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TTHHIIRRDD  QQUUAARRTTEERR  22001122  ––  BBUUSSIINNEESSSS  RREEVVIIEEWW  
 

Paris, 7 november 2012 – JCDecaux SA (Euronext Paris: DEC), the number one outdoor advertising 
company worldwide published today its business review for the third quarter 2012. 

BBUUSSIINNEESSSS  HHIIGGHHLLIIGGHHTTSS  

� In September, JCDecaux announced having signed a 5-Year Extension for its New York Airports 
Advertising Concession. The Port Authority of New York and New Jersey has extended JCDecaux’s 
Advertising Concession for the New York area airports and other properties to August 2020.  This 
extension will allow JCDecaux to continue investing in state-of-the-art technology at these various 
facilities to implement an ambitious digital display program. 

� In July, Jean-Charles Decaux and Jean-François Decaux won the award for « Top Family Business 
Leader Award », rewarding the outstanding family business leader in Europe. 

TTHHIIRRDD  QQUUAARRTTEERR  22001122  AANNDD  OOUUTTLLOOOOKK  

JCDecaux SA (Euronext Paris: DEC), the number one outdoor advertising company worldwide, 
announced today its revenues for the three months ended 30 September, 2012. 

On a reported basis, third quarter revenues increased 10.2% to €636.0 million from €577.1 million in 
the same period last year. Despite tough comparables (8.4% in Q3 2011), organic growth was 2.7%, 
driven by the strength of the Transport division particularly in the UK, helped by the Olympics, together 
with Asia and the Rest of the World. In Street Furniture, solid growth in France was offset by the 
weakness of most other European geographies. With the exception of the UK, Billboard remained 
difficult across most European markets. Core advertising revenues, excluding revenues relating to the 
sale, rental and maintenance of street furniture products grew 2.8% organically in the third quarter. 

Reported revenues for the first nine months of 2012 increased by 7.4% to €1,876.2 million compared to 
€1,747.1 million in the same period last year. Excluding acquisitions and the impact of foreign 
exchange, organic revenues increased by 2.0% during the first nine months of 2012. 

 

Q3 revenues 
2012 (€m) 2011 (€m) 

Reported 
growth 

Organic 
growth

(a)
 

Street Furniture
 

260.3 260.4 0.0% -2.5% 

Transport 268.4 221.3 21.3% 10.1% 

Billboard 107.3 95.4 12.5% -0.3% 

Total 636.0 577.1 10.2% 2.7% 

a. Excluding acquisitions/divestitures and the impact of foreign exchange 
 

9-month revenues  
2012 (€m) 2011 (€m) 

Reported 
growth 

Organic 
growth

(a)
 

Street Furniture
 

832.5 826.4 0.7% -0.9% 

Transport 720.6 623.4 15.6% 8.3% 

Billboard 323.1 297.3 8.7% -3.3% 

Total 1,876.2 1,747.1 7.4% 2.0% 

a. Excluding acquisitions/divestitures and the impact of foreign exchange 
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SSttrreeeett  FFuurrnniittuurree  

In the third quarter, reported revenues were flat at €260.3 million compared with the same period last 
year (organic growth: -2.5%). The decline in organic growth reflects difficult conditions in most northern 
European countries including Germany and also southern Europe which posted a double digit 
decrease in revenues. This was partially offset by France, and by our fast growing markets which 
continued to perform well in the third quarter. Core organic advertising revenues decreased by 3.4% 
compared to the third quarter of 2011. 

TTrraannssppoorrtt    

Revenues grew by 21.3% to €268.4 million from €221.3 million in the third quarter of last year (organic 
growth: 10.1%). This was driven by the Olympic Games in the UK and by Greater China which saw 
double digit growth. France and the Rest of Europe were broadly flat. As highlighted during our H1 
results, North America continues to be impacted by the non-renewal of certain long-term advertising 
campaigns. 

BBiillllbbooaarrdd  

Revenues for the third quarter increased by 12.5% (-0.3% on an organic basis) to €107.3 million 
compared to €95.4 million in the same period last year. The difference between reported and organic 
growth is mainly due to the redistribution of certain panels into the Billboard segment following a legal 
reorganization of the French business. 

The UK saw a significant uplift from the Olympic Games and posted double-digit growth in the third 
quarter. Other geographies remained difficult with France and the Rest of Europe seeing single digit 
revenue declines. 

 

Commenting on the third quarter revenues, Jean-Charles Decaux, Chairman of the Executive 
Board and Co-CEO of JCDecaux, said: 

 

 “Our Q3 organic revenue growth of 2.7% was better than expected due to a stronger September in our 
major markets. Revenues in the third quarter of €636 million benefited from the Olympic Games in the 
UK and the Motor Show in France while Asia and the Rest of the World remained strong but the Rest 
of Europe weak. As a result Street Furniture and Billboard revenues declined while Transport showed 
double-digit growth. 

We continue to expect good growth in Asia and the Rest of the World in Q4. However, we see some 
weakening of the media market in France and the Rest of Europe, despite a better performance in 
Germany. As such, we expect organic revenue to be slightly down in Q4, leaving the full year at around 
1%. 

Looking forward, we remain convinced that out of home retains its strength and attractiveness in an 
increasingly fragmented media landscape. With our accelerating exposure to fast growing markets, our 
growing digital portfolio, our ability to win new contracts and the high quality of our teams across the 
world, we believe we are well positioned to outperform the advertising market and increase our 
leadership position in the outdoor advertising industry. We were particularly pleased to be able to 
announce in October the projected acquisition of 25% of Russ Outdoor, the largest outdoor advertising 
company in Russia, and the win of a 25-year contract for digital advertising clocks in São Paulo. This 
illustrates well the consistency of the Group in pursuing its strategic goals and expanding its presence 
in fast growing markets. The strength of our balance sheet is a key competitive advantage that will 
allow us to pursue further external growth opportunities as they arise.” 

FFIINNAANNCCIIAALL  SSIITTUUAATTIIOONN  

No material event other than the increase in revenues has been impacting the Group operating margin, 
free cash or net debt during the third quarter of 2012. 

 

 


