. These local
action plans were then consolidated for approval of the concrete
commitments of the Group as a whole.

A document explaining the new Sustainable Development Strategy
in detail and the associated objectives will be published during the
first half of 2014 and made available on the JCDecaux website.

Similarly, JCDecaux subsidiaries have set sustainable development
commitments for themselves in addition to the Strategy’s priorities,
in keeping with their local issues and characteristics.
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2.3. Management of the Sustainable
Development Strategy

The Sustainable Development Strategy was implemented in
the subsidiaries managed by JCDecaux that were already
consolidated for extra-financial reporting purposes (38 countries),
representing 93.9% of 2013 Revenues.

The Strategy will be managed throughout the year by the
Sustainable Development and Quality Department, by the
sponsors of each strategic priority, their operational departments
and by the Sustainable Development Committee working with the
Executive Board.

The priorities and objectives set in this way as well as the results
obtained will be analysed and revised where appropriate, in light
of changes in the company’s strategy or its environment.

The monitoring indicators of each priority will be presented every
year in the Reference Document.

A yearly review of progress of the Strategy will be made by the
Executive Board. During these reviews, the priorities, their content
and the objectives set may be revised in light of changes, in the
business or in circumstances. Should there be changes made
to the strategic priorities as regards sustainable development,
JCDecaux commits to being transparent about them and continue
to publish the strategic indicators or explain why they are no
longer tracked and published.

The topics and monitoring indicators published in the past will be
maintained, and added to, as part of the Sustainable Development
Strategy.

3. GOVERNANCE OF SUSTAINABLE DEVELOPMENT

3.1. JCDecaux Group governance

Information on JCDecaux governance is presented in the section
"Corporate governance, internal control and risk management".

3.2. Sustainable Development
and Quality Department

The corporate Sustainable Development and Quality Department,
which is involved at all key points in the value chain and is at
the heart of the company’s everyday activities, has a wide field of
action embracing all the Group’s businesses.

Its duties are to:

e propose and implement the Group’s sustainable development
strategies;

e bring together and support the Group’s business lines and
subsidiaries in implementing their sustainable development
programmes in line with the Group’s Strategy;

¢ manage and coordinate sustainable development action plans;

¢ respond to the expectations of internal and external stakeholders
regarding issues related to sustainable development;

¢ conduct the Group’s quality policy.
The Department reports directly to a member of the JCDecaux

Executive Board, who is responsible for all Corporate functions,
including issues related to sustainable development.

3.3. @Sustainable Development Committee

To guide JCDecaux’s Sustainable Development policy and
continue the internal dynamics created by the Strategy, in 2014
JCDecaux created a Sustainable Development Committee. The
Committee is composed of one member of the Executive Board
in charge of sustainable development issues, the Director of
Sustainable Development and Quality, the Director of Internal Audit
and sponsors in charge of strategic priorities. The Committee will
meet twice a year to decide on the Company’s general guidelines
with respect to sustainable development topics.

4. EXTRA-FINANCIAL REPORTING

Extra-financial reporting is overseen by the Sustainable
Development and Quality Department and enables JCDecaux
to monitor extra-financial data and to manage its sustainable
development policy.

4.1. Reporting scope

All of the JCDecaux Group’s activities, billboards, street furniture
and transport, are integrated in the scope of extra-financial
reporting. However, the activities of suppliers and subcontractors
are excluded.

The scope covered by extra-financial reporting reached 96.5% of

turnover for the environmental data, and 96.3% of the Group’s
workforce (FTE), for social data in 2013.

4.2. Reporting timetable

Data is gathered quarterly for the indicators and entities that
contribute the most information and annually for the other
indicators and entities. Quarterly data-collection makes the
information communicated by the largest entities more reliable
and regular. Data is prepared as at 31 December each year to
harmonise with the Group’s financial reporting.

JCDecaux - Document de Référence 2013
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4.3. Usage of reporting

Extra-financial reporting has allowed the Group to compile an
increasingly reliable set of data on the environmental, social and
stakeholder aspects of its subsidiaries. Since 2011, in order to
fully exploit the data gathered, the Sustainable Development and
Quality Department began producing annual scoreboards to chart
the extra-financial performance of its main subsidiaries.

A methodological note explaining the specificities of extra-financial
reporting is available in the JCDecaux SA Management Report:
www.jcdecaux.com/en/Sustainable-Development

5. PRESENCE IN INTERNATIONAL INDEXES

The principles and values that govern the Group have led to
JCDecaux winning international recognition for its corporate
social responsibility. The Group’s commitment to sustainable
development underpins an approach of continuous improvement,
in which initiatives are continued and intensified from year to year.

JCDecaux’s commitment and performance is reviewed by extra-
financial rating agencies as well as by fund managers and analysts
specialising in socially responsible investing.

JCDecaux is included in three leading ethical investment indexes,
which list the best companies according to strictly defined criteria
of corporate social responsibility:

"JCDecaux has been selected to appear in the
Ethibel Excellence investment registry since 8 May
2013. This selection by the Ethibel Forum
(www.forumethibel.org) indicates that the company
would do better than average in its sector in terms of
corporate social responsibility (CSR)".

The Euronext Vigeo Eurozone 120 index inventories
companies that have obtained the best ratings in
terms of social responsibility risk management and
contribution to sustainable development.

Oekom research classified JCDecaux in its "Prime"
list. This result is an indicator of the quality of the
company’s social and environmental performance.

Every year since 2008, the Group has reported publicly to the CDP
(formerly the Carbon Disclosure Project), an independent non-
profit group that works to reduce the greenhouse gas emissions
of companies. JCDecaux SA. obtained the score of 83 B in 2013,
a higher score than in 2011 and 2012.

JCDecaux - Document de Référence 2013
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ENVIRONMENTAL PRIORITIES

The greenhouse gas emissions assessment of JCDecaux
activities and lifecycle analyses of the products offered by
JCDecaux, managed by the Sustainable Development and
Quality Department and the Research and Development
Department, have led to the identification of the main
environmental impacts of the company’s business
activities.

The Group’s greenhouse gas emissions are due to energy
consumption, by order of importance, of street furniture,
vehicles and buildings. The Group’s other environmental
impacts are waste and water consumption. Within waste,
two categories, paper and plastic, are covered by targeted
policies which aim to reduce their use and improve their
recycling.

Thus, as part of the Sustainable Development Strategy,
two environmental priorities have been established:

¢ To reduce the Group’s energy consumption;

e To reduce the Group’s other environmental impacts.

1. CARBON EMISSIONS AND ENERGY
CONSUMPTION

To reduce the Group’s carbon emissions requires a reduction in
energy consumption, the main environmental impact. JCDecaux
has therefore put in place ambitious environmental measures to
reduce its consumption as part of the Sustainable Development
Strategy, and this reduction should mechanically lead to a decline
in the Group’s emissions.

Carbon emissions

IN TEQ CO» 2011 2012 2013
Street furniture® 141,841 153,524 145,723
Buildings™ 9,069 11,915 12,281
Vehicles 25,704 26,307 27,474
TOTAL CARBON

EMISSIONS* 176,614 191,746 185,478
Scope 1 29,661 31,362 31,840
Scope 2@ 146,953 160,384 153,638
Carbon emissions

prevented by purchase

of renewable electricity 39,978 46,034 51,100

All environmental data presented above comes from the extra-financial
reporting with a coverage rate of 96.5% of turnover.

* Published figures include carbon emissions prevented by purchases of
electricity from renewable sources.

(M'Scope 1: Sum of direct emissions from combustion of fossil fuels (oil, gas,
coal, peat, etc.) from resources owned or controlled by the company.

@ Scope 2: All indirect emissions generated by the purchase or generation of
electricity.

The Group’s carbon emissions remained virtually stable (-0.5%)
between 2012 and 2013, in spite of revenue growth in business,
in particular the acquisition of 25% of Russ Outdoor in Russia, the
start of activities linked to the Sdo Paulo clock project, in Brazil,
and new contracts awarded, for example in China. Countries’
management of energy consumption, the favourable progress
of electricity emission factors and the improved reliability of data
on the energy consumption of street furniture, in particular in the
United Kingdom, enabled a slight reduction in the Group’s carbon
emissions.

Taking into account the Group’s major investment in electricity
generated from renewable sources, total Group emissions fell by
3.3% in 2013.

Breakdown of carbon emissions by region in 2013

Rest of the World
1%

North America
6 %

Asia-Pacific
Rest of Europe 28 %

34 %

France
12 %

United Kingdom
9 %

Carbon offset

In addition to efforts undertaken to reduce its environmental
impact, JCDecaux also voluntarily offsets a portion of its carbon
emissions.

In 2013, the Group offset 1,059 tonnes of carbon. Offsetting was
mainly used for carbon emissions from the vehicle fleet responsible
for the maintenance and regulation of certain contracts.

JCDecaux - Document de Référence 2013
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STRATEGIC PRIORITY:
REDUCE OUR ENERGY CONSUMPTION

JCDecaux has put in place ambitious environmental
measures to reduce its energy consumption. The measures
adopted concern street furniture, vehicles and buildings,
and are deployed in the Group’s geographies.

As the electricity consumption of its street furniture is its
main environmental impact, its reduction is the main priority.
The JCDecaux Research and Development Department
thus works on optimising the energy performance of
new and existing street furniture, in particular lighting
technologies.

The Group’s second priority and second environmental
impact concerns vehicles. To reduce energy consumption,
measures have been put in place throughout the Group,
from training users in eco-driving to the selection of
vehicles that emit less CO2 emissions.

The third priority concerns the energy consumption of
JCDecaux buildings, offices and warehouses. The Group
has adopted a series of measures to reduce their energy
consumption.

Energy consumption

IN MWH 2011 2012 2013
Street furniture 538,237 571,804 571,778
Buildings 39,832 54,334 54,642
Vehicles 103,113 107,152 111,828
TOTAL 681,182 733,290 738,248

All environmental data presented above comes from the extra-financial
reporting with a coverage rate of 96.5% of turnover.

The Group’s total energy consumption remained virtually stable in
2013 (+0.7%), in spite of the acquisition of 25% of Russ Outdoor
in Russia and growth of the business, in particular linked to the
Sao Paulo clock project and new contracts awarded in China.
Countries’ management of energy consumption and more reliable
data on energy consumption of street furniture, in particular in
the United Kingdom, have helped stabilise the Group’s energy
consumption.
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1.1. Electricity consumption
of street furmniture

Energy consumption

IN MWH 2011 2012 2013

Street furniture 538,237 571,804 571,778

All environmental data come from the extra-financial reporting with a coverage
rate of 96.5% of turnover

Electricity consumption of street furniture remained stable in 2013.

Breakdown of electricity consumption of street furniture by region
in 2013

Rest of the World North America
6 % 4%
Asia-Pacific
17 %
Rest of Europe
35 %
France
29 %

United Kingdom
9%

The JCDecaux Research and Development Department uses
lifecycle analysis (LCA) to identify the environmental impacts
arising from the components, manufacture, use, and end-of-life
treatment of street furniture. Since 2011, these lifecycle analyses
have been conducted using a dedicated software application.

Electricity consumption of street furniture, the Group’s main
environmental impact, represents more than 70% of JCDecaux’s
energy consumption. lts reduction is our first priority of work, in
particular as part of the Sustainable Development Strategy.

One of the main areas where the electricity consumption of street
furniture can be reduced is in lighting systems. JCDecaux has thus
defined, along with its Research and Development Department,
new lighting standards for new and existing street furniture.
Thresholds by street furniture type have been determined, in
terms of power, intensity and uniformity of light.

The increased use of dimmable electronic ballasts for light
structures offer energy savings of around 28% compared to the
use of ferromagnetic tubes.

The gradual increase in the use of LED technology for lighting
structures, for its part, offers energy savings of approximately
57% compared to the use of ferromagnetic tubes. Coupled with
a power modulation system, LED technology allows for a greater
increase in energy savings. This option has notably been adopted
as part of the bus shelter contract in Paris.

LED technology thus plays an increasing role in the outdoor
advertising sector. This technology, which is very resistant,
combines reduced electricity consumption with aesthetic pleasing
characteristics.
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In addition, the JCDecaux Research and Development
Department continues its technological monitoring work, as
regards the development of new designs and the analysis of
different techniques applicable to the Group’s street furniture.
Traditional and new techniques are tested against each other
and durability is also a factor in the choice of technologies for
incorporation in street furniture.

For example, in the framework of the Paris bus shelter contract,
JCDecaux will replace its entire fleet with 2,000 bus shelters
designed by Marc Aurel. These modular bus shelters will offer
citizens new and more innovative services, as well as greater
comfort, while using less energy. Consistent with its sustainable
development policy, JCDecaux designed this offering to offer
more services and reduce energy consumption compared to
bus shelter models currently in place. This new offer will provide
reduction of around 34%, higher than the 30% required by the
Climate Plan of the City of Paris.

The design of new public toilets (Patrick Jouin model) is a good
illustration of how JCDecaux seeks to cut energy usage. Electricity
consumption for these toilets is reduced by about 30% compared
to the previous model.

1.2, Building consumption

Energy consumption of buildings

IN MWH 2011 2012 2013

Buildings 39,832 54,334 54,642

All environmental data come from the extra-financial reporting with a coverage
rate of 96.5% of turnover

Energy consumption of buildings occupied by JCDecaux
remained virtually stable (+0.6%) in 2013.
As part of the Sustainable Development Strategy, different

measures will be implemented to reduce the energy impact of
buildings.

1.3. Renewable energies

Energy consumption

IN MWH 2011 2012 2013
Street furniture 538,237 571,804 571,778
Buildings 19,727 24,442 25,735
TOTAL 557,964 596,246 597,513
including green electricity 121,549 144,594 158,569
% green electricity 21.7% 24.3% 26.5%

All environmental data come from the extra-financial reporting with a coverage
rate of 96.5% of turnover

In addition to the actions for reducing its energy consumption,
the Group continues to pursue its ambitious green electricity
purchasing policy. The proportion of green electricity in supply
contracts or purchases of green certificates guaranteeing that
electricity comes from renewable sources reached 26.5% of
the Group’s total consumption in 2013. The renewable-source
certificates purchased in 2013 met a stringent set of specifications,
drawn up by the Group’s Sustainable Development and Quality
Department.

Renewable energies are also being built into our innovative street
furniture. Solar panels can be used to power non-advertising
shelters in regions where the climate is suitable. In 2013, 1,942
items of street furniture throughout the world used this technology.

At the same time, the Research and Development Department

continues to research and integrate new generations of renewable
energies into street furniture.

1.4, Energy consumption of vehicles

Vehicle energy consumption

IN MWH 2011 2012 2013

Vehicles 103,113 107,152 111,828

All environmental data come from the extra-financial reporting with a coverage
rate of 96.5% of turnover

Energy consumption of vehicles increased by 4.4% in 2013, in
spite of the acquisition of 25% of Russ Outdoor in Russia and
growth of the business, in particular linked to the S&o Paulo clock
project and new contracts awarded in China.

Breakdown of vehicle energy consumption by region in 2013

North America Asia-Pacific
Restofthe World 3% [5%
5%
Rest of Europe France
35 % 45 %

United Kingdom
7 %

1.4.1 Eco-driving

In 2013, JCDecaux continued to roll out its eco-driving programme
across the Group’s subsidiaries. It is designed to change the
behaviour of drivers behind the wheel. This programme has
strong support amongst all trained employees who recognise
the environmental benefits of this new way of driving, as well as
its contribution to reducing accidents. As part of the Sustainable
Development Strategy, eco-driving training will be extended to all
entities of the Group.

JCDecaux - Document de Référence 2013
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In France, this training has led to conclusive results: between
2005 and 2013, fuel consumption per 100 km was reduced by
10% and the number of accidents fell by 50%.

In 2012, JCDecaux Belgium received the Bronze Trophy at the
Fleet Green Awards, to recognise companies that apply a green
driving policy. The "drivOlution" training given in connection with
the eco-driving project is aimed at instilling solid green driving
reflexes in the participants. The objective was to reduce CO2
emissions by 10%, and lead to a more prudent style of driving.
Thanks to the savings made from this project, JCDecaux Belgium
made a donation of €10,000 to a cancer foundation.

1.4.2 Eco-friendly cars

The Group also looks to use vehicles with a lower impact on
the environment than other, in terms of fuel consumption and
CO2 emissions. When renewing or developing its vehicle fleet,
JCDecaux systematically reviews the best available solutions for
its activities. Where possible, operational employees are equipped
with clean vehicles (electric, NGV, LPG, flexifuel and hybrid). This
is used for example, for the public toilet maintenance operations
in Paris.

As part of its Sustainable Development Strategy, the Group has
thus defined maximum CO2 thresholds, per type of vehicle, for
its entities, to promote the most environmentally-friendly choice
of vehicles when renewing its fleets. In 2013, the clean vehicles
used by the Group represented 6.4% of the JCDecaux fleet.

1.4.3 Logistics planning

A process to optimise transport times has been put in place for
journeys to install or operate street furniture. Maintenance and
posting schedules are grouped by type of furniture and by location
to limit journey times and fuel consumption. The implementation
of systems for tracking journeys is under investigation in several
subsidiaries to further optimise transport, and therefore further
reduce greenhouse gas emissions.
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STRATEGIC PRIORITY: REDUCE OUR OTHER
ENVIRONMENTAL IMPACTS

In addition to greenhouse gas emissions generated by
energy consumption, the Group has other environmental
impacts. The Sustainable Development Strategy aims to
reduce these impacts by concentrating on:

e Paper: at the core of JCDecaux’s line of business.
Measures aiming to optimise paper consumption and
improve its recycling have been implemented in the
Group’s subsidiaries;

e Plastic: the use of PVC, commonly used in posters and
event banners, is being reviewed to be reduced along
with a focus on recycling;

e Other waste (glass, electrical and electronic waste
(WEEE)...): JCDecaux wishes to improve the management
of its waste by reducing the quantity of waste generated
and by maximising the sorting and recycling of waste, in
particular WEEE.

JCDecaux contributes to the preservation of natural
resources through the management of its environmental
impacts. This also serves as a springboard for innovation
in the materials used, the products developed and the
processes implemented.

2.1S0O 14001 CERTIFICATION

To support its policy of reducing its environmental impacts and
to reach the highest international standards in environmental
preservation, JCDecaux encourages the deployment of ISO 14001
certification in the countries in which it operates. In conjunction with
certified subsidiaries, the Sustainable Development and Quality
Department has written best practice guidelines for setting up an
environmental management system that is ISO 14001 compliant.
These guidelines have been made available to all subsidiaries.

12 subsidiaries were certified ISO 14001 in 2013: Spain (2003),
Norway (2006), France (2007), Italy (2007), Portugal (2007), the
United Kingdom (2008), Sweden (2009), Finland (2010), Ireland
(2011), the Netherlands (2011), Belgium (2012) and the United
States (2013), representing more than 54% of JCDecaux Group
revenues.

3. WASTE

Lifecycle analyses carried out by the JCDecaux Research and
Development Department have highlighted other environmental
impacts resulting from the Group’s activities, and in particular
waste generation which concerns all of the Group’s activities.
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Total waste generated

IN TONNES 2011 2012 2013
Total waste generated 21,378 21,561 22,123
% of waste sorted 58.1% 66.0% 65.8%

All environmental data presented above comes from the extra-financial
reporting with a coverage rate of 92.8% of turnover.

In 2013, the total volume of waste increased slightly (+2.6%). At
the same time, the volume of sorted waste remained stable.

Waste management is a major issue for the Group as waste
production occurs at all stages in the lifecycle of street furniture.
Eco-design of street furniture, based on lifecycle analyses, means
the Group can choose materials for durability and recyclability,
reducing the volume of raw materials used and of waste generated
whilst ensuring the recyclability of end-of-life components.

At all phases of the street furniture lifecycle, waste is selectively
sorted at all Group sites, in accordance with local regulations in
each country and according to possibilities for recycling and reuse,
in particular for recovery of billboards, fluorescent tubes, waste
packaging materials, iron, aluminium, glass, gravel, hazardous
waste and electronic and electrical waste (WEEE).

Moreover, JCDecaux street furniture is designed with an average
life expectancy of more than 20 years, which means it can be
recovered at the end of the contract and reinstalled where possible,
if the customer agrees, under a new contract, by renovating and
updating the lighting technologies.

Renovating furniture and reusing components in good condition

helps to minimise the consumption of new raw materials and
reduce volumes of waste.

4. WATER

Water consumption

IN M3 2011 2012 2013
Water 145,875 118,595 136,728
Rain water 3,944 3,598 3,836

TOTAL WATER
CONSUMPTION

149,819

122,193 140,564

All environmental data presented above comes from the extra-financial
reporting, with a coverage rate of 96.5% of turnover.

The Group’s water consumption increased by 15% in 2013. The
strong decline recorded in 2012 was linked to the significant
standardisation of invoicing by our supplier at the site in Plaisir,
France. Because this 2012 base was "artificially" low, one must
compare 2013 to 2011 to observe the change in water consumption.
Thus, between 2011 and 2013 total water consumption fell by
6.2%, reflecting the Group’s commitment to a better management
of its water consumption. In 2013, the use of rainwater increased
by 6.6%.

JCDecaux is continuing its policy in order to:
¢ Reduce its consumption of drinking water;
e Expand its rainwater collection capacity and use.

e Reduce the amount of water needed in the maintenance
of street furniture and vehicles while ensuring high quality
washing.

e JCDecaux uses two methods to recover rainwater:
e rainwater is collected in tanks by agencies;
¢ rainwater is collected from street furniture using water butts.

Water collected in tanks by agencies goes to fill the tanks on
vehicles used by maintenance staff to clean street furniture.
Because rainwater is naturally soft, it reduces the quantity of
detergents and water required for cleaning structures, helping to
reduce the environmental impact of the Group.

In 2013, the Group’s capacity for water collection was over 880 m?,
an 18% increase compared to 2011.

The possibility of incorporating rainwater collectors into street
furniture is systematically examined to have water for cleaning
directly available. For example, installing water butts within the
advertising columns in Paris and in new Patrick Jouin toilets have
helped reduce water consumption.

Water consumption has been identified by the Group as a significant
environmental impact. However before setting reduction targets
for the Group within the Sustainable Development Strategy, we
need to study further the breakdown of water usage between our
activities.

5. PAPER AND PLASTIC

Paper and plastic are included in the waste management policy.
However, in the framework of the Sustainable Development
Strategy, they were identified as significant with respect to the
company’s business activity and in 2014 shall be treated in a
dedicated section.
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SOCIAL PRIORITIES

JCDecaux, with 11,402 employees, sees its social
commitment as key to its success. Through its employee
and human resources development policies, the Group
aims to allow everyone to participate actively in his or
her professional development, in a fast-changing work
environment.

The Sustainable Development Strategy includes two
employee priorities that define the main strategic objectives
as well as the key issues that should be addressed by all
the countries in which the Group operates:

e To deploy a Group-wide Health & Safety Policy;

e To implement an ambitious, Group-wide Social Policy

1. INFORMATION ON HEADCOUNT

JCDecaux has operations across five continents in more than
60 countries. Human resources are managed in a decentralised
way by each subsidiary, giving the Group greater flexibility to
adapt its operating mode to better suit the local regulations and
environment, while complying with the Group Codes.

Breakdown of employees by region (FTE)

AT 31 DECEMBER 2011 2012 2013
France 3,529 3,627 3,515
UK 686 675 673
Rest of Europe 3,338 8378 3,392
North America 198 201 202
Asia-Pacific 1,812 1,932 1,981
Rest of the World 741 776 1,639
TOTAL GROUP 10,304 10,484 11,402

The employee data (FTE) presented above is based on the Group financial
reporting, with a coverage rate of 100% of the Group workforce (FTE).

Breakdown of employees by region in 2013

North America Rest of the World
United Kingdom 2% 17 %
6 %
Asia-Pacific Rest of Europe
14 % 30 %

France
31 %
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At 31 December 2013, the total headcount of the JCDecaux Group
reached 11,402 employees, an increase of 918 people compared
to 2012 (+8.8%), including 716 equivalent full-time employees
(FTE) due to the acquisition of 25% of Russ Outdoor in Russia.

At constant scope, the Group’s headcount recorded an increase
of 113 FTE, or a 1.1% increase between 2012 and 2013. The
organic growth in the number of employees is due to the growth
in the Group’s business following the signature of new contracts,
notably in Brazil with the S&o Paulo clocks and in China with the
subways in Beijing, Shanghai and Suzhou.

With 3,515 employees working in France in operational activities
and in holding and subsidiary-support activities, French employees
make up 31% of the Group’s total workforce, so France’s employee
policy is regularly cited as an example of Group policies.

Breakdown of employees by business (FTE)

AT 31 DECEMBER 2011 2012 2013
Street Furniture 6,788 6,357 6,487
Transport 1,929 2,024 2,159
Billboard 1,587 2,103 2,756
TOTAL GROUP 10,304 10,484 11,402

The employee data (FTE) presented above is based on the Group financial
reporting, with a coverage rate of 100% of the Group workforce (FTE).

Breakdown of employees by business in 2013

Billboards
24 %

Street furniture

Transport 57%

19 %

At31December 2013, the share of the Billboard business increased
to 24.2% of the Group’s total (compared to 20.1% in 2012), mainly
due to the integration of Russ Outdoor. Consequently, the share
of employees attached to the Street Furniture business fell and
represents 56.9% of the Group’s total in 2013 (compared to
60.6% in 2012), as did that of the Transport business (18.9% in
2013 compared to 19.3% in 2012).
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Breakdown of employees by expertise (FTE)

by the creation, in France, of the Innovation and Digital Product
Development units. This sharp increase reflects the strategic

AT DI AL B 2 2012 2013 importance of innovation for the Group, and the efforts it has
Telmiel 5,927 5,828 6,304 made in R&D investments.
Sales and marketing 2,263 2,379 2,530 Breakdown of employees by type of contract
Administration and IT 1,500 1,638 1,921 AU €N (ISR e 2l A 2013
0, O, O,
e —— 593 510 497 Permanent contract 95.3% 95.5% 95.6%
I = 0, o, o,
Research and Development 91 129 150 Fixed-term contract 4.7% 4.5% 4.4%
The employee data presented above is based on the extra-financial reporting,
TOTAL 10,304 10,484 11,402 with a coverage rate of 96.3% of the workforce (FTE).

The employee data (FTE) presented above is based on the Group financial
reporting, with a coverage rate of 100% of the Group workforce (FTE).

It should be noted that this year there was a strong increase in
headcount in most business lines, mainly due to the integration of
25% of Russ Outdoor.

The Technical and Administration and IT business lines recorded

Thanks to the Group’s quality standards, where priority is given
to the transmission of knowhow, JCDecaux favours permanent
employment agreements, rather than using temporary workers or
subcontractors.

Breakdown of headcount by age in 2013

the strongest increases in absolute terms with respectively +476 Under 25 6.1%
and +283 full-time employees (FTE). The increase in Technical 2500 I . 7.
employees is explained mainly by the integration of Russ Outdoor s0-3+ |, 7 >
and the increased number of employees in Brazil, Ireland, China 35-30 [N - - -
and India in particular. The 6,304 Technical employees, (55% of 40-44+ I ;1
the total headcount), comprising field and technical staff, show the vl FERA
Group’s strong local footprint. s0-54 (NG o -

s55-50 NG ;oo
The Administration and IT and Research and Development 60 and above [ 2 59

business lines saw the highest percentage change with
respectively +17.3% and +16.3%. Excluding the impact of Russia,
the growth in the number of employees in Administration and IT
is mostly in France, which launched an apprentice recruitment
campaign in September/October 2013, China, due to the Suzhou
subway, and Brazil, due to the new Sao Paulo clock contract.
The sharp increase in the percentage of R&D is mainly explained

The employee data presented above is based on the extra-financial reporting,
with a coverage rate of 96.3% of the workforce (FTE).

At 31 December 2013, 38% of the Group’s employees were
younger than 35, with 6.1% younger than 25 (compared to 5.6%
in 2012), 42.1% between 35 and 50 and 19.9% over 50.

Average length of service, and breakdown by length of service in 2013

LENGTH OF SERVICE REST OF NORTH ASIA- REST OF
IN % GROUP FRANCE UK EUROPE AMERICA PACIFIC THE WORLD
Less than 2 years 22.4% 14.7% 26.6% 14.8% 27.2% 39.1% 34.8%
2 -5years 23.8% 16.5% 24.7% 23.1% 20.4% 31.2% 34.2%
6 - 10 years 19.5% 16.6% 24.3% 18.7% 29.6% 19.2% 24.6%
11 - 15 years 14.1% 16.3% 12.0% 19.3% 18.9% 8.2% 5.4%
16 - 20 years 6.9% 7.8% 6.6% 12.0% 2.9% 1.7% 0.9%
21 - 25 years 7.2% 14.2% 4.2% 71% 0.5% 0.5% 0.0%
26 - 29 years 2.7% 5.6% 0.9% 2.6% 0.0% 0.0% 0.0%
30 years and above 3.5% 8.4% 0.7% 2.2% 0.5% 0.1% 0.0%

100% 100% 100% 100% 100% 100% 100%

AVERAGE LENGTH

OF SERVICE

The employee data presented above is based on the extra-financial reporting, with a coverage rate of 96.3% of the workforce (FTE).

At 31 December 2013, the average length of service within the Group was 10.7 years and ranged from 5.2 to 13 years according to
region. France, JCDecaux Group’s country of origin, has the longest average length of service, 13 years. The differences in length of
service are explained mainly by the recent presence of the Group in certain high-growth geographic regions, such as Asia-Pacific where
the average length of service is 5.2 years.
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STRATEGIC PRIORITY: DEPLOY A GROUP
HEALTH & SAFETY POLICY

JCDecaux operates a large number of its business
activities in-house. A significant portion of its employees
are operating agents exercising operational functions
which, due to the nature of their activity, are more exposed
to the risk of accidents at work. The health and safety of
employees is a key concern for the Group, which wishes to
develop and coordinate a global policy on the subject and
introduce a set of standards in all of its subsidiaries.

The objectives of JCDecaux’s Health & Safety Policy
are to reduce the number of work accidents and their
seriousness. To accomplish this, health and safety
management principles have been defined and are being
deployed in all the entities managed by the Group. These
principles concern the following themes:

e | ocal implementation of a system for managing Health &
Safety along with the implementation of necessary tools;

¢ Risk management, product and equipment safety;
e Training;
e Surveys on work accidents and incidents;

e Control, audit and continuous improvement of the Health
& Safety management system;

e Subcontractor management.

A Health & Safety Committee was created at the end of
2013, composed of Health & Safety managers in different
regions in which the Group operates, the International
Operation Director and the Sustainable Development &
Quality Director. Its missions are to define the objectives
of the Group’s Health & Safety Policy and to provide
subsidiaries with the necessary assistance to set up the
Group’s Health & Safety Policy locally.

The translation of these policies and actions into concrete
results for the Group takes time, particularly in relation to
reducing the frequency and seriousness of work accidents.
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Continuous improvement in employee safety and working
conditions is a key objective for JCDecaux. In 2013, as part of
the Sustainable Development Strategy, the Group’s Health &
Safety Policy has been strengthened and formalised to assist
each subsidiary and put in place a health & safety management
system in accordance with the Group’s expectations. Clear
measures have thus been defined whose aims are to guarantee
and promote the health, safety and well-being of employees and
to reduce, eliminate and control risks as much as possible.

This policy, guided in each country by a local organisation in
charge of health & safety, is notably supported by an action plan
and a health & safety manual, in accordance with the measures
defined by the Group and compliant with local laws.

The major risks to employees relate to working at heights, road
safety and electrical safety.

The Group’s new Health & Safety Policy is inspired by the
OHSAS 18001 standard on occupational health and safety. Four
countries have already been certified according to this system of
management: Finland, Ireland, the Netherlands and the United
Kingdom. ltaly is SA 8000 certified, a certification standard for
social responsibility.
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Accidents at work resulting in medical leave of absence by region

FREQUENCY RATE ™ RATE OF SERIOUSNESS @

2011 2012 2013 2011 2012 2013

France 68.9 60.8 56.5 2.2 2.1 1.9
UK 3.1 4.7 6.2 0.0 0.0 0.2
Rest of Europe 34.8 214 33.8 1.0 0.6 0.7
North America 9.9 12.3 12.6 0.3 0.0 0.0
Asia-Pacific 20.2 71 3.7 0.1 0.0 0.0
Rest of the world 16.1 21.4 5.3 0.5 0.5 0.1
GROUP 38.8 29.3 28.5 1.1 0.9 0.8

The employee data presented above is based on the extra-financial reporting, with a coverage rate of 96.3% of the workforce (FTE).

™ Number of accidents leading to medical leave of absence per million hours worked.
@ Number of days of medical leave of absence per thousand hours worked.

2.2. Absenteeism

Absenteeism rate* by region

AT 31 DECEMBER 2011 2012 2013
France 8.3% 9.5% 8.9%
UK 3.1% 3.5% 3.1%
Rest of Europe 6.5% 7.6% 7.5%
North America 2.6% 6.3% 8.0%
Asia-Pacific 3.0% 2.6% 2.2%
Rest of the world 2.6% 4.2% 7.4%
GROUP 5.9% 6.8% 6.8%

* Total number of days of absence reported as a share of total recorded days
worked.

The employee data presented above is based on the extra-financial reporting,
with a coverage rate of 96.3% of the workforce (FTE).

Breakdown of absenteeism, by cause and region in 2013

REST OF NORTH ASIA- REST OF
IN % GROUP FRANCE UK EUROPE AMERICA PACIFIC THE WORLD
liness and disability 4.1% 5.3% 2.1% 4.8% 1.2% 1.2% 4.8%
Work-related illness 0.1% 0.4% 0% 0% 0% 0.1% 0%
Accidents at work 0.6% 1.2% 0.2% 0.5% 0% 0% 0.1%
Maternity 0.9% 0.5% 0.5% 1.2% 0.3% 0.5% 2.2%
Conventional leave 0.2% 0.3% 0.2% 0.1% 0.7% 0.3% 0.2%
Others 0.8% 1.2% 0.1% 0.9% 5.8% 0.1% 0.1%

OVERALL RATE OF

ABSENTEEISM

The employee data presented above is based on the extra-financial reporting, with a coverage rate of 96.3% of the workforce (FTE).

lliness accounted for 60% of the days of absence within the Group.
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3. SOCIAL POLICY

STRATEGIC PRIORITY: ESTABLISH AN AMBITIOUS,
GROUP-WIDE SOCIAL POLICY

To develop a set of social values common to all employees
in all countries where JCDecaux is present, to promote a
work environment that is favourable to their development
and to share local good practices across the entire Group,
JCDecaux has set three goals:

e To deploy and train employees on both JCDecaux's
International Charter of Fundamental Social Values and
Code of Ethics;

¢ To strengthen the management and the development of
talent;

e To promote the development of employees.

The themes and monitoring indicators, published
historically, will be maintained and enriched as part of the
Sustainable Development Strategy.

3.7. Common social values

The Group’s countries monitor employee policies and manage
their human resources locally with the local human resources
departments or managers. This organisation allows JCDecaux to
adapt to the demands and specificities of each country in which
the Group is present whilst respecting the framework defined in
the Group’s charters.

3.1.1 Group Charters

In order to lay out formally JCDecaux’s values and principles,
which involve a number of commitments from management
and employees, the Group’s Charters clearly state the rights
and responsibilities of everyone in the Group, whatever their
profession and level of responsibility.

The Group’s Code of Ethics lays down the rules of conduct for
all its employees (see Social responsibility - 3.1 Anti-corruption).

The JCDecaux International Charter of Fundamental Social
Values sets out the Group’s statement on Human Rights, and
reinforces the protection of the fundamental social rights for all
employees.

The principles set forth in the Charters help make JCDecaux a
responsible player in the countries in which it operates. This is
why, as part of the Sustainable Development Strategy and the
priority to "establish an ambitious Group-wide Social Policy",
one of the measures set by JCDecaux consists of deploying
and providing training in the Code of Ethics and the International
Charter of Fundamental Social Values.
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3.1.2 Human Rights

As the Group expands internationally it may find itself working in
countries which present a risk to Human Rights, as defined by
the United Nations Organisation and the annual report on political
rights and civil liberties "Freedom in the World 2013".

Respect for Human Rights is of fundamental importance for
JCDecaux and since 2011, the Group’s risk mapping includes the
risks of failure with respect to Human Rights.

During 2012, in the context of rapid international expansion,
JCDecaux decided to strengthen and formalise its commitment
with respect to Human Rights by introducing the JCDecaux
International Charter of Fundamental Social Values in all of its
subsidiaries.

The Charter, which illustrates the Group’s desire to provide a safe,
healthy and respectful working environment for all its employees,
is based on the United Nations Universal Declaration of Human
Rights, the International Labour Organisation’s Declaration
of Fundamental Conventions and Rights at Work (ILO) and
the Organisation of Economic Cooperation and Development
Guidelines (OECD). Listed rights include the ILO’s eight
Fundamental Conventions, as well as employees’ rights on health
and safety, working hours and paid leave.

A member of the Executive Board has direct responsibility of
the communication of the JCDecaux International Charter of
Fundamental Social Values and the social values stated herein
throughout the Group. The local management in each country
in which JCDecaux does business is responsible for ensuring
compliance and enforcing the principles and standards set out in
this Charter.

Each new employee receives a copy of the JCDecaux
International Charter of Fundamental Social Values, as well as
the Code of Ethics, on entering the company. These Charters are
provided to all Group employees and are available on the Intranet
in each country. At the end of 2013, 84% of the countries, where
JCDecaux has the management, have deployed the JCDecaux
International Charter of Fundamental Social Values.

The evaluation of the compliance of local practices with the Charter
is carried out through reports, which look at each of the principles
contained in the Charter. This report aims to collect the details
of the local practices, the local implementation of the JCDecaux
International Charter of Fundamental Social Values, and identify
local consequences or difficulties linked to the deployment of the
Charter. In cases of non-conformity between the Charter and
local practices, the subsidiary in question is asked to develop a
corrective action plan.
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3.2. Management and development
of talents

To support our employees from the moment of their arrival and
throughout their career, the Group subsidiaries run human
resources management programmes, including for example,
career management and induction programmes for new
employees.

Evaluation tools are in place in France to develop the quality of
managerial relationships between employees and their managers,
and implement a comprehensive career-management process
called SCOPE (Supervision of Competences, Orientation,
Potential and Evolution).

3.3. Training

A company’s performance depends on its capacity to help each
employee liberate the potential that makes them "unique". In this
spirit, the Group has a structured, dynamic, diverse and modern
training policy designed to benefit all employees, managers and
non-managers alike.

Employee training

GROUP 2011 2012 2013
Training hours 80,275 72,144 85,715
Training rate 82.4% 66.1%" 73.4%

FRANCE

Training hours 34,642 37,535 26,405

Training rate 87.1% 51.6%" 46.2%

* Starting in 2012, the method used to calculate the training rate in France was
changed. The number of employees trained has been taken into account
instead of the number of training courses taken, which explains the reduction
in the training rate.

The employee data above is based on the extra-financial reporting, with a
coverage rate of 96.3% of the workforce (FTE).

In 2013, 85,715 hours of training were provided to more than 8,100
trainees across all the Group’s subsidiaries.

To help Group employees, many training opportunities are offered
each year in all areas related to its activities: management,
operations, technical, safety, languages, communication, marketing,
sales, office, etc. Employee training and continuing education have
been one of the Group’s key focus areas.

In 2013, some subsidiaries
programmes in the following areas:

launched significant training

¢ Brazil, where business recently started: training of all personnel
in new digital media;

¢ Russia, which integrated the Group’s extra-financial reporting
in 2013: standard training of all employees in Health & Safety;

e Hong Kong: training of all new employees in the Group’s
Charters (Code of Ethics and International Charter of
Fundamental Social Values).

Additional courses, related to the priorities defined in the Sustainable
Development Strategy, shall be developed and deployed in all of
the Group’s subsidiaries starting in 2014.

Focus: in-depth view on training in France

¢ Business line training

Since 2004, the JCDecaux Media Academy has been JCDecaux’s
own sales training centre. Intended for all of the Group’s
sales teams, it allows development of media expertise and
standardisation of sales cycle practices.

In addition, assistance of sales teams in tool changes continued
in 2013 with the deployment of version 7 (Invoicing) of the
MoSaic IT tool and of the dynamics CRM "My BeeZ" project,
which led to training in agencies throughout France for all teams,
including Paris Média Aéroport. "My Beez", the new customer
relations management tool, is now used for optimised information
sharing within all the departments of the Group: a tool for
managing customer relations, public relations, sales support and
consolidated customer data.

The migration of our customer data software toward Microsoft
DYNAMICS CRM was accompanied by the deployment of
capacity-building courses starting July 2013 for the entire sales
force (assistants, sales teams, Sales Administration Department
and MAP). The objective is to train 100% of teams in "My Beez" as
of 1 January 2014 using the "standard" Microsoft version.

e Management training

By creating the JCDecaux Management Academy, Group
Management sought to reaffirm that management and training
are essential factors in the creation of value and are important
elements in creating loyalty, along with individual and collective
success.

In 2012, this service was enlarged with "Management Workshops",
a training programme that is a springboard for progress in the nine
talents of the JCDecaux manager, based on three complementary
approaches: personal development, experimentation and
analysis of professional practices. Since 2012, 300 managers
have been trained in this innovative educational approach through
management techniques, notably by strengthening their strong
points.

As part of the TOTEM project, with the triple objective of improving
the Group’s capacity to rapidly produce high-performance
information systems, assisting the business lines in their strategic
planning and development of digital offerings and services, the
IT Department, with the assistance of the Human Resources
Department, launched an ambitious training plan, made up of
"know-how", "being", and "multi-facet" modules responding to
individual and group performance goals, by business line (project
lead, architects, etc.).

JCDecaux - Document de Référence 2013
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e Digital training

With the digitalisation of the JCDecaux offering and the deployment
of digital content, the Group hopes to train all employees involved
in digital street furniture. A one day module at Maurepas (Yvelines
- France) is conducted by the Research Department for field staff
and management personnel: presentation of Digital technologies
used in the Group, operational principles regarding connective
street furniture and visit to the 70-inch street furniture assembly
workshop. This day enabled participants to understand all the
constitutive parts of street furniture and be able to undertake
maintenance: diagnosis of main technical problems and practical
workshops for the resolution of problems. It should be noted
that, following the definition of the new standard on electrician
accreditation, the "Electrician Accreditation" training provided
within the Group was reviewed in 2012 pursuant to regulations.
The deployment of these actions for the teams concerned began
in 2013 and will continue until July 2015.

e Health & Safety training — ergonomics - risk prevention

A major component of the training is working conditions,
ergonomics, movements and posture, and each year represents
a major investment in training. More than 1,000 employees are
trained each year with a budget of nearly 30% total training
investment.

Finally, as part of its occupational risk prevention policy and its
efforts to improve working conditions, Cyclocity, in partnership with
SEMAFORE, a training organization, developed a programme
dedicated to Bicycle Mechanical risk prevention. Cyclocity thus
raised the awareness of and trained all Bicycle Mechanics in good
practice (in terms of movement) and postures adapted to their
jobs and work tools. A dedicated and adapted Cyclocity depot in
Paris (rue des Reculettes — 75013) made it possible to alternate
theoretical and practical learning. Following very positive results,
this training programme was extended in 2012 to other operating
business lines (Bicycle Technician, Regulation Agent, Maintenance
Agent).

3.4. Diversity and professional equality

JCDecaux works hard to create working conditions in which all
employees can thrive and fulfil their potential.

As part of the Sustainable Development Strategy, JCDecaux
will map out the good practices of its subsidiaries on employee-
related and working conditions topics, in particular on diversity
and balance of personal/professional life, and study the possibility
to deploy, at Group level, the practices which have shown the best
results.

3.4.1 Diversity and non-discrimination

One of JCDecaux’s key aims is to encourage pluralism, pursuing
diversity in the workforce through hiring and career management.
Professional integration of people of diverse ethnic, social and
cultural backgrounds is an opportunity to enrich the Group’s
values. Respect for the values of non-discrimination is an integral
part of the Code of Ethics and the JCDecaux International Charter
of Fundamental Social Values.

In France, by signing the diversity charter in 2008, JCDecaux is

committed to favouring equality for women, disabled workers,
seniors and visible minorities.

JCDecaux - Document de Référence 2013

In tandem with the various self-service bicycle schemes running
in France, the Group took part in community programmes
encouraging the social inclusion of vulnerable youngsters.
Agreements were struck, notably, with EPIDE (public organisation
for social inclusion in the La Defense district) and FACE
(Foundation for action against exclusion).

Moreover, in 2013 Cyclocity, through a partnership with SODEXO
Justice, developed an innovative programme for detainees with
the objective of preparing for their professional —and social—
reintegration at the end of detention. Within the Villepinte remand
prison, the result of in-depth work with SODEXO Justice and
with the approval of the prison Administration, in autumn 2013,
Cyclocity set up a prison workshop for integration through
economic activity, by repairing Vélib’ (the bicycles of the bicycle
sharing scheme). This workshop is unprecedented in view of the
level of involvement of the detainees.

Cyclocity wants to teach a new career to those involved in view
of possible recruitment in the company, and will give sympathetic
consideration to their applications to positions in the company at
the end of their detention.

3.4.2 Gender equality
The Group is committed to ensuring equal treatment of men

and women at work. This means forbidding any discrimination in
hiring, differences in compensation and career progression.

Breakdown of employees by gender

AT 31 DECEMBER 2011 2012 2013
Women 30% 29.7% 29.5%
Men 70% 70.3% 70.5%
Women 53.7% 52.6% 52.7%
Men 46.3% 47.4% 47.3%

The employee data presented above is based on the extra-financial reporting,
with a coverage rate of 96.3% of the workforce (FTE).

The breakdown of men/women employees at JCDecaux is almost
equally balanced, with 53% women employees, not including field
and technical staff. When field and technical staff are included, the
Group had 70% men on its payroll in 2013.

After several nominations, the Executive Board is composed of
4 members including a woman and the Supervisory Board is
composed of 8 members, including 2 women.

In France, the Management has presented the unions with detailed
documents demonstrating that equal treatment is applied to men
and women in recruitment, training, promotion, salary policy, etc.

Moreover, on 24 February 2012, two agreements were signed (one
for JCDecaux SA and the other for JCDecaux France) regarding
gender equality in the work place.
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The objectives of the agreement are notably to:
¢ consolidate the non-discriminatory salary policy;

o foster harmony between all individuals’ work life and personal
life;

» offer support, notably through specialised training, to employees
returning from a maternity or adoption leave;

e create a joint committee to examine claims regarding wage
disparities that an employee might consider she or he is the
victim of.

3.4.3 Employment of people with disabilities

JCDecaux promotes non-discriminatory access to employment for
people with disabilities, giving everyone an opportunity to join the
workforce and achieve financial independence.

Of Group employees, 1.3% had disabilities in 2013, with 1.8% in
France (data based on extra-financial reporting).

In France, JCDecaux decided to intensify its policy of employing
people with disabilities by signing the "Employment policy on
people with disabilities" agreement with the Agefiph (Association
for the Management of Funds for the Integration of People with
Disabilities) on 1t June 2013 for a period of two years.

To anchor the disability policy in its daily activities and create
favourable conditions for receiving people with disabilities,
JCDecaux focuses its actions on four priorities:

e raising awareness among and providing information for all
employees with regards to the employment of people with
disabilities;

e recruitment and integration of employees with disabilities;

¢ implementation of a policy on, and procedures for, prevention and
management of incapacity, staying in work and reclassification;

e development of a partnership with the protected and adapted
sector.

During disability week, JCDecaux launched its first campaign
on Disability with billboards deployed in all agencies and central
sites. In demonstrating the company’s commitment to people with
disabilities, the objectives of this campaign are as follows:

¢ to encourage employees to think about ‘difference’ based on
four widespread preconceptions, shown on 50x70 billboards;

¢ to strengthen our knowledge of disability and elicit discussion
though a quiz, distributed on paper to field agents and by e-mail
to connective employees.

Other actions to raise awareness and provide information will be
forthcoming such as the creation of a specific section on AgoRHa
(Intranet space dedicated to HR information) and training modules
for recruiters and managers.

Moreover, an action plan was implemented in France in partnership
with Agefiph (Association for the Management of Funds for the
Integration of People with Disabilities) to promote:

o the recruitment of people with disabilities (partnerships with the
Capemploi networks, specialist internet agents, participation in
local and national forums on employment for the disabled);

helping retain disabled employees within the company (training
programmes on re-evaluation in conjunction with the Services
d’Aide au Maintien dans I'Emploi des Travailleurs Handicapés
Services to help keep disabled workers in employment,
preventive measures to reduce the risk of developing
musculoskeletal problems);

support for disabled employees (support unit for different
administrative tasks).

Since the end of 2008, a portion of bike repairs have been carried
out by a sheltered workshop, in collaboration with ADAPEI
(Regional association of friends and family of the mentally
disabled) in the French Department I'Oise.

4. WORKING CONDITIONS

4.7, Compensation

The compensation policy is established at the level of each
subsidiary according to the principles of internal fairness and
external competitiveness defined by JCDecaux.

Profit sharing with employees is based on different systems in
each subsidiary.

Profit sharing and benefits paid in France

IN THOUSANDS OF EUROS

FOR THE YEAR 2011 2012 2013
Profit sharing 7,778 5,777 10,714
Employee profit-sharing 1,039 899 1,126
Contribution* 162 174 N/A
TOTAL 8,979 6,850

*Refers to the company’s contribution of a collective profit-sharing payment to
the Employee Stock Purchase Plans.

N/A: Figure not currently available

In France, company profit sharing agreements cover 100% of
employees (except for Médiakiosk employees, as the company
kept its own agreements in this area).

JCDecaux ensures respect for the principle of professional
equality in compensation, avoiding any pay gap between men and
women on the same pay scale.

In France, employee compensation is based on pay scales
that take into account objective criteria, such as job profile,
qualification and experience. For managers, a strategy of variable
compensation and bonuses based on individual objectives is
generally used. At the same time, bonuses for "performance" are
awarded to field staff to incentivise them and reward individual
results.

JCDecaux - Document de Référence 2013
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4.2. Organisation of work time

Each subsidiary is responsible for managing working time in
compliance with contractual and legal provisions. Working time
in Group subsidiaries varies depending on the location and
populations concerned.

Breakdown of employees according to full/part time

IN %

AT GROUP LEVEL 2011 2012 2013
Full-time employees 95.3% 95.7% 95.7%
Part-time employees 4.7% 4.3% 4.3%

The employee data presented above is based on the extra-financial reporting,
with a coverage rate of 96.3% of the workforce (FTE).

Breakdown of employees by atypical work schedule*

IN % 2012 2013
Employees alternating

2*8 or 3*8 work schedules 4.4% 8.1%
Employees working nights 5.4% 9.2%
Employees working weekends

and/or holidays 4.4% 8.6%
Employees authorised

to work from home

1 day/week 0.3% 0.5%

* No Data Available for 2011.

The employee data presented above is based on the extra-financial reporting,
with a coverage rate of 96.3% of the workforce (FTE).

Certain Group employees may be asked to work non-standard
hours, such as night shifts, weekends or public holidays, or on
flexitime.

In France, working hours at different entities are based on
Collective Agreements for the Management and Reduction of
Working Time, first signed in 1998, and updated in 2000 and
2002, for different Group entities. These agreements lay down
that the effective working time for all itinerant staff is 35 hours.
Administrative and managerial staff can claim Working Time
Reduction days off.

As an example, in 2013 France started a work-from-home test
phase with volunteer employees.

4.3. Employees joining and leaving
JCDecaux

Since its creation, the Group has experienced strong, growth of
its workforce. Between 2001 and 2013, the headcount rose from
7,336 to 11,402, representing an increase of 55.4%.

Rate of recruitment* by geographical region

AT 31 DECEMBER 2012 2013
France 6.4% 4.2%
UK 15.2% 19.2%
Rest of Europe 5.4% 4.7%
North America 10.5% 15.5%
Asia-Pacific 22.5% 25.4%
Rest of the world 30.7% 30.8%
GROUP 11.2% 12.5%

* The recruitment rate takes into account permanent contract recruits.

The employee data presented above is based on the extra-financial reporting,
with a coverage rate of 96.3% of the workforce (FTE).

In 2013, permanent contract recruits represented 12.5% of the
Group’s employees.

Encouraging learning and attracting young talent

To develop a pool of high-potential young managers, JCDecaux
works closely with selected universities and institutions of higher
education. JCDecaux, with the support of the Human Resources
Department, uses numerous communication channels to make
the Group and its different business lines known — hosting
conferences, for example, or by relying on young recruits to
be "ambassadors" to their schools. The Information Systems
Department also put in place young engineer "nurseries" with
partner companies to optimise recruitments.

Rate of departures* by geographical area

AT 31 DECEMBER 2011 2012 2013
France 9.5% 7.9% 6.8%
UK 18.9% 18.8% 18.0%
Rest of Europe 11.3% 12.4% 9.7%
North America 17.1% 15.2% 15.0%
Asia-Pacific 20.7% 23.2% 23.0%
Rest of the world 22.9% 22.9% 19.6%
GROUP 13.5% 13.8% 12.8%

* The departure rate includes resignations and dismissals

The employee data presented above is based on the extra-financial reporting,
with a coverage rate of 96.3% of the workforce (FTE).

4.4, State of collective agreements

JCDecaux attempts to reach formal agreements that are fair to
all, in all circumstances. Free expression and constant dialogue
with staff representatives are encouraged within the Group. This
contributes to the smooth running of the company and promotes
compliance with regulations on employee rights.

JCDecaux - Document de Référence 2013
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4.4.1 Employee relations at Group level

UNIT 2011 2012 2013
Staff representatives 592 537 570
Meetings with staff

representatives 675 630 630
Agreements signed in the year 38 53 47
Agreements in force 172 171 197
Percentage of employees

covered by collective

bargaining agreements 55.4% 53.6% 50.2%

The employee data presented above is based on the extra-financial reporting,
with a coverage rate of 96.3% of the workforce (FTE).

In 2013, 47 collective agreements were signed with Group
subsidiaries. The main agreements reached with staff
representatives related to compensation, employment working
hours, health and social security.

4.4.2 Employee relations in France*

UNIT 2011 2012 2013
Staff representatives 446 394 414
Meetings with staff

representatives 553 498 497
Agreements signed in the year 21 16 15
Agreements in force 62 50 48
Percentage of employees

covered by collective

bargaining agreements 100% 100% 100%

* Data for France exclude Médiakiosk

Details of employee relations in France:

JCDecaux SEU

JCDecaux SA and JCDecaux France constitute a Social and
Economic Unit (SEU), composed of 12 central union delegates
and deputies, and 59 site representatives.

The JCDecaux SEU also benefits from staff consultation bodies,
common to both companies. In particular:

e a Workers’ Council, which meets once a month or more
frequently if necessary;

e 21 workers’ committees, which meet once a month or more
frequently if necessary; and

e 17 Occupational Health and Safety Committees (CHSCT),
which meet once every three months, or more frequently if
necessary.

Within the JCDecaux SEU, for the year 2013, there were 20
negotiation meetings, 12 meetings of the Workers’ Council, 224
meetings of the workers’ committees and 122 CHSCT meetings.
Eight collective agreements were signed in 2013, covering the
reform of pooling and maintenance conditions for "Large Format"
furniture, the organisation of professional elections, employee
profit sharing and benefits as well as the harmonisation of
conventional statuses within the JCDecaux SEU.

Cyclocity®

In 2013, at Cyclocity, a new deal on salary negotiations was
unanimously agreed (by CGT, SUD Solidaires and CFDT). This
agreement builds on the previous four agreements and acts as a
framework for the social status of employees within the company.
For example, these agreements created and then upgraded a
specific classification for professions related to self-service bicycle
rentals, thus increasing career development opportunities for
employees. For employees working in the field, these agreements
also established a system of improved working conditions by
slightly extending the working day, allowing them to take days off
later on, in particular during days of bad weather in the winter, but
also in the spring and for personal reasons. The agreements also
provide for Company support in skill training. All these measures
were accompanied by a significant change in the compensation
structure (salary grid, seniority bonus, nightshift workers, key
positions and a profit-sharing scheme, etc.).

Cyclocity gave each employee a brochure presenting the texts of
all applicable company agreements and an eight point summary
of the main elements of the corresponding employee rights. In
addition, for the first time, the company is providing employees
with an Individual Social Report.

Meédia Aéroports Paris

2013 at Média Aéroports Paris was marked by the signing of six
company agreements: MAN agreement, amendment to the company
profit-sharing agreement, gender equality agreement, agreement
allowing the exceptional release of investment and profit-sharing in
the Company Savings Plan, investment agreement and generational
contracts agreement.

These agreements stipulate, for example, the Management’s
commitment to hiring young people under 26 and to continue
employment for employees older than 55 by setting numerical
targets. They make it possible to improve the integration and support
of young people upon joining the company, to improve working
conditions and prevent distress for senior workers, notably by
adapting and re-arranging work stations, and to establish a mentoring
mechanism for the transmission of knowledge and skills to young
people. The agreements also stipulate the company’s commitment
to maintaining and guaranteeing professional equality between men
and women in areas such as hiring, professional training, working
conditions, compensation and the balance between professional life
and the exercise of family responsibilities.

All the agreements demonstrate the quality of constructive employee
relations within the different JCDecaux entities in France.

JCDecaux - Document de Référence 2013
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STAKEHOLDER PRIORITIES

JCDecaux deals with a wide range of groups with highly
disparate concerns, cities, transport companies and
customers (advertisers and agencies), commercial
partners, public bodies and associations, but also its
employees and shareholders.

The company has always listened to its historical
stakeholders, notably local authorities and advertisers,
and wishes to strengthen, as part of the Sustainable
Development Strategy, the way it listens to other
stakeholders and in particular its suppliers and employees,
to promote innovation and the continuity of know-how. We
look to do this by:

¢ Reinforcing sustainable development in the Purchasing
Policy;

¢ Reinforcing the commitment of the Group’s employees to
sustainable development.

1. SUPPLIER RELATIONS

STRATEGIC PRIORITY: REINFORCE SUSTAINABLE
DEVELOPMENT IN THE PURCHASING POLICY

The choice of suppliers with whom JCDecaux works is an
important element of the Group’s quality and innovation.

As part of its Sustainable Development Strategy, JCDecaux
has made it a priority to strengthen the integration
of sustainable development criteria into the Group’s
Purchasing Policy, to strengthen its links with its suppliers
and thus promote the development of long-term trust with
them. To do this, a six-step process has been put in place:

e Ranking of suppliers, at Group level and in each country;

e Introduction of the new Code of Conduct for Suppliers
that must be signed by each supplier;

e Training of people in charge of purchasing in the
integration of sustainable development into purchasing;

* Annual evaluation of suppliers and their audit every three
years;

e Pre-selection of potential suppliers integrating sustainable
development criteria;

e Introduction of sustainable development criteria in
JCDecaux tendering.
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In 2009, JCDecaux set up a Group-wide Purchasing Department
to procure components and sub-assemblies for street furniture.
The department sources and distributes the main items of furniture
as well as some spare parts and consumables used in the repair
and maintenance of street furniture on behalf of its subsidiaries.

In 2013, the Purchasing Policy was strengthened, to clarify the
role of the Purchasing Department and the responsibilities of
the subsidiaries in the purchasing process. The purchasing
methodology and processes were also redefined, strengthening
the integration of sustainable development criteria.

Thus far, the Purchasing Department has relied on the Code of
Ethics for Suppliers, updated in 2009.

In 2014, this Code will be replaced by the Code of Conduct for
Suppliers that sets out, in more specific terms, the expectations of
JCDecaux vis-a-vis its suppliers on social, ethical, health-safety
and environmental issues. The Code and all technical documents
and specifications can be found by JCDecaux suppliers on a
dedicated Extranet site.

An annual internal evaluation questionnaire was also put in place
by the Purchasing Department in all of the Group’s subsidiaries to
measure the financial, technical, sustainable development, quality
and logistics performance of its suppliers. This tool is thus used
to identify and track the efficiency and progress of JCDecaux
suppliers. This assessment is completed by supplier audits
every three years, to ensure their compliance with JCDecaux’s
expectations and with the principles stated in the Supplier Code
of Conduct.

The management of the panel of suppliers has been complemented
with a rigorous pre-selection process of potential suppliers, which
includes sustainable development criteria. This pre-selection
tool makes it possible to determine whether a supplier meets the
minimum requirements set by JCDecaux to become a member of
the panel.

Also, as part of the Sustainable Development Strategy, JCDecaux
will progressively introduce sustainable development criteria in its
calls for tenders sent to suppliers. A complementary feature of this
addition is the introduction of sustainable development criteria in
the assessment of the bids returned by suppliers.

Finally, the success of the integration of sustainable development
into the Purchasing Policy requires that the people in charge of
purchasing adhere to it. Purchasers and employees in charge
of purchasing shall therefore be trained in purchasing and in
integrating sustainable development in the management of
suppliers and purchases.
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2. EMPLOYEE RELATIONS

STRATEGIC PRIORITY: STRENGTHEN EMPLOYEES’
COMMITMENT TOWARDS SUSTAINABLE
DEVELOPMENT

Responsible development can be pursued with the
commitment and adherence of employees to the
sustainable development policies set up by the Group. It
is therefore vital to encourage employee involvement in the
pursuit of economic growth which is respectful of people
and the environment.

To involve and motivate JCDecaux employees, key
measures have been defined as part of the Sustainable
Development Strategy:

* Raise awareness on good environmental practices;
e Train employees on sustainable development;

e Raise awareness on the economic model, history and
values of JCDecaux;

e Supporting major causes.

2.1. Employee awareness-raising
programme

Group employees also play an important role in the success of
our sustainable development policies, in particular with respect
to environmental policies, by adopting environmentally friendly
behaviours in their day-to-day work.

In France, an internal program was launched in 2006 to raise
awareness among its employees of good environmental practices
using a dedicated and interactive Intranet site, media releases
and targeted displays. The programme, called Ecoreflex®,
encourages JCDecaux employees to build simple specific habits
into their daily lives to limit consumption of paper, energy and

o
eco> Qeflex@

As part of the Sustainable Development Strategy, the employee
awareness-raising programme will be rolled-out more broadly
in the Group’s countries to incite employees to adopt simple
and specific everyday work habits and thereby participate in
the Group’s environmental commitment. As of 2014, a dedicate
Intranet site and a Bee community (company social network)
specific to this programme shall be created and accessible to the
Group’s different countries.

2.2. Actions to support major causes

Outdoor advertising is a medium that reaches a huge number
of people around the world and is a prime medium for mounting
awareness-raising campaigns. Since its creation, JCDecaux
has been actively involved in many humanitarian and charitable
activities to support major causes such as the fight against disease,
support for the disadvantaged, protection of the environment and
road safety. Every year, the Group offers real support either in the
form of free space on its networks or by making available staff
and vehicles.

In 2013, 20 subsidiaries took action to support major causes,
mostly in the areas of child protection, medical research, equal
opportunities, culture and environmental conservation.

For example, for several years JCDecaux Spain has supported the
Théodora Foundation, whose mission is to provide relief through
laughter to hospitalised children and children in specialised
institutions by providing professional clowns to entertain them.
Through different JCDecaux billboard campaigns and in particular
"laughter makes you stronger", in the metro and in the city on
street furniture, the Théodora Foundation made itself known to the
general public and raised awareness.

In the United States, JCDecaux committed to spending $50,000
to promote The One Fund Boston, a central fund to assist the
families of victims of the tragic events that struck during the
Boston Marathon. JCDecaux also partnered with Hill Holiday to
fund an eight-week External Communication campaign for One
Fund Boston on Street Furniture in Boston and Chicago as well
as in the largest American airports, from New York to Los Angeles.

In France, JCDecaux was a partner of the 1t Graphic Design
Festival in Paris, which took place from 8 January to 18 February
2014. The Group assisted this event by providing 1,600 bus
shelter panels in Paris during the event, thus giving exceptional
urban visibility to graphic artists and their original creations on the
"Celebrate Paris" theme.

3. CUSTOMER RELATIONS

The Group’s success is based on the recognised quality of its
products and services, as well as its ability to understand and
anticipate the needs of its customers, be it local governments,
transport companies, corporate landlords or advertisers. To
ensure long-term growth, the Group must offer innovative, high-
quality products and services along with help and support to its
customers to develop sustainably.

JCDecaux - Document de Référence 2013
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3.1. Anti-corruption

The Group can only maintain its reputation and the trust of its
partners if it applies stringent ethical standards and codes of
conduct.

As it expands internationally, JCDecaux may be active in
countries with a high risk of corruption. To head off the risk of
corruption, the Group has created a number of specific internal
documents and procedures. The Group Code of Ethics, setting
out all the rules to follow in the conduct of its business, ensures
the Group works in a responsible and sustainable manner vis-
a-vis its employees, customers, suppliers, local and regional
communities and competitors. All the themes addressed by the
Code are subject to internal audit and incorporated within the risk
management process.

A Group Ethics Committee, consisting of the Chairman of the Audit
Committee, who is an independent member of the Supervisory
Board, the Chairman of the Remunerations and Nominations
Committee and the Director of Internal Audit, is responsible for
ensuring compliance with the founding ethical rules, set out in
the Code of Ethics, essential to the existence and success of the
Group.

The Code was signed in 2009 by all managerial staff and all those
whose responsibilities would allow them to make commitments
on behalf of the Group, whether to government agencies or to
customers and suppliers. It has been translated into several
languages and has been published on the Group’s Intranet site.
A public version is available under the Sustainable Development
section of the Group’s website. The Code is reviewed regularly.

A new version of the Code of Ethics was approved by the
Executive Board at the end of 2013, and will be rolled out across
the Group in 2014. This roll-out will be accompanied by training
sessions on corruption.

3.2. Communities

JCDecaux builds trusting relationships with local communities
over the long term. This vision makes it a stakeholder in the
development of cities and their progress toward sustainable
development and more environmentally friendly behaviour.

3.2.1 Improving the quality of urban life
JCDecaux has a policy of actively engaging with local communities

to improve the urban environment, tackle social issues, improve
quality of life and make towns more attractive places to live in.
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To boost the quality of city life, JCDecaux takes actions to:
e Improve the urban environment:

- reducing the number of displays through the use of scrolling
devices,

- creating street furniture that is accessible to all;

e Contribute to the collection of waste: creating street furniture for
selective collection of waste batteries, glass, paper, etc.;

* Raise awareness among citizens of responsible behaviour and
the preservation of the planet: free billboards for information
campaigns on the protection of the environment;

o Offer citizens innovative services that help reduce the "digital
divide" between citizens, by making network applications
available to as many people as possible and updating them in
real time.

A few examples:

Promoting the accessibility of services to persons with reduced
mobility, by developing street furniture adapted to them and
respecting the design of each city, is a Group priority. In 2011,
JCDecaux won the "2011 Autonomy Prize" from the French
Paralytics Association (APF) for its automatic universal access
toilets developed for the city of Paris, designed by Patrick Jouin.
Modern, spacious and perfectly well integrated in Parisian spaces
since 2007, these public toilets are designed to be environmentally
friendly. Accessible to all (people with reduced-mobility, partially
sighted, etc.), these facilities are free of charge. They recorded
more than 13 million uses in 2012, thus demonstrating true
appropriation by users who numbered only 2.5 million in 2005.
In France, the JCDecaux public toilets recorded more than 140
million uses since the first toilets were installed in 1982.

In 2014, JCDecaux and the greater Annecy community
inaugurated, for the first time in France, three bus shelters
equipped with 42-inch interactive touch-screens to provide
innovative services to citizens, tourists and public transport
users. The street furniture, updated in real time via an Internet
connection, offer content developed in partnership with a number
of start-ups. The residents of the metropolitan community will be
able to access various applications such as the cultural events
agenda, bus, schedules and itineraries, a selection of restaurants
proposed by the Tourism Office and city maps. Bus shelters
equipped with the same system will be put in place in other cities
in France during 2014.
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3.2.2 Self-service bicycle systems

Increasing urbanisation and the emergence of environmental
management as a social issue has led JCDecaux to develop
innovative products and services that help improve the quality of
city life.

True additions to public transport, self-service bicycles systems
are a way to improve the quality of urban life, in-line with current
environmental concerns. The success of JCDecaux self-service
bicycles is founded on the desire to democratise this service
and make its use easier: adapted rates, payment by bank card,
coupled with transport cards, easy subscription (via the Internet),
and instructions in foreign languages on the terminals. This
success is also the result of the complete networking of cities, the
reliability of equipment, the quality of maintenance, daily upkeep
and the standardisation and performance of customer relations.

The self-service bicycle scheme, available in 69 cities in the world,
offers a non-motorised mode of transport that fits into the daily life
of users and addresses the changes and issues of tomorrow’s
cities. Worldwide, JCDecaux self-service bicycles have been
rented more than 350 million times since they were first introduced.

The self-service bicycle systems in France have just passed
the 560,000,000 km mark, since they were introduced in 2005.
This distance, travelled in 52 French cities, reflects the growing
enthusiasm by French public and tourists, for this low-impact
mode of transport. The average rate of growth in the number of
subscribers (approximately +7% between 31 December 2012 and
31 December 2013), confirms this trend. Eight years after being
launched in France, nearly 358,000 subscribers use the 33,908
JCDecaux bicycles in 2,772 stations, notably in Paris, Lyon,
Marseille, Nantes, Nancy, Mulhouse, Besancon, Toulouse and
Rouen.

In 2013, three new self-service bicycle schemes were installed: in
Vilnius Lithuania, Lillestrom Norway and Kazan Russia.
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This "collective individual' mode of transport, reinvented by
JCDecaux, has been unquestionably successful, and is the result
of excellent work by the teams of engineers and operators, as well
as the growing confidence of users. In recent years the JCDecaux
self-service bicycle systems have received numerous awards.

In Ireland, Dublinbikes, the self-service bikes installed by
JCDecaux, are seen as a big success for the town with a positive
impact on its image according to opinion surveys run by the Dublin
municipality "Your Dublin, Your Voice" in 2011. The launch, at the
end of 2013, of the first of the new self-service bicycle stations is

the first step of a development plan that will allow the Dublinbikes
network to have a total of 102 stations and 1,500 self-service
bicycles by July 2014.

In Spain, JCDecaux received the "Cope Valencia" award in the
Tourism category for the Valencia self-service bicycle project
"Valenbisi". This prize recognises JCDecaux Spain and the
government of the City of Valencia for offering city residents
and tourists a service that has revolutionised individual public
transport. This award is also dedicated to the professionalism and
the involvement of JCDecaux teams that work diligently to offer
cities an excellent service.

Between March and May 2012, the Automobile Club Association
(ACA) and other Automobile and Touring Clubs in Europe carried
out tests on 40 self-service bicycle schemes in major towns and
cities in 18 European countries. The JCDecaux schemes came
out on top, winning the first three places of the awards, for the
schemes in Lyon, Paris and Brussels. The schemes were judged
on four criteria: accessibility, quality of information, ease of rental
and quality of bicycles.

On 5 December 2012, the Vélib’ system won the FT Ingenuity
Award in the infrastructure category in New York, an international
prize organised by the Financial Times and Citi. This award,
with the theme of "Urban ideas in Action" brings recognition
for companies, teams and organisations that have developed
innovative solutions to meet urban challenges. The awards also
validate a type of innovation which, true to the Group’s economic
model, has revolutionised public transport and provided a
response to the green transport needs of municipalities and the
public - all at no expense to the taxpayer.

The Vélib’ system also won the eco-mobility category of the
sustainable tourism awards organised by Voyages-sncf.com. This
award recognises projects intended to encourage new forms of
green, people-friendly mobility. Vélib’ has been rewarded for its
approach to sustainable development, and also for its efforts to
promote tourism.
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Since 2011, the Vélib’ community in Paris has had a new website
that now includes, among others: on-line payment, a blog,
Facebook and Twitter pages, various competitions and events.
In 2012, 2,000 people gathered on the Champs Elysées for the
initiative "24h Velib™, organised to celebrate the fifth birthday of
the Paris-based bicycle scheme. Following the success of this first
edition, the "24h Velib™ was renewed in 2013.
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3.2.3 Imagining the city of the future

Since 2006, JCDecaux has led many discussions on the future
of cities and transport in France in specialist publications.
Also, because the city is a universe of constant change, since
2008, JCDecaux has had a city monitoring and forecasting
tool. "Tendances Mobilités" deals with topics as diverse as new
technologies and brand creativity in cities worldwide, with a
bimonthly special focus on a specific theme. A newsletter can be
found on a dedicated blog: www.tendances-mobilites.fr.

Following the call for tenders launched by the city of Paris in
2011, JCDecaux teamed up with a group of innovative start-ups
to create six intelligent street furniture installations in Paris: the
"Décodeur Urbain", the Digital Totem, the Concept- Bus Shelter,
the e-Village, the Digital Harbour and Play - aimed at making the
French capital increasingly accessible, familiar and open to all.

In December 2012, JCDecaux, with a group of innovative start-
ups, received the Alliancy Innovation Award for the six intelligent
street furniture installations in the city of Paris. This award,
presented by the Club of IT partners, rewards partnerships that
have developed promising innovations.

The JCDecaux strategy of entering the world of innovative start-
ups has generated real creative synergies, which has now been
consolidated with the recent partnership with Paris Incubateurs,
launched by the city of Paris, and designed to explore the
"networked city" of tomorrow.

JCDecaux is also partner of the sixth call for projects of creators
of innovative start-ups organised by the Neuilly Nouveaux Médias
association. This call for projects will select innovative start-ups
in the field of new media. Winners will be lodged and assisted by
a large company of the association starting from the first half of
2014.

As part of Smart City World Forum, the City of Barcelona chose
JCDecaux to install two intelligent bus shelters in Barcelona.
Their shelters provide innovative aesthetics to the city and offer
residents more than just a place to wait for buses as they are
able to access useful daily information (places of interest, cultural
offerings, alternative means of transport, connection to the city’s
Wi-Fi and USB ports).

3.3. Advertising customers

One of the Group’s core aims is to encourage loyalty among
customers by continuously providing stand-out value in a fiercely
competitive market. The Group’s constant adaptation to customer
needs through marketing, commercial, or "contractual relations"
teams is supplemented by periodic customer satisfaction surveys
conducted at the initiative of each subsidiary with principal
advertisers and local governments.

ISO 9001 certification of certain subsidiaries, in France, Spain,
Italy, Finland, Portugal, Hong Kong and Ireland, testify to
JCDecaux’s unwavering effort to satisfy customers and partners
and its ability to deliver products and services that meet customer
needs.
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JCDecaux OneWorld

JCDecaux OneWorld is an entity within JCDecaux which facilitates
relationships with the biggest international advertisers, creates
global partnerships and offers transversal expertise in marketing
and research in the field of outdoor advertising.

Created in 2009, it offers customers a simple way of accessing the
whole range of international services of JCDecaux. The tools that
are made available to international customers are there to promote
high-quality lasting relationships and customer satisfaction.

In 2011, in order to move the Group closer to its advertising
customers, to make sure their concerns were fully understood,
and t