
 

 
 
 

JCDecaux’s 2009 revenues down 11.5% to €1,918.8 million 
 Organic revenue decline limited to 4.9% in Q4 2009 

 
 
Paris, 28 January 2010 - JCDecaux SA (Euronext Paris: DEC), the number one outdoor 
advertising company in Europe and Asia-Pacific and the number two worldwide, announced 
today 2009 revenues of €1,918.8 million, a decrease of 11.5% compared with 2008. Excluding 
acquisitions and the impact of foreign exchange, organic revenue decline was 10.9% 
reflecting a sharp contraction of advertising spending earlier this year as well as the high 
comparable organic revenue growth of 6.3% achieved by JCDecaux in 2008.  
 
Street Furniture and Transport proved to be more resilient than Billboard and experienced 
organic revenue declines in the range of -8 to -10% in 2009. Billboard as the most cyclical 
division of the Group and only exposed to Europe reported a mid-teens organic revenue 
decrease. 

   
Europe, excluding France and the United Kingdom, performed mostly in line with the Group 
with the exception of Southern Europe where  organic revenue declined by more than 20%  
mainly driven by the sharp economic contraction in Spain. France outperformed the Group 
with a high single-digit revenue decline despite a challenging advertising environment and a 
good performance achieved in 2008 (4.8% organic growth). The UK declined the most in 
2009, although business conditions clearly improved in the fourth quarter of 2009. Asia-Pacific 
and North America performed broadly in line with the Group in 2009, with Asia-Pacific 
reporting a significant sequential improvement in the fourth quarter of 2009 with low single-
digit organic revenue growth. The Rest of the World experienced another year of strong 
revenue growth reflecting the Group’s successful development in new markets. 
 
In the fourth quarter of 2009, revenues declined by 7.2% to €561.6 million compared to the 
same period last year (-4.9% on an organic basis). Reported revenues declined more than 
organic revenues during the fourth quarter of 2009 due to negative foreign exchange 
variations for all major currencies versus the euro. Organic revenue decline eased in the 
fourth quarter in all divisions and most geographies reflecting increased advertising spending 
in most markets and the easier comparables. Flat year on year organic revenues were 
recorded in December 2009.  
 
By activity: 

  
Full Year 
Revenues 

2009 
(€m) 

2008 
(€m) 

Reported 
growth (%) 

Organic 
growth(1) (%) 

Street Furniture 934.3 1,063.5 -12.1 -10.1 
Transport 589.6 629.0 -6.3 -8.3 
Billboard 394.9 476.1 -17.1 -16.1 
Total Group 1,918.8 2,168.6 -11.5 -10.9 

 
Q4 Revenues 2009 

(€m) 
2008 
(€m) 

Reported 
growth (%) 

Organic 
growth(1) (%) 

Street Furniture 286.9 304.9 -5.9 -3.9 
Transport 161.0 176.4 -8.7 -3.5 
Billboard 113.7 124.1 -8.4 -9.2 
Total Group 561.6 605.4 -7.2 -4.9 
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By geographic area:  

 
Full Year Revenues 2009 

(€m) 
2008 
(€m) 

Reported 
growth (%) 

Organic 
growth(1) (%) 

Europe (2) 650.9 781.4 -16.7 -15.7 
France (3) 563.7 617.6 -8.7 -8.7 
Asia-Pacific 300.9 322.4 -6.7 -11.4 
United Kingdom 183.8 246.8 -25.5 -16.7 
North America 146.2 156.4 -6.5 -11.4 
Rest of the world 73.3 44.0 66.6 81.3 
Total Group    1,918.8    2,168.6 -11.5 -10.9 

 
(1) Excluding acquisitions/divestitures and the impact of foreign exchange  
(2) Excluding France and the United Kingdom 
(3) Core advertising revenues in France decreased by 9.7% organically in 2009 
 

 
Street Furniture revenues for the full year declined by 12.1% to €934.3 million. Excluding 
acquisitions and the impact of foreign exchange, organic revenues declined by 10.1%. Core 
advertising revenues, excluding revenues related to the sale, rental and maintenance of Street 
Furniture contracts, decreased by 11.4% organically. 
 
In the fourth quarter, revenues decreased by 5.9% to €286.9 million (-3.9% on an organic 
basis) compared to the same period last year. Core advertising revenues, excluding revenues 
related to the sale, rental and maintenance of street furniture contracts declined by 4.5% 
organically. The Street Furniture division mainly benefitted from the UK and Europe excluding 
France, where mid single-digit organic revenue declines were recorded in the fourth quarter of 
2009 - a marked improvement over the double-digit organic revenue declines recorded in the 
first nine months of the year. However European countries reported contrasting situations with 
almost flat like for like sales in Germany and Portugal while the advertising environment in 
Spain and the Baltics remained very difficult. France reported a mid single-digit revenue 
decline in the fourth quarter in line with the performance achieved in the third quarter of 2009. 
The Rest of the World continued to contribute very positively to the Street Furniture revenues 
with a high double-digit organic revenue growth over the period. 

 
Transport revenues for the full year decreased by 6.3% to €589.6 million compared to €629.0 
million in 2008. Excluding acquisitions and the impact of foreign exchange, organic revenues 
declined by 8.3%.  

 
In the fourth quarter of 2009, revenues decreased by 8.7% to €161.0 million (-3.5% on an 
organic basis). Reported revenues declined more than organic revenues as a consequence of 
the decline of the US dollar, Chinese Yuan, Hong Kong dollar and British pound versus the 
euro in the fourth quarter.  
 
France and the United Kingdom continued to suffer from challenging business conditions in 
airport activities, recording double-digit organic revenue declines in line with the third quarter 
of 2009. North America and Europe excluding France and the UK recorded mid single-digit 
organic revenue declines compared with the fourth quarter of 2008 with slightly improving 
revenue performances over the third quarter of 2009. After four quarters of organic year on 
year revenue decline, Asia-Pacific returned to growth over the quarter on the back of a mid 
single-digit organic revenue growth in Hong Kong and mainland China, reflecting easier 
comparables and slightly improving business conditions.  
 
 
Billboard revenues for the full year decreased by 17.1% to €394.9 million. Excluding 
acquisitions and the impact of foreign exchange, organic revenues declined by 16.1%.  
 
In the fourth quarter, revenues decreased by 8.4% to €113.7 million compared to 
€124.1million in the fourth quarter of 2008 (-9.2% on an organic basis), a clear improvement 
over the 17.0% year on year organic revenue decline recorded in the third quarter of 2009. 
This improvement has mainly been driven by a recovery in the UK billboard market where a 
mid single-digit organic revenue growth was achieved in the fourth quarter. France recorded a 
mid single-digit organic revenue decline in the fourth quarter of 2009, while most other 
European countries organic revenues continued to decline in double-digits compared to the 
fourth quarter of 2008. 
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Commenting on the Group’s 2009 revenue performance, Jean-François Decaux, Chairman of 
the Executive Board and Co-CEO, said:  

“2009 was undoubtedly the most difficult year that JCDecaux has experienced since the 
creation of the company in 1964. Reduced advertising budgets and strong pricing pressure led 
to a global advertising revenue decline - including online advertising - expected to be around 
10% in 2009. After a clear outperformance in 2008 JCDecaux performed relatively in line with 
the market in 2009 with an organic revenue decline of 10.9%, ahead of our most recent 
guidance thanks to late money spent in the fourth quarter and increased exposure to emerging 
markets.  

The more positive advertiser sentiment reported in some markets since September seems to 
be holding into the first quarter of this year and given the easier comparables we are currently 
confident that JCDecaux can achieve positive organic revenue growth in Q1 2010.  

However given the continuing low visibility it is unclear whether this is the beginning of a 
sustained advertising recovery and we continue to manage the company accordingly.” 

 
 Next information: 

2009 Annual Results: 10 March 2010 (before market) 
 
 
 
 

Key Figures for the Group: 
- 2009 revenues: €1,918.8 m 
- JCDecaux is listed on the Eurolist of Euronext Paris and is part of the Euronext 100, Dow 
Jones Sustainability and FTSE4Good indexes 
- No.1 worldwide in street furniture (428,000 advertising panels) 
- No.1 worldwide in transport advertising with 163 airports and more than 300 transport 
contracts in metros, buses, trains and tramways (380,200 advertising panels) 
- No.1 in Europe for billboards (230,500 advertising panels) 
- No.1 in outdoor advertising in the Asia-Pacific region (239,600 advertising panels) 
- No.1 worldwide for self-service bicycle hire 
- 1,040,600 advertising panels in 55 different countries  
- Present in 3,500 cities with more than 10,000 inhabitants 
- 9,940 employees 

 
Contacts Communications Department: Agathe Albertini 

+33 (0) 1 30 79 34 99 – agathe.albertini@jcdecaux.fr 
Investors Relations:  Martin Sabbagh 
+33 (0) 1 30 79 79 93 – martin.sabbagh@jcdecaux.fr 

 
 
 

Forward Looking Statement 
Certain statements in this release constitute « forward-looking statements » within the meaning of the 
Private Securities Litigation Reform Act of 1995. Such forward-looking statements involve known and 
unknown risks, uncertainties and other factors which may cause the actual results, performance or 
achievements of the Company to be materially different from any future results, performance or 
achievements expressed or implied by such forward-looking statements. The words or phrases 
« guidance », « expect », « anticipate », « estimates » and « forecast » and similar words or expressions 
are intended to identify such forward-looking statements. In addition, any statements that refer to 
expectations or other characterizations of future events or circumstances are forward-looking statements. 
Various risks that could cause future results to differ from those expressed by the forward-looking  
statements included in this release include, but are not limited to : changes in economic conditions in the 
U.S. and in other countries in which JCDecaux currently does business (both general and relative to the 
advertising and entertainment industries) ; fluctuations in interest rates ; changes in industry conditions ; 
changes in operating performance ; shifts in population and other demographics ; changes in the level of 
competition for advertising dollars ; fluctuations in operating costs ; technological changes and 
innovations ; changes in labor conditions ; changes in governmental regulations and policies and actions 
of regulatory bodies ; fluctuations in exchange rates and currency values ; changes in tax rates ; changes 
in capital expenditure requirements and access to capital markets. Other key risks are described in the 
JCDecaux reports filed with the U.S. Securities and Exchange Commission. Except as otherwise stated in 
this news announcement, JCDecaux does not undertake any obligation to publicly update or revise any 
forward-looking statements because of new information, future events or otherwise.   


