Randall N. Smith
Martin Outdoor Advertising, LL.C
1317 Beverly Estate Drive
Los Angeles, California 90219-2117
Tel: (310) 860-9800 ¥Fax: (318) 860-5899

June 12, 2011

Mr. Lance Oishi

Ms. Shannon Eastenson

Bureau of Streat Services

1149 South Broadway, Ste, 400
Los Angeles, California 90015

Edward Jordan, Esq.

Los Angeles City Attorney's Office
200 North Main Street

3th Floor

i.0s Angeles, California 90012

Re: Certain Rumors Floating Around Reeardineg Martin Quitdoor Media,

Pear Lance, Shannon & Ted:

It has come to our attention that representatives from Norman Outdoor Advertising are
apparently saying that they are buying Martin Outdoor Media or we are buying them.

We would like to state without equivocation that neither our company nor any of its
essets are for sale. Any statement or insinuation to the contrary is false and without foundation.
Qur goal is to build a long term business of the highest quality and, frankly, to bring a new
standard of excellence and sophistication to the bus bench business. We intend for the City of
1.0s Angeles to be the foundation of this new standard of excellence on the West Coast. Our
plan is to expand from this base to bring the same elevated standard of service to other cities, but
that cannot be done without first establishing a firm foundation in Los Angeles. This is a long-
tzrm strategy, and not subject to a quick buck approach.

Additionaily, we are fully aware that any sale involving the Los Angeles bus bench
contract requires City approval. Moreover, to suggest that we would go through the current
{lengthy and difficult REP process just to turn around and sell to a losing responder is an insulf to
the integrity of the process, as well as to us. The current operator’s apparent expressed desire to
buy their way back into the contract is, in our minds, merely an indication that they are not
attached to reality in this matter.

Representatives from Norman Outdoor Advertising have also stated that we may buy
them. While we cannot permanently rule out such an acquisition as to the assets/contracts that



Norman has in cities other than Los Angeles, we have no plans to acquire Norman Cutdoor
Advertising.

Finally, we have no animosity toward the owners of Norman Outdoor Advertising, and
are open to any change of heart they may have concerning the orderly coordination and transition
of responsibility for providing bus bench service to the City of Los Angeles. The purpose of this
letter is merely to firmly state that we intend to be a long-term partner with the City of Los
Angeles if we are ratified for the contract.

Cordially,

Randall N. Smith
Chief Financial Officer
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KAMINE COLLINGS &8 PHELPS, r.C.

L WWW L KCPLAWYERS. COM - ¢

May 23,2011

City of Los Angeles

Department of Public Works

Attn: William Weeks

Secretary of Board to the Board of Public Works
200 North Spring Street

Room 361-P

Los Angeles, CA 90012-4801

Re:  Franchise Program for Bus Benches
Our File No. 554.999

Dear Weeks:

Pursuant to Article [, § 3(b) of the California Constitution (“The people have the right of
access to information concerning the conduct of the people’s business, and therefore, the
meetings of public bodies and the writings of public officials and agencies shall be open to
public scrutiny™) and the California Public Records Act (Gov. Code § 6250 et seq), we want to
inspect the following public records in your possession or in the possession of your agents and
representatives. This request is addressed to electronic copies of the enumerated records as well
as hard copies:

1. All communications between Lance Oishi and Christopher Westhoff
concerning the drafting of the 2010 RFP for the Bus Bench Program;

2. All communications between Shannon Eastenson and Christopher
Westhoff concerning the drafting of the 2010 RFP for the Bus Bench Program;

3. Copies of all drafts of the 2010 RFP for the Bus Bench Program.

In determining what records fall within the categories described above, please note that
the Public Records Act (Gov. Code § 6252) provides that public records include “any writing
containing imformation relating to the conduct of the public's business prepared, owned, used, or
retained by any state or local agency regardless of physical form or characteristics.” Further,
“*Writing' means any handwriting, typewriting, printing, photostating, photographing,
photocopying, transmitting by electronic mail or facsimile, and every other means of recording
upon any tangible thing any form of communication or representation, including letiers, words,
pictures, sounds or symbols, or combinations thereof, and any record thereby creaied, regardless
of the manner in which the record has been stored.”



City of Los Angeles
Page No. 2 '
May 23, 2011

Please mform us of the location of these records and when you would prefer we come to
inspect them, pursuant to Gov. Code § 6253, stating the procedures to be followed when making
your records available. Also, please inform us whether your agency has adopted any regulations
or guidelines for accessibility, pursuant to Gov. Code § 6253.4, and if so, please provide us with
a copy of those guidelines.

[f you contend that any record within the categories of records described above is exempt
from production, you must tell us you are withholding that record and justify your conduct by
citing the exemption upon which you rely, as well as the names and titles or positions of each
person responsible for the denial. (Gov. Code § 6253(d).)

Please note, this is not a request that any records be copied by you. After we have first
inspected all the records, we will provide our own copy service to copy the records we require.
However, if you have a procedure for copying the records, please let us know what it is and what
the costs are.

If we do not receive a written response to this request within 10 days of the date of this
letter, we will seek a court order enforcing our right to inspect those records and for attorney
fees.

MPHK :hs

CERTIFIED MAIL—RETURN RECEIPT NO.
bee:  Norman Bench Advertising, Inc.
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May 26, 2011

i City of Los Angeles

Board of Public Works
Room 350, City Hall, 200 N. Spring St.
Los Angeles, CA 90012

Re: No alcohol ads on bus benches
Attn: Andrea Alarcon. Commissioner

I represent United Coalition East (UCEPP), a non-profit human services organization
that is dedicated to reducing the impact of alcohol and other drugs in the skid row area
of downtown Los Angeles. | am writing to express concem about alcohal
advertisement(s) on public property and the failure to address the harmful effects that
resuit from the marketing of alcohol, especially among young people. 1t is particularly
disturbing that the City would jeopardize iis residents’ public health by helping to
promote alcohalic beverages at a time when it does nat have the resources and/or
services to treat the alcohol related harms that resuli.

Our communities need to be protected. Do not approve the Martin Outdoor contract
without first banning alcoho! advertisement from public property. Make no mistake; the
City of Los Angeles has the legal and constitutional right to ban aicchol ads on its
property. Research demonstrates that the more alcohol ads youth see, the more likely
they are to drink, drink to excess, engage in harmful actions, and become alcohol-
dependent. In addition a recent study shows that the cost of alcahol harms to LA
County is 10.8 billion annually. The Los Angeles Department of Public Health
recognizes this cost in its report titled "Reducing alcohol Related Harms in Los Angeles
County." In this repart they also suggest as a prevention strategy "reducing alcohol
advertising in public spaces and in areas commonly seen by minors.”

Currently, the MTA does not allow alcohol advertising on its buses, trains, and other
transit faciliies, and recently reaffirmed this policy when its advertising contractor, CBS
Outdeor, sought to change it. The MTA board members properly expressed the opinion
that even though alcohol is a legal product, a public agency should value the public
health of residents and not be in the business of helping market it on public property.

We urge you not to approve this confract until an amendment is added prohihiting any
advertising.of alcohol on bus benches.

arles Porter
Prevention Coordinator

F-334
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May 26, 2011

| City of Los Angeles

Board of Public Works
Room 350, City Hall, 200 N. Spring St.
Los Angeles, CA 90012

Re: No alcohoi ads on bus benches
Attn: Andrea Alarcon. Commissioner

 represent United Coalition East (UCEPP), a non-profit human services organization
that is dedicated to reducing the impact of alcohol and ather drugs in the skid row area
of downtown L.os Angeles. 1 am writing {o express concern about alcohol
advertisement(s) on public property and the failure to address the harmful effects that
result from the marketing of alcohol, especially among young people. Itis parficutarly

i disturbing that the City would jeopardize its residents’ public health by helping to

promote alcoholic beverages at a time when it does not have the resources and/for
services to treat the alcohol related hanms that resulf.

Our communities need to be protected. Do not approve the Martin Outdoor contract
without first banning alcohot advertisement from public property. Male no mistake; the
City of Los Angeles has the legal and constitutional right to ban alcohol ads on its
property. Research demonstrates that the more alcohol ads youth see, the more likely
they are to drink, drink to excess, engage in harmful actions, and become alcohol-
dependent. In addition a recent study shows that the cost of alcohol harms to LA
County is 10.8 biltion annually. The Los Angeles Department of Public Health
recognizes this cost in its report titled "Reducing alcohol Related Harms in Los Angeles
County." In this report they also suggest as a prevention strategy "reducing alcohol
advertising in public spaces and in areas commonly seen by minors."

Currently, the MTA does nat allow alcohol advertising on its buses, frains, and other
transit facilities, and recently reaffirmed this policy when its advertising contractor, CBS
Cutdoor, sought to change it. The MTA board members properly expressed the opinion
that even though alcohol is a legal product, a public agency should value the public
health of residents and not be in the business of helping market it on pubfic property.

We urge you not to aporove this contract untit an amendment is added prohibiting any
advertising.of alcohol on bus benches.

Prevention Coordinaior

F~334
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May 26, 2011

| City of Los Angeles

Board of Public Works
Room 350, City Halt, 200 N. Spring St.
Los Angeles, CA 90012

Re: No alcohol ads on bus benches
Aitn. Andrea Alarcon. Commissioner

I represent United Coalition East (UCEPP), a non-profit human services organization
trat is dedicated to reducing the impact of alcohol and other drugs in the skid row area
of downtown Las Angeles. | am writing to express concemn about alcohol
advertisement(s) on public property and the failure fo address the harmful effects that
result fram the marketing of alcohol, especially among young people. 1tis particularly
disturbing that the City would jeopardize its residents’ public health by helping ta
promote alcoholic beverages at a time when it does not have the resources and/or
services to freat the alcohol related harms that result.

Our communities need to be protected. Do not approve the Martin Outdoor contract
without first banning alcohof advertisernent from public property. Make no mistake; the
City of Los Angeles has the legal and constitutional right to ban alcohol ads on its
property. Research demonstrates that the more alcohol ads youth see, the more likely
they are to drink, drink to excess, engage in harmful actions, and become alcohol-
dependent. In addition a recent study shows that the cost of alcohol harms to LA
County is 10.8 billion annually. The Los Angeles Department of Public Health
recognizes this cost in its report titled "Reducing alcohol Related Harms in Los Angeles
County.” In this report they also suggest as a prevention strategy "reducing alcohol
advertising in public spaces and in areas commonly seen by minars."

Currently, the MTA does not altow alcohal advertising on its buses, trains, and other
transit facllities, and recently reaffirmed this policy when its advertising contractor, CBS
Outdoor, sought fo change it. The MTA board members properly expressed the opinion
that even though alcohot is a legal product, a public agency should value the public
health of residents and not be in the business of helping market it on public property.

We urge you not to approve this contract until an amendment is added prohibiting any
advenlising.of alcohol on bus henches.

Prevention Coordinator

F~334
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May 26, 2011

i City of Los Angeles

Board of Public Works
Room 350, City Hall, 200 N. Spring St.
L.os Angeles, CA 90012

Re: No alcohol ads on bus benches
Attn: Andrea Alarcon. Commissioner

| represent United Coalition: East (UCEPP), a non-profit human services organization
that is dedicated to reducing the impact of alcohol and other drugs in the skid row area
of downtown Los Angeles. | am writing to express concern about alcohol
advertisement(s) on public property and the failure to address the harmfui effects that
result from the marketing of alcohol, especially among young people. Itis particularly

I disturbing that the City would jeopardize its residents’ public health by helping to

promote alcoholic beverages at a time when it does not have the rescurces and/for
services fo treat the alcohol related harms that result.

Our communities need to be protected. Do not approve the Martin Outdoor confract
without first banning alcoho! advertisement from public property. Make no mistake; the
City of Los Angeles has the legal and constitutional right to ban alcohol ads on its
property. Research demonstrates that the more aicohol ads youth see, the more likely
they are to drink, drink fo excess, engage in harmful actions, and become alcohol-
dependent. In addition a recent study shows that the cost of alcohol harms to LA
County is 10.8 billion annually. The Los Angeles Department of Public Health
recognizes this cost in its report titled "Reducing alcohol Related Harms in Los Angeles
Gounty." In this report they also suggest as a prevention strategy "reducing alcohol
advertising in public spaces and in areas commonly seen by minors."

Currently, the MTA does not allow alcohol advertising on its buses, trains, and other
transit facilities, and recently reaffirmed this policy when its adverlising contractor, CBS
Outdoor, sought fo change &. The MTA board members properly expressed the opinion
that even though alcohal is a legal product, a public agency should value the public
health of residents and not be in the business of helping market it on public property.

We urge you not to approve this contract until an amendment is added prohibiting any
advertising.of alcohol on bus benches.

Prevention Coordinator

F-334
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United Coalition East {UCEPP)

804 E, 6™ Street, Los Angeles, £A 90021
Office: 213,622 1621 | Fox: 2136221873
ucepp@sociclmodel com | www.socialmodel com




Received: Hay 76 2011 05:520m
May-26-2011 04:48pm From-United Coalition East Prevention Project 12136221873 T-67%  P.GO2/00Z F-334

b UNITED COALITION BAST PREVENTION PROJECT

a proagram af Sociul Mudel Recovary Syarems. Inc.

May 26, 2011

i City of Los Angeles
Board of Public Works

Fos Amgeles 1 Room 380, Gity Hall, 200 N. Spring St.
California 90021 | { ps Angeles, CA 90012

213.622,1621

fax213620873 ¢+ Re: No alcohol ads on bus benches

804 East 6th Streel

sodalmaodel.com o
Attn: Andrea Alarcon. Commissioner

| represent United Coalition East (UCEPP), a non-profit human services organization
that is dedicated to reducing the impact of alcohol and other drugs in the skid row area
of downtown Los Angeles. [ am writing to express concern about alcohol
advertisement(s) on public property and the failure to address the harmful effects that
result from the marketing of alcohol, especially among young people. Itis particularly
disturbing that the City would jeopardize its residents’ public health by helping to
promote alcohalic beverages at a time when it does not have the resources andfor
services fo freat the alcohol related hamms that result.

Our communities need to be protected. Do not approve the Martin Outdoor contract
without first banning alcohol advertisement from public property. Make no mistake; the
City of Los Angeles has the legal and constitutional right to ban alcohol ads on its
properly. Research demonstrates that the more alcohol ads youth see, the more likely
they are to drink, drink to excess, engage in harmful actions, and become alcohol-
dependent. In addition a recent study shows that the cost of alcohot harms to LA
County is 10.8 billion annually. The Los Angeles Department of Public Health
recognizes this cost in its report tifled "Reducing alcohol Related Harms in Los Angeles
County." In this report they also suggest as a prevention strategy *reducing alcohol
advertising in public spaces and in areas commonly seen by minors.”

Currently, the MTA does nat allow alcohol advertising on its buses, trains, and other
transit facilities, and recently reaifirmed this policy when its advertising contractor, CBS
Outdoor, sought to change it. The MTA board members properly expressed the opinion
that even though alcohal is a legal product, a public agency should value the public
health of residents and not be in the business of helping market it on public property.

We urge you not to approve this contract unfil an amendment is added prohibiting any
advertising.of alcohol an bus benches.

arles Porter
Prevention Coordinator
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City of Los Angeles Board of Public Works
Room 350 City Hall

200 N. Spring St.

Los Angeles, CA 90012

Attn: William Weeks, Executive Officer
Re: Bus Bench Contract with Martin Outdoor Media

May 26, 2011

Dear Board Members:

Al Wednesday's discussion of awarding a new bus bench contract to Martin Outdoor Media, the
company's representative, Christopher Westhott, said that including a prohibition on alcohol
advertising would not be advisable because of constitutional issues. [ believe this information to
be incorrect, because a governmental entity's right to include such restrictions as a matter of
contract with a private company is well established. As [ stated in public comment, the MTA has
Just such a resteiction in its contract with CBS Outdoor, and that restriction has never been
legally challenged. 1n 2008. the city of San Francisco adopted an ordinance prohibiting any city
contracts from atlowing alcohol advertising on public property, and no legal objections have
been raised. Other governmental jurisdictions in California and elsewhere have similar
restrictions that have passed legal muster.

You acted sympathetically and in good faith to meet the concerns of those who raised objections
to alecohol advertising. Unflortunately, the establishment of a 1,000 ft. exclusionary zone for
schools and churches fails to address the fundamental concern, which is that the city should not
be in the business of providing space in the public right-of-way for ads that might include
alcoholic products. Furthermore. the exclusionary zone doesn't address the fact our city's youth
are highty mobile and can be found congregated at bus stops in many areas far from schools and
churches, particularly where there are such venues as shopping malls, move theaters, and
entertainment facilities where underaged youth may feel more pressure to drink.

Such exclusionary zones are also ineffective because they are difficult to enforce and there are no
real penalties for viofation. The major sign companics such as Clear Channel, CBS Outdoor, and
Lamar Advertising all have written policies restricting atcohol ads within a certain distance of
churches and schools, and yet we have a number of documented instances of violations, with
signs advertising alcohol as close as 50 ft, to a school property. Some of these can be seen at our
website at www.banbillboardblight.org. CBS/Decaux has also violated the terms of their
coordinated street furniture contract, which includes a 500 ft. exclusionary zone.



We urge you to make a prohibition on all alcohol advertising a condition of the contract with Martin
Outdoor Media. The company can choose to accept, reject, or re-negotiate the contract. In any case,
there is no legal impediment for including this restriction, despite assertions to the contrary by the
company's lobbyist.

Sincerely,

Dennis Hathaway, President
Coalition to Ban Billboard Blight
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27090 Military Ave., Los Angeles, CA 20064 infoa@banbitiboardblight.org
310.386.9661 www. hanbillboardblight.org

City of Los Angeles Board of Public Works
Room 350 City Hall

200 N. Spring St.

Los Angeles, CA 90012

Attn: William Weeks, Executive Officer
Re: Bus Bench Contract with Martin Qutdoor Media

May 26, 2011

Dear Board Members:

At Wednesday's discussion of awarding a new bus bench contract to Martin Outdoor Media, the
company's representative, Christopher Westhoff, said that including a prohibition on alcohol
advertising would not be advisable because of constitutional issues. I believe this information to
be incorrect, because a governmental entity's right to include such restrictions as a matter of
contract with a private company is well established. As I stated in public comment, the MTA has
just such a restriction in its contract with CBS Outdoor, and that restriction has never been
legally challenged. In 2008, the city of San Francisco adopted an ordinance prohibiting any city
contracts from allowing alcohol advertising on public property, and no legal objections have
been raised. Other governmental jurisdictions in California and elsewhere have similar
restrictions that have passed legal muster.

You acted sympathetically and in good faith to meet the concerns of those who raised objections
to alcohol advertising. Unfortunately, the establishment of a 1,000 ft. exclusionary zone for
schools and churches fails to address the fundamental concern, which is that the city should not
be in the business of providing space in the public right-of-way for ads that might include
alcoholic products. Furthermore, the exclusionary zone doesn't address the fact our city's youth
are highly mobile and can be found congregated at bus stops in many areas far from schools and
churches, particularly where there are such venues as shopping malls, move theaters, and
entertainment facilities where underaged youth may feel more pressure to drink.

Such exclusionary zones are also ineffective because they are difficult to enforce and there are no
real penalties for violation. The major sign companies such as Clear Channel, CBS Outdoor, and
Lamar Advertising all have written policies restricting alcohol ads within a certain distance of
churches and schools, and yet we have a number of documented instances of violations, with
signs advertising alcohol as close as 50 fi. to a school property. Some of these can be seen at our
website at www.banbillboardblight.org. CBS/Decaux has also violated the terms of their
coordinated street furniture contract, which includes a 500 ft. exclusionary zone.



We urge you to make a prohibition on all alcohol advertising a condition of the contract with Martin
Outdoor Media. The company can choose to accept, reject, or re-negotiate the contract. In any case,
there is no legal impediment for including this restriction, despite assertions to the contrary by the
company's lobbyist.

Sincerely,

Dennis Hathaway, President
Coalition to Ban Billboard Blight
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Janice Takimoto <janice.takimoto@lacity.org»

Fw: Letter to Board of Public Works Re: Bus Bench
Contract

1 message

William Weeks <william.weeks@lacity.org> Thu, May 26, 2011 at 10:55 AM
To: teri.schmidi@lacity.org, janice.takimoto@lacity.org

From: Dennis Hathaway <dennis@banbillboardblight.org>

To: William Weeks <william.weeks@lacity.org>

Sent: Thu May 26 10:40:24 2011

Subject: Letter to Board of Public Works Re: Bus Bench Contract

Dear Mr. Weeks:

Please transmit the attached letter to board members for their consideration prior to Friday’s meeting.
Thank you,

Dennis Mathaway

Dennis Hathaway

President, Coalition to Ban Biliboard Biight

2700 Military Ave., Los Angeles, CA 90064

310-386-96861

Defend Qur Public Spaces, Protect Qur Visual Environment

www. banbiltboardblight.org

sy Letter to BPW-May 26, 2011.pdf
22 50K

hitps://mail.google.com/a/lacity org/Tui=2&ik=b7aad3 1 513 &view=pt&search=inbox&th=... 5/26/2011



Coalition to
BanBillboard Bﬁg ht Protecting Public Space o Defending the Visual Environment

2700 Military Ave., Los Angeles, CA 90064 info@bapbiliboardblight.org
310.386.2661 www,.banbillboardblight.org

City of Los Angeles Board of Public Works
Room 350 City Hall

200 N. Spring 5t.

Los Angeles, CA 90012

Atin: William Weeks, Executive Officer
Re: Bus Bench Contract with Matrtin Outdoor Media

May 26, 2011

Dear Board Members:

At Wednesday's discussion of awarding a new bus bench contract to Martin Outdoor Media, the
company's representative, Christopher Westhoff, said that including a prohibition on alcohol
advertising would not be advisable because of constitutional issues. I believe this information to
be incorrect, because a governmental entity's right to include such restrictions as a matter of
contract with a private company is well established. As I stated in public comment, the MTA has
just such a restriction in its contract with CBS Qutdoor, and that restriction has never been
legally challenged. In 2008, the city of San Francisco adopted an ordinance prohibiting any city
contracts from allowing alcohol advertising on public property, and no legal objections have
been raised. Other governmental jurisdictions in California and elsewhere have similar
restrictions that have passed legal muster.

You acted sympathetically and in good faith to meet the concerns of those who raised objections
to alcohol advertising. Unfortunately, the establishment of a 1,000 ft. exclusionary zone for
schools and churches fails to address the fundamental concern, which is that the city should not
be in the business of providing space in the public right-of-way for ads that might include
alcoholic products. Furthermore, the exclusionary zone doesn't address the fact our city's youth
are highly mobile and can be found congregated at bus stops in many areas far from schools and
churches, particularly where there are such venues as shopping malls, move theaters, and
entertainment facilities where underaged youth may feel more pressure to drink.

Such exclusionary zones are also ineffective because they are difficult to enforce and there are no
real penalties for violation. The major sign companies such as Clear Channel, CBS OQutdoor, and
Lamar Advertising all have written policies restricting alcohol ads within a certain distance of
churches and schools, and yet we have a number of documented instances of violations, with
signs advertising alcohol as close as 50 ft. to a school property. Some of these can be seen at our
website at www.banbillboardblight.org. CBS/Decaux has also violated the terms of their
coordinated street furniture contract, which includes a 500 ft. exclusionary zone.



We urge you to make a prohibition on all alcohol advertising a condition of the contract with Martin
Outdoor Media. The company can choose to accept, reject, or re-negotiate the contract. In any case,
there is no legal impediment for including this restriction, despite assertions to the contrary by the
company's lobbyist.

Sincerely,

Dennis Hathaway, President
Coalition to Ban Billboard Blight



Coalition to
BanBE!lboardBEight Protecting Public Space o Defending the Visual Environment

2700 Military Ave., Los Angeles, CA 30064 info@banbillboardblight.org
310.386.9661 www. hanbillboeardblight.org

City of Los Angeles Board of Public Works
Room 350 City Hall

200 N. Spring St.

Los Angeles, CA 90012

Attn: William Weeks, Executive Officer
Re: Bus Bench Contract with Martin Outdoor Media

May 26, 2011

Dear Board Members:

At Wednesday's discussion of awarding a new bus bench contract to Martin Outdoor Media, the
company's representative, Christopher Westhoff, said that including a prohibition on alcohol
advertising would not be advisable because of constitutional issues. I believe this information to
be incorrect, because a governmental entity's right to include such restrictions as a matter of
contract with a private company is well established. As I stated in public comment, the MTA has
just such a restriction in its contract with CBS Outdoor, and that restriction has never been
legally challenged. In 2008, the city of San Francisco adopted an ordinance prohibiting any city
contracts from allowing alcohol advertising on public property, and no legal objections have
been raised. Other governmental jurisdictions in California and elsewhere have similar
restrictions that have passed legal muster. '

You acted sympathetically and in good faith to meet the concerns of those who raised objections
to alcohol advertising. Unfortunately, the establishment of a 1,000 f. exclusionary zone for
schools and churches fails to address the fundamental concern, which is that the city should not
be in the business of providing space in the public right-of-way for ads that might include
alcoholic products. Furthermore, the exclusionary zone doesn't address the fact our city's youth
are highly mobile and can be found congregated at bus stops in many areas far from schools and
churches, particularly where there are such venues as shopping malls, move theaters, and
entertainment facilities where underaged youth may feel more pressure to drink.

Such exclusionary zones are also ineffective because they are difficult to enforce and there are no
real penalties for violation. The major sign companies such as Clear Channel, CBS Outdoor, and
Lamar Advertising all have written policies restricting alcohol ads within a certain distance of
churches and schools, and yet we have a number of documented instances of violations, with
signs advertising alcohol as close as 50 fi. to a school property. Some of these can be seen at our
website at www.banbillboardblight.org. CBS/Decaux has also violated the terms of their
coordinated street furniture contract, which includes a 500 ft. exclusionary zone.



We urge vou to make a prohibition on all alcohol advertising a condition of the contract with Martin
Qutdoor Media. The company can choose to accept, reject, or re-negotiate the contract. In any case,
there is no legal impediment for including this restriction, despite assertions to the contrary by the
company's lobbyist.

Sincerely,

Dennis Hathaway, President
Coalition to Ban Billboard Blight



Coalition to
BanBEllboardBéight Protecting Public Space o Defending the Visual Environment

2700 Military Ave., Los Angeles, CA 20064 info@banbillboardblight.org

310.386.9661 www.banbillboardblight.org

City of Los Angeles Board of Public Works
Room 350 City Hall

200 N. Spring St.

Los Angeles, CA 90012

Atn: William Weeks, Executive Officer
Re: Bus Bench Contract with Martin Qutdoor Media

May 26, 2011

Dear Board Members;

At Wednesday's discussion of awarding a new bus bench contract to Martin Outdoor Media, the
company's representative, Christopher Westhoff, said that including a prohibition on alcohol
advertising would not be advisable because of constitutional issues. I believe this information to
be incorrect, because a governmental entity's right to include such restrictions as a matter of
contract with a private company is well established. As I stated in public comment, the MTA has
Jjust such a restriction in its contract with CBS Qutdoor, and that restriction has never been
legally challenged. In 2008, the city of San Francisco adopted an ordinance prohibiting any city
contracts from allowing alcoho! advertising on public property, and no legal objections have
been raised. Other governmental jurisdictions in California and elsewhere have similar
restrictions that have passed legal muster.

You acted sympathetically and in good faith to meet the concerns of those who raised objections
to alcohol advertising. Unfortunately, the establishment of a 1,000 ft. exclusionary zone for
schools and churches fails to address the fundamental concern, which is that the city should not
be in the business of providing space in the public right-of-way for ads that might include
aleoholic products. Furthermore, the exclusionary zone doesn't address the fact our city's youth
are highly mobile and can be found congregated at bus stops in many areas far from schools and
churches, particularly where there are such venues as shopping malls, move theaters, and
entertainment facilities where underaged youth may feel more pressure to drink.

Such exclusionary zones are also ineffective because they are difficult to enforce and there are no
real penalties for violation. The major sign companies such as Clear Channel, CBS Outdoor, and
Lamar Advertising all have written policies restricting alcohol ads within a certain distance of
churches and schools, and yet we have a number of documented instances of violations, with
signs advertising alcohol as close as 50 ft. to a school property. Some of these can be seen at our
website at www.banbillboardblight.org. CBS/Decaux has also violated the terms of their
coordinated street furniture contract, which includes a 500 fi. exclusionary zone.



We urge you to make a prohibition on all alcohol advertising a condition of the contract with Martin
Outdoor Media. The company can choose to accept, reject, or re-negotiate the contract. In any case,
there is no legal impediment for including this restriction, despite assertions to the contrary by the
company's lobbyist.

Sincerely,

Dennis Hathaway, President
Coalition to Ban Billboard Blight



Coalition to
BanBillboard B!ight Protecting Public Space o Defending the Visual Environmeant

2700 Military Ave,, Los Angeles, CA 20064 info@banbiliboardblight.org

3210.386.9661 warw. banhiflboardblight.org

City of Los Angeles Board of Public Works
Room 350 City Hall

200 N. Spring St.

Los Angeles, CA 90012

Attn: William Weeks, Executive Officer
Re: Bus Bench Contract with Martin Outdoor Media

May 26, 2011

Dear Board Members:

At Wednesday's discussion of awarding a new bus bench contract to Martin Outdoor Media, the
company's representative, Christopher WesthofT, said that including a prohibition on alcohol
advertising would not be advisable because of constitutional issues. I believe this information to
be incorrect, because a governmental entity's right to include such restrictions as a matter of
contract with a private company is well established. As I stated in public comment, the MTA has
just such a restriction in its contract with CBS Outdoor, and that restriction has never been
legally challenged. In 2008, the city of San Francisco adopted an ordinance prohibiting any city
contracts from allowing alcohol advertising on public property, and no legal objections have
been raised. Other governmental jurisdictions in California and elsewhere have similar
restrictions that have passed legal muster.

You acted sympathetically and in good faith to meet the concerns of those who raised objections
to alcohol advertising. Unfortunately, the establishment of a 1,000 fi. exclusionary zone for
schools and churches fails to address the fundamental concern, which is that the city should not
be in the business of providing space in the public right-of-way for ads that might include
alcoholic products. Furthermore, the exclusionary zone doesn't address the fact our city's youth
are highly mobile and can be found congregated at bus stops in many areas far from schools and
churches, particularly where there are such venues as shopping malls, move theaters, and
entertainment facilities where underaged youth may feel more pressure to drink.

Such exclusionary zones are also ineffective because they are difficult to enforce and there are no
real penalties for violation. The major sign companies such as Clear Channel, CBS Outdoor, and
Lamar Advertising all have written policies restricting alcohol ads within a certain distance of
churches and schools, and yet we have a number of documented instances of violations, with
signs advertising alcohol as close as 50 fi. to a school property. Some of these can be seen at our
website at www.banbillboardblight.org. CBS/Decaux has also violated the terms of their
coordinated street furniture contract, which includes a 500 ft. exclusionary zone.



We urge you to make a prohibition on all alcohol advertising a condition of the contract with Martin
Outdoor Media. The company can choose to accept, reject, or re-negotiate the contract. In any case,
there is no legal impediment for including this restriction, despite assertions to the contrary by the
company's lobbyist.

Sincerely,

Dennis Hathaway, President
Coalition to Ban Billboard Blight



Coalition to
BanBillboa f’dBigg ht Protecting Public Space o Defending the Visual Environment

2700 Military Ave,, Los Angeles, CA 90064 info@banbillboardblight.ora
310.286.9661 www.banbiliboardblight.org

City of Los Angeles Board of Public Works
Room 350 City Hall

200 N. Spring St.

Los Angeles, CA 90012

Attn: William Weeks, Executive Gfficer
Re: Bus Bench Coniract with Martin Outdoor Media

May 26, 2011

Dear Board Members:

At Wednesday's discussion of awarding a new bus bench contract to Martin Outdoor Media, the
company's representative, Christopher Westhoff, said that including a prohibition on alcohol
advertising would not be advisable because of constitutional issues. I believe this information to
be incorrect, because a governmental entity's right to include such restrictions as a matter of
contract with a private company is well established. As [ stated in public comment, the MTA has
just such a restriction in its contract with CBS Qutdoor, and that restriction has never been
legally challenged. In 2008, the city of San Francisco adopted an ordinance prohibiting any city
contracts from allowing alcohol advertising on public property, and no legal objections have
been raised. Other governmental jurisdictions in California and elsewhere have similar
restrictions that have passed legal muster.

You acted sympathetically and in good faith to meet the concerns of those who raised objections
to alcohol advertising. Unfortunately, the establishment of a 1,000 ft. exclusionary zone for
schools and churches fails to address the fundamental concern, which is that the city should not
be in the business of providing space in the public right-of-way for ads that might include
alcoholic products. Furthermore, the exclusionary zone doesn't address the fact our city's youth
are highly mobile and can be found congregated at bus stops in many areas far from schools and
churches, particularly where there are such venues as shopping malls, move theaters, and
entertainment facilities where underaged youth may feel more pressure to drink.

Such exclusionary zones are also ineffective because they are difficult to enforce and there are no
real penalties for violation. The major sign companies such as Clear Channel, CBS Outdoor, and
Lamar Advertising all have written policies restricting alcohol ads within a certain distance of
churches and schools, and yet we have a number of documented instances of violations, with
signs advertising alcohol as close as 50 ft. to a school property. Some of these can be seen at our
website at www.banbillboardblight.org. CBS/Decaux has also violated the terms of their
coordinated street furniture contract, which includes a 500 ft. exclusionary zone.



We urge you to make a prohibition on all alcohol advertising a condition of the contract with Martin
Outdoor Media. The company can choose to accept, reject, or re-negotiate the contract. In any case,
there is no legal impediment for including this restriction, despite assertions to the contrary by the
company's lobbyist. '

Sincerely,

Dennis Hathaway, President
Coalition to Ban Billboard Blight
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[tem #5 on Friday, May 13, 2011

MOTION #1

Alarcon — “Continue this matter until Wednesday, May 25™ for a formal hearing, but that
any documents that any of the parties would like to submit be submitted fo this Board by
9:00 a.m. on Monday, May 23", that would include any supporting information, any
protests and so forth”

MOTION #2
Alarcon - “Authorize Bureau of Street Services to continue to negotiate for an additional
thirty (30) days”

Daniels and Nutter in support of the continuance

Speaker — Chris Westhoff representing Martin Outdoor
{(Alarcon agreed on need for more time to disseminate protests)

MOTION #3
Alarcon - “The formal hearing on this matter will be held Wednesday May 25, however,
all documents to be submitted to this Board by Friday, May 20 at noon”

Speaker — Dan Phelps representing Norman Bench
{Alarcon stated that there is adequate time to protest and submit documents to Board)

Alarcon moved MOTION #3, Daniels seconded, Nutter in favor.
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City of Los Angeles

Board of Public Wotks

Room 350 City Hall 200 N. Spring St.

Los Angeles, CA 90012

Attn: William Weeks, Executive Officer
Re: May 25 Board Meeting, Agenda Item #6
NO ALCOHOL ADS ON PUBLIC PROPERTY

Dear Board Members:

The proposed bus bench contract with Martin Outdoor unfortunately,
doesn't adequately address the issue of alcohol advertising on public property.

Research has cansistently demonstrated that the moxe alcohol ads youth see,
the more likely they are to drink, drink to excess, engage in harmful actions,
and become alcohol-dependent, Marin Institute has calculated that in California
the cost of alcohol-related harms is twice that of tobacco, exceeding $38 billion
dollars annually,

Currently MTA does not allow alcobol advertising on its buses, trains, and
othey transit facilities, and recently reaffinmed this policy when its advertising
contractor, CBS Outdoor, sought to change it. The MT A board members
properly expressed the opinion that even though alcohol s a legal product, a
public agency should not be in the business of helping market it on public

property.

We urge you not to approve this contract until an amendment is added
prohibiting any advertising of alcohol on bus benches. The City of Los
Angeles should not be using public property to promote alcohol to

its residents.

Sincerqly, (// /L
In

Jorge Castillo, Advocacy & Qutreach Manager
L.A. Coalition to Ban Alechol Ads from Public Property

24 Belvedere Street | San Rafsel, California 94901 | P: 415-456-569
FreeTheBowl.com MarinInstitute org
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rin Institute

alcoho! industry watchdog

May 26, 2011

City of Los Angeles

Board of Public Works

Room 350 City Hall 200 N, Spring St.
Los Angeles, CA 90012

Re: No alcohol ads on bus benches
Attn: Mr, Weeks, Executive Officer

As concerned community members we are troubled by the advertisement of
alcohol on public property. In 2 time when there is a lack of services to treat
alcohol related harms the City of Los Angeles, should not participate as a
promoter of alcohol.

We would like to clarify that local government has the legal and constitutional
right to ban alcohol ads on its property. The proposed bus bench contract with
Martin Outdoor unfortunately, doesn't adequately address the issue of alcohol
advertising on public property.

In our research, we found the cost of alcohol harms to LA County to be

10.8 billion annuaily. The Los Angeles Department of Public Health recognizes
this cost in its report titled “ Reducing aleohol Related Harms in Los Apgeles
County.” In this report they also suggest as a prevention strategy “reducing
alcohol advertising in public spaces and in areas commonly seen by minors.”

Research has consistently demonstrated that the more alcohol ads youth see,
the more likely they are to drink, drink to excess, engage in harmful actions,
and become alcohol-dependent.

24 Belvedere Street | San Rafael, California 94901 | P: 415-456-569
FreeTheBowl.com MarinIlnstitute.org
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alcohoi mdustry watchdmg

Currently MTA does not allow alcobol advertising on its buses, trains, and
other transit facilities, and recently reaffirmed this policy when its advertising
contractor, CBS Outdoor, sought to change it. The MTA board members
properly expressed the opinion that even though alcohol is a legal product, a
public agency should value the public health of residents and not be in the
business of helping market it on public property.

We urge you not to approve this contract until an amendment is added
prohibiting any advertising of alcohol on bus benches.

i

Jorge Castillo, Advocacy & QOutreach Manager, Marin Institute
Los Angeles Coalitiont on Alcohol Policy
L.A. Coalition to Ban Alcohol Ads from Public Propesty

24 Belvedere Street | San Rafeel, California 94901 | P: 415-456-569
FreeTheBowl.com Marinlnstitute.org
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May 26, 2011

City of Los Angeles

Board of Public Works

Room 350 City Hall 200 N. Spring St.
Los Angeles, CA 90012

Re: No alcohol ads on bus benches

Attn: Mr, Weeks, Executive Officer

As concerned community members we are troubled by the advertisement of
alcohol on public property. In a time when there is a lack of services to treat
alcohol related harms the City of Los Angeles, should not participate as a
promoter of alcohol.

We would like to clarify that local government has the legal and constitutional
right to ban alcohol ads on its propexty. The proposed bus bench contract with
Martin Outdoor unfortimately, doesn't adequately address the issue of aleohol
advertising on public property.

In our research, we found the cost of aleohol harms to LA County to be

10.8 billion annually. The Los Angeles Department of Public Health recognizes
this cost in its report titled “ Reducing alcohol Related Harms in Los Angeles
County.” In this report they also suggest as a prevention strategy “reducing
alcohol advertising in public spaces and in aveas commonly seen by minors.”

Research has consistently demonstrated that the more alcohol ads youth see,
the more likely they are to drink, drink to excess, engage in harmful actions,
and become alcohol-dependent.

24 Belvedere Street | San Rafael, California 94901 | P: 415-456-569

FreeTheBowl.com Marininstitute.org

P 2/3
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alcohol industry watchdog

Currently MTA does not allow aleohol advertising on its buses, trains, and
other transit facilities, and recently reaffitmed this policy when its advertising
contractor, CBS Qutdoor, sought to change it. The MTA board members
properly expressed the opinion that even though alcohol is a legal product, a
public agency should value the public health of residents and not be in the
business of helping market it on public property.

We urge you not t6 approve this contract until an amendment is added
prohibiting any advertising of alcohol on bus benches.

T

Jorge Castillo, Advocacy & Outreach Manager, Marin Institute
Los Angeles Coalition on Alcohol Policy
L.A. Coalition to Ban Alcohol Ads from Public Property

24 Belvedere Street | San Rafael, California 94901 | P: 415-456-569
FreeTheBowl.com MarinInstitute.org
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alcohol Endustry watchdog

May 26, 2011

City of Los Angeles

Board of Public Works

Room 350 City Hall 200 N, Spring St
Los Angeles, CA 90012

Re: No alcobol ads on bus benches
Attn: Mr, Weeks, Executive Officer

As concerned community members we are troubled by the advertisement of
alcohol on public property. In a time when there is a lack of services to treat
alcohol related harms the City of Los Angeles, should not participate as a
promoter of alcohol.

We would like to clarify that local government has the legal and constitutional
right to ban alcobol ads on its property. The proposed bus bench contract with
Martin Qutdoor unfortunately, doesn't adequately address the issue of alcohol
advertising on: public property.

In our research, we found the cost of alcohol hatms to LA County to be

10.8 billion annuaily. The Los Angeles Department of Public Health recognizes
this cost in its report titled “ Reducing aleohol Related Harms in Los Angeles
County.” In this report they also suggest as a prevention strategy “reducing
alcohol advertising in public spaces and in aveas commonly seen by minors.”

Research has consistently demonstrated that the more alcahol ads youth see,
the more likely they are to drink, drink to excess, engage in harmful actions,
and become alcohol-dependent.

24 Belvedere Street | San Rafael, California 94901 | P: 415-456-569
FreeTheBowl.com MarinInstitute. org
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ai: .. dog

alcohol industry

Currently MTA does not allow aleohol advertising on its buses, trains, and
other fransit facilities, and recently reaffitmed this policy when its advertising
coftractor, CBE Outdoor, sought to change it. The MTA board members
properly expressed the opinion that even though alcohol is a legal product, a
public agency should value the public health of residents and not be in the
business of helping market it on public property.

We urge you not to approve this contract unti! an amendment is added
prohibiting any advertising of alcohol on bus benches.

Smcerely,

J[&OJ

Jorge Castillo, Advocacy & Outreach Manager, Marin Institute
Los Angeles Coalition on Alcohol Policy
L.A. Coalition to Ban Alcohol Ads from Public Property

24 Belvedere Street | San Refeel, California 94901 | P: 415-456-569
FreeTheBowl.com MarinInstitute. org
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May 26, 2011

City of Los Angeles

Board of Public Works

Room 350 City Hall 200 N. Spring St.
Los Angeles, CA 90012

Re: No alcohol ads on bus benches

Attn: Mr, Weeks, Executive Officer

As concerned community members we are troubled by the advertisement of
alcobol on public property. In a time when there is a lack of services to treat
alcohol related harms the City of Los Angeles, should not participate as a
promoter of alcohol.

We would like to clarify that local government has the legal and constitutional
right to ben alcohol ads on its property. The proposed bus bench contract with
Martin Qutdoor unfortunately, doesn't adequately address the issue of alcohol
advertising on public property.

In our research, we found the cost of alcohol hatms to LA Cownty to be

10.8 billion annually. The Los Angeles Department of Public Health recognizes
this cost in its report titled “ Reducing alcohol Related Harms in Los Angeles
County.” In this report they also suggest as a prevention strategy “reducing
alcohol advertising in public spaces and in areas commonly seen by minors,”

Research has consistently demonstrated that the more alcohol ads youth see,
the more likely they are to drink, drink to excess, engage in harmful actions,
and become alcohol-dependent.

24 Belvedere Street | San Rafael, California 94901 | P: 415-456-569
FreeTheBowl.com MarinInstitute.org
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alcool industry watchdog

Cuarrently MTA does not allow alcohol advertising on its buses, trains, and
other transit facilities, and recently reaffirmed this policy when its advertising
contractor, CBS Outdoor, sought to change it. The MTA. board members
properly expressed the opinion that even though aleohol is a legal product, a
public agency should value the public health of residents and not be in the
business of helping market it on public property.

We urge you not to approve this contract until an amendment is added
prohibiting any advertising of alcohol on bus benches.

Sincerely,

\)}Ocy

Jorge Castillo, Advocacy & Outreach Manager, Marin Institute
Los Angeles Coalition on Alcohol Policy
L.A. Coalition to Ban Alcohol Ads from Public Property

24 Belvedere Street | San Rafael, California 94901 | P: 415-456-569
FreeTheBowl.com MarinInstitute org
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-May 26, 2011

City of Los Angeles

Board of Public Works

Room 350 City Hell 200 N. Spring 5t.
Los Angeles, CA 90012

Re: No alcohol ads on bus benches

Attn Mr, Weeks, Executive Officer

As concerned community members we are troubled by the advertisement of
alcohol on public property. In a time when there is a lack of services to treat
alcohol related harms the City of Los Angeles, should not participate as a
promoter of alcohol.

We would like to clarify that local government has the legal and constitutional
right to ban alechol ads on its property. The proposed bus bench contract with
Martin Qutdoor unfortunately, doesnt adequately address the issue of alcokol
advertising on public property.

In our research, we found the cost of alcohol hatms to LA County to be

10.8 billion annually. The Los Angeles Department of Public Health recognizes
this cost in its report titled “ Reducing alcohol Related Harms in Los Angeles
County.” In this report they also suggest as a prevention strategy “reducing
alcohol advertising in public spaces and in aveas commonly seen by minors.”

Research has consistently demonstrated that the more alcohol ads youth see,
the more likely they are to drink, drink to excess, engage in harmful actions,
and become alcohol-dependent.

24 Belvedere Street | San Rafael, California 94901 | P: 415-456-569
FreeTheBowl.com Marinlnstitute. org
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a!cohoi industry watchdog

Currently MTA does not allow alcohol advertising on its buses, trains, and
other transit facilities, and recently reaffirmed this policy when its advertising
comtractor, CBS Qutdoor, sought to change it. The MTA board members
properly expressed the opinion that even though aleohol is a legal product, a
public agency should value the public health of residents and not be in the
business of helping market it on public property.

We urge you not to approve this contract until an amendment is added
prohibiting any advertising of alcohol on bus benches.

o

Jozge Castillo, Advocacy & Outreach Manager, Marin Institute
Los Angeles Coalition on Alcohol Policy
L.A. Coalition to Ban Alcohol Ads from Public Property

24 Belvedere Street | San Rafael, California 94901 | P: 415-456-569
FreeTheBowl.com Marininstitute. org
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Teri Schmidt <teri.schmidt@lacity.org>

Fw: 5/25 Board of Pubic Works ltem #6 - Bus Bench Sontmct.

1 message

William Weeks <william.weeks@lacity.org> Wed, May 25, 2011 at 7:45 AM
To: teri.schmidi@lacity.org, david.chanquin@lacity.org

Please provide copies for all Board members, ¢ atty and me for today's mtg. Thanks. BW

From: Barbara Broide <bbroide@hotmail.com>

To: wiliam.weeks@lacity.org <william.weeks@lacity.org>

Cc: gynthia. ruiz@iacity.org <cynthia.ruiz@lacity .org>; Paul Koretz - cd 5 <paut.koretz@lacity.org>; Christopher Koontz
<chris, koontz@lacity.org>

Sent: Wed May 25 07;21:09 2011

Subject: 5/25 Board of Pubic Works ftem #6 - Bus Bench Contract

Dear Mr. Weeks and President Ruiz,

t regret that | will be unable to atiend the 5/25 meeting of the Board. | had planned to attend in order to provide socme remarks
on the proposed bus bench contract (item #6 on your agenda).

| de not believe that many in the public are aware that a new contract is moving forward at this time. As you may know, over
the years of the current Norman contract, there have been many complaints related to placement, graffiti and vandalism,
trash, and vendor response. These and other issues of concern to the generai public should be discussed and considered as
part of the process involved in the issuance of a new bus bench contract.

| would {ike to suggest that outreach be done to the neighborhood councils, community councils, homeowner associations and
chambers of commerce before action is taken on the centract. While | can understand that the City might be anxious to ratify
a contract in order {o begin receiving income from it (and perhaps io get the Norman benches off the street), it is important
that concerns be considered. While | have not yet read the entire contract in detail, | would like to be certain that the following
issues have been and are being discussed;

1) Is there a way for the contract to contain restrictions against alcohol advertising? The benches will be placed within the
public right-of-way. Many would say that the City should not wish to promote alcohol consumpticn an benches placed on
public land. While alcohol ads may be prahibited near schoois, our children are quite mchile and will see ads placed on bus
benches as they walk and are driven through their neighborhoods and the City.  (Tobacco ads are already excluded,)

2) Does the contract require the recipient to comply with all local zoning regulations such as specific plans, scenic corridors,
elc. that prohibit off-site advertising. As Community Plans are re-written, can there be a way to ensure that there will be
compliance with those plans? (Ten years is a very long time to have to wait for such compliance; how can this be
addressed?)

We have a number of scenic highways/corridors in our area and the appropriateness of any signage on those streets has
been an issue of great concern. The General Plan contains explicit restrictions on placement of signs and outdoor advertising
on Scenic Highways, regulating which signs may be placed in the public right-of-way. "Only traffic, information, and
identification signs shall be permitted within the public right-of-way of a Scenic Highway " (General Plan, Transportation
Element, D, subd (4Xa)} Fusther, "(0)ff-site outdoor advertising is prohibited in the public right-of-way, and on public-owned
land within five hundred feet of the center line of a Scenic Highway." (Id., subd. (4){b))

3} How can there be some mechanism for community input on placement (Neighborhood Councils, Community Councils,
etc.}? How can we be ceriain that placement is based on rider need/demand and not solely on potential ad income? How
can we protect residential property adjacent to bus stops (particutarly on busy streets) from having more benches than
needed? If a process for input prior to placement will not be included, what kind of appeal mechanism can be adopied?

4) What kind of periodic public review process can be incorporated into the contract? Who will have the responsibility of
keeping track of problems and their resolution to determine contract compiiance?  The vendor currently under consideration
does not appear t¢ have any contracts the size of the ane here in Los Angeles (or outside of Florida). is there a mechanism
whereby complaints and their resolution can be posted on a website in an engoing manner? Is it possible to think that an

https://mail.google.com/a/lacity.org/?ui=2&ile=3¢9a7df5d0& view=pt&search=inbox&th=130279d5¢b29...  5/25/2011
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cnline registry of locations could be posted and that any issues and date reported could be reported along with resalution
date?

| hope that you wili allow time to solicit input from the community by providing nolice about the pending contract prior to taking
a formai vote. As you know, the contract is a lengthy one and those willing to invest the time to review it should have an
appoertunity to comment and forward their thoughts for consideration.

Thank you.

Sincerely,

Barbara Broide

President

Westwood Scuth of Santa Monica Blvd. Homeowners Association
PO Box 64213, Los Angeles 20064

boroide@hotmail.com

wssmhoa@gmail.cem

* You might consider requesting to make a presentation on the contract to the PLANCHECK LA neighborhood council group
that meets monthly downtown to discuss land use and planning related issues. Representatives frem across the City attend
those monthly meetings on the second Saturday morning of each month.

https://mail.google.com/a/lacity.org/?ui=2&ik=3c9a7df5d0& view—pt&search=inbox&th=130279df5eb29...  5/25/2011
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City of Los Angeles

Board of Public Works

Room 350 City Hall 200 N. Spring St.
Los Angeles, CA 90012

Attn: William Weeks, Executive QOfficer
Re: May 25 Board Meeting, Agenda Item #6
NO ALCOHOL ADS ON PUBLIC PROPERTY

Dear Board Members:

The proposed bus bench contract with Martin Outdoor unfortunately,
doesn't adequately address the issue of alcohol advertising on public property.

Research has consistently demonstrated that the more alcohol ads youth see,
the more likely they are to drink, drink to excess, engage in harmful actions,
and become alcohol-dependent, Marin Institute has calculated that in California
the cost of alcohol-related harms is twice that of tobacco, exceeding $38 billion
dotlars annually,

Currently MTA does not allow alcohol advertising on its buses, trains, and
other transit facilities, and recently reaffumed this policy when its advertising
contractor, CBS Outdoor, sought to change it. The MT A board members
propetly expressed the opinion that even though alcohol is a legal product, a
public agency should not be in the business of helping market it on public
property.

We nrge you not to approve this contract until an amendment is added
prohibiting any advertising of alcohol on bus benches. The City of Los
Angeles should not be using public property to promote glcohol to

its residents.

Stacergly, OJZ L
0~

Jorge Castillo, Advocacy & Qutreach Manager
L.A Cealition to Ban Alcohol Ads from Public Property

24 Belvedere Street | San Rafael, California 94901 | P: 415-456-569
FreeTheBowl.com Marinlostitute org




Coalition to
BanBillboard Biéght Protecting Public Space o Defending the Visual Environment

2700 Military Ave., Los Apngeles, CA 90064 info@banbiliboardblight.org
310.386,9661 www.banbillboardblight.org
May 23, 2011

City of Los Angeles
Board of Public Works
Room 350 City Hall

200 N. Spring St.

Los Angeles, CA 90012

Atin: William Weeks, Executive Officer
Re: May 25 Board Meeting, Agenda ltem #6

Dear Board Members:

The proposed bus bench contract with Martin Outdoor Media refers to the company's advertising
policy that prohibits advertising of tobacco, firearms, and various adult services. The policy also
prohibits alcohol advertising in "certain locations such as schools and houses of worship."
Unfortunately, this policy doesn't adequately address the issue of alcohol advertising on public

property.

Independent studies have shown that outdoor alcohol advertising is often aimed toward youth
and minorities, and has a demonstrable effect in increasing problem drinking and the
consumption of alcohol among the underaged population. Because public transportation is
heavily used by youth and bus stops are places of congregation, bus benches are especially
inappropriate venues for alcohol advertising.

The MTA does not allow alcohol advertising on its buses, trains, and other {ransit facilities, and
recently reaffirmed this policy when its advertising contractor, CBS Qutdoor, sought to change
it. The MTA board members properly expressed the opinion that even though alcohol is a legal
product, a public agency should not be in the business of helping market it on public property.

We urge you not to approve this contract until an amendment is added prohibiting any
advertising of alcohol on bus benches.

Sincerely,
Dennis Hathaway

President,
Coalition to Ban Billboard Blight
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City of Los Angeles

Board of Public Works

Room 350 City Hall

200 N. Spring 5t.
t.os Angeles, CA 90012

Attn: William Weeks, Executive Officer
Re: May 25 Board Meeting, Agenda Item #6

Dear Board Members:

The proposed bus bench contract with Martin Qutdoor Media refers to the company's advertising
policy that prohibits advertising of tobacco, firearms, and various adult services. The policy also
prohibits alcohol advertising in "certain locations such as schools and houses of worship.”
Unfortunately, this policy doesn't adequately address the issue of alcohol advertising on public

property.

Independent studies have shown that outdoor alcohol advertising is often aimed toward youth
and minorities, and has a demonstrable effect in increasing problem drinking and the
consumption of alcohol among the underaged population. Because public transportation is
heavily used by youth and bus stops are places of congregation, bus benches are especially
inappropriate venues for alcohol advertising.

The MTA does not allow alcohol advertising on its buses, trains, and other transit facilities, and
recently reaflirmed this policy when its advertising contractor, CBS Outdoor, sought to change
it. The MTA board members properly expressed the opinion that even though alcohol is a legal
product, a public agency should not be in the business of helping market it on public property.

We urge you not to approve this contract until an amendment is added prohibiting any
advertising of alcohol on bus benches.

Sincerely,
Dennis Hathaway

President,
Coalition to Ban Billboard Blight
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City of Los Angeles

Board of Public Works

Room 350 City Hall

200 IN. Spring St.
Los Angeles, CA 90012

Atin: William Weeks, Executive Officer
Re: May 25 Board Meeting, Agenda [tem #6

Dear Board Members:

The proposed bus bench contract with Martin Outdoor Media refers to the company’s advertising
policy that prohibits advertising of tobacco, firearms, and various adult services. The policy also
prohibits alcohol advertising in "certain locations such as schools and houses of worship."
Unfortunately, this policy doesn't adequately address the issue of alcohol advertising on public

property.

Independent studies have shown that outdoor alcohol advertising is often aimed toward youth
and minorities, and has a demonstrable effect in increasing problem drinking and the
consumption of alcohol among the nnderaged population. Because public transportation is
heavily used by youth and bus stops are places of congregation, bus benches are especially
inappropriate venues for alcohol advertising.

The MTA does not allow alcohol advertising on its buses, trains, and other transit facilities, and
recently reaffirmed this policy when its advertising contractor, CBS Outdoor, sought to change
it. The MTA board members properly expressed the opinion that even though alcohol is a legal
product, a public agency should not be in the business of helping market it on public property.

We urge you not to approve this contract until an amendment is added prohibiting any
advertising of alcohol on bus benches.

Sincerely,
Dennis Hathaway

President,
Coalition to Ban Billboard Blight
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May 23, 2011

City of Los Angeles

Board of Public Works

Room 350 City Hall
200 N. Spring St.
Los Angeles, CA 90012

Adin: William Weeks, BExecutive Officer
Re: May 25 Board Meeting, Agenda Item #6

Dear Board Members:

The proposed bus bench contract with Martin Outdoor Media refers to the company's advertising
policy that prohibits advertising of tobacco, firearms, and various adult services. The policy also
prohibits alcohol advertising in "certain locations such as schools and houses of worship."
Unfortunately, this policy doesn't adequately address the issue of alcohol advertising on public
property.

Independent studies have shown that outdoor alcohol advertising is ofien aimed toward youth
and minorities, and has a demonstrable effect in increasing problem drinking and the
consumption of alcohol among the underaged population. Because public transportation is
heavily used by youth and bus stops are places of congregation, bus benches are especially
inappropriate venues for alcohol advertising.

The MTA does not allow alcohol advertising on its buses, trains, and other transit facilities, and
recently reaffirmed this policy when its advertising contractor, CBS Outdoor, sought to change
it. The MTA board members properly expressed the opinion that even though alcohel is a legal
product, a public agency should not be in the business of helping market it on public property.

We urge you not to approve this contract until an amendment is added prohibiting any
advertising of alcohol on bus benches.

Sincerely,
Dennis Hathaway

President,
Coalition to Ban Billboard Blight
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City of Los Angeles

Boeard of Public Works

Room 350 City Hall

200 N. Spring 5t.
Los Angeles, CA 90012

Attn: William Weeks, Executive Officer
Re: May 25 Board Meeting, Agenda Item #6

Dear Board Members:

The proposed bus bench contract with Martin Outdoor Media refers to the company's advertising
policy that prohibits advertising of tobacco, firearms, and various adult services. The policy also
prohibits alcohol advertising in "certain locations such as schools and houses of worship.”
Unfortunately, this policy doesn't adequately address the issue of alcohol advertising on public

property.

independent studies have shown that outdoor alcohol advertising is often aimed toward youth
and minorities, and has a demonstrable effect in increasing problem drinking and the
consumption of alcohol among the underaged population. Because public transportation is
heavily used by youth and bus stops are places of congregation, bus benches are especially
inappropriate venues for alcohol advertising.

The MTA does not allow alcohol advertising on its buses, trains, and other transit facilities, and
recently reaffirmed this policy when its advertising contractor, CBS Outdoor, sought to change
it. The MTA board members properly expressed the opinion that even though alcohol is a legal
product, a public agency should not be in the business of helping market it on public property.

We urge you not to approve this contract until an amendment is added prohibiting any
advertising of alcohol on bus benches.

Sincerely,
Dennis Hathaway

President,
Coalition to Ban Billboard Blight
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May 23, 2011

City of Los Angeles

Board of Public Works
Room 350 City Hall

200 N. Spring St.

Los Angeles, CA 90012

Atin: William Weeks, Executive Officer
Re: May 25 Board Meeting, Agenda Item #6

Dear Board Members:

The proposed bus bench contract with Martin Outdoor Media refers to the company's advertising
policy that prohibits advertising of tobacco, firearms, and various adult services. The policy also
prohibits alcohol advertising in "certain locations such as schools and houses of worship."
Unfortunately, this policy doesn't adequately address the issue of alcohol advertising on public

property.

Independent studies have shown that outdoor alcohol advertising is often aimed toward youth
and minorities, and has a demonstrable effect in increasing problem drinking and the
consumption of alcohol among the underaged population. Because public transportation is
heavily used by youth and bus stops are places of congregation, bus benches are especially
inappropriate venues for alcohol advertising.

The MTA does not allow alcohol advertising on its buses, trains, and other transit facilities, and
recently reaffirmed this policy when its advertising contractor, CBS Cutdoor, sought to change
it. The MTA board members properly expressed the opinion that even though aleohol is a legal
product, a public agency should not be in the business of helping market it on public property.

We urge you not to approve this contract until an amendment is added prohibiting any
advertising of alcohol on bus benches.

Sincerely,
Dennis Hathaway

President,
Coalition io Ban Billboard Blight
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Just hecause we are in a financial crisis is not time to end policies that
work and that also save money in health, crime and other costs.

Luis Lozano

225 Pomona Ave Apt 3

Long Beach, CA 90803

From: William Weeks <william.weeks@lacity.org>
Date: Mon, Jun 8, 2011 at 9:39 AM
To: janice.lakimoto@lacity.org

!
As a clinical nurse specialist in community & child mental health, a youth

minister and co-chair of a ATOD prevention coalifion in Orange County | want

to call your attention to the problems associated with alcohol. Advertising
on public bus benches is a media ploy to hook young people when they are
most innocent and vulnerable fo identify with alcohol. Seeing the hizarre
rate of DUl and deaths due to DU leads me to plea for your support and
cooperation (o not allow alcohol advertising in this way.

Joanne Lambert, Lake Forest

Director of Confirmation & Youth Ministry

Saniiago de Compostela Catholic Church

21682 Lake Forest Dr

Lake Forest, CA 92630

From: William Weeks <willlam.weeks@lacity.org>
Date: Mon, Jun 6, 2011 at 9:39 AM
To: janice.takimoio@lacity.org

To whom it may concern’

as advocates for current and future (18 year olds) voters | sirongly suggest
that you vote in the interest of our teens.

Henry Valles

PO Box 813

Crestline, CA 92325

From: William Weeks <william.weeks@lacity.org>
Date: Mon, Jun 6, 2011 at 9:40 AM
To: janice.takimoto@lacity.org

Jm Doeppers
259 Richardson Dr
Mill Valley, CA 94941

From: William Weeks <willlam.weeks@lacity.org>
Date: Mon, Jun 6, 2011 at 9:46 AM
To: janice.takimoto@lacity.org

michael Greeniee
1700 McHenry Village Way
Modesto, CA 95350

Page 10 of 12
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From: William Weeks <william.weeks@lacity.orqg>
Date: Mon, Jun 6, 2011 at 11:13 AM
To: Janice Takimoto <janice.takimoto@lacity.org>

H

QUIT PUSHING ADBICTION!
johr martinez, john

323 N Soto St

Los Angeles, CA 80033

From: Witliam Weeks <william.weeks@lacity.org>
Date: Mon, Jun 6, 2011 at 11:14 AM

To: Janice Takimoto <janice.lakimoto@lacity.org>

Janice Newton
1144 Autumnwood Ln
El Dorado Hills, CA 95762

From: William Weeks <william.weeks@lacity.org>
Date: Mon, Jun 6, 2011 at 11:14 AM
To: Janice Takimoto <janice.takimoto@iacity.org>

Page 11 of 12

I am a teacher, recently teaching middle-schoo! and high-school special education, and am well aware of the

abuse of alcohol among under-aged youth.

Please stop this constant assault of alcoho! advertising on our youth. They use public transportation {o get to

and from school and events.Please.
Sincerely,

Pamela Lichtenwalner
PO Box 473
Stinson Beach, CA 84970

From: William Weeks <william. weeks@lacity.org>
Date: Mon, Jun 6, 2011 at 3:37 PM
To: Janice Takimoto <janice.takimoto@iacity.org>

hitps://mail.google.com/a/lacity.org/Mi=2&ik=b7aad3 1513 &view=pt&search=inbox&th=1... 6/9/2011
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The City of Los Angeles has a responsibility to look out for the health and safety of all it's resident, especially
the young people thai are more easily influenced by advertisements. The city has the responsibility and the
right to prohibit liquor advertising on public property. The L.A. Department of Public Health recently
recommended that "reducing alcohol advertising in public spaces and in areas commonly seen by minors,"
would help discourage underage drinking. Yet the proposed 10-year bus bench contract with Martin Outdoor
Media LLC, inexplicably allows the company to place alcohol ads on public property. Do not allow this. This is
about trying to save lives, not making money.

Sincerely,

Ruben Rodriguez

Executive Director

Pueblo vy Salud, inc.

1024 N Maclay Ave Ste M-13
San Fernando, CA 91340

{Quoted text hidden]
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[Quoted text hidden]

Janice Takimoto

Senior Clerk Typist, Board of Public Works

City of Los Angeles, Department of Public Works
213-978-0275 voicemail

213-978-0278 fax

Mail Stop 465
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Janice Takimoto <janice.takimoto@lacity.org> Wed, Jun 8, 2041 at 7:31 AM
To: Teri Schmidt <teri.schmidt@iacity.org>

Forwarded conversation
Subject: Fwd: Keep Alcohol Ads off LA Bus Benches

From: William Weeks <william.weeks@@lacity.crg>
Date: Mon, Jun 6, 2011 at 11:30 AM
To: Janice Takimolo <janice.takimoto@lacity.org>

—————————— Forwarded message ~-------

From: Michael Scippa <miscippa@gmail.com=

Date: Mon, Jun 6, 2011 at 11:27 AM

Subject: Keep Alcohol Ads off L.A. Bus Benches

To: Executive Officer Wiliam Weeks <william.weeks@lacity.org>

3

Please do your job and protect the health and safety of L.A. residents and visitors.

| am deeply troubled by alcohol-ads on public property. With the cost of alcohol in L.A County estimated to be
$10.8 billion annually, the city should not be a partner in promeoting alcohol.

The L.A. Department of Public Health recently recommended that "reducing alcohol advertising in public
spaces and in areas commonly seen by minors," would help discourage underage drinking. Yet the proposed
10-year bus bench contract with Martin Outdoor Media LLC, inexplicably allows the company to place alcohol
ads on public property.

The research is clear: the more alcohol advertisements young people see, the more likely they are to drink
and drink to excess. Restricting youth exposure to alcohol advertising has important benefits, including
reducing youth drinking and binge drinking. Currently the L.A. MTA does not allow alcohal advertising on its
buses, trains and other transit facilities. | respectfully urge you to adopt this wise policy and not approve the
Martin Outdoor Media contract until an amendment is added to not allow alcohol ads on city-owned bus
benches.

Once again, please do your job and protect the health and safety of L.A. residents and visitors.
Thank you.

Sincerely,

Michael Scippa

PO Box 412
Tiburon, CA 94920

From: William Weeks <william.weeks@lacity.org>
Date: Mon, Jun 6, 2011 ai 11:30 AM
To: Janice Takimoto <ianice.takimoto@lacity.org>

https://mail.google.com/a/lacity.org/?ui=2&ik=b7aad31513&view=pt&search=inbox&th=1... 6/9/2011
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Please do not place ads on street benchs...aren't billboards and lighted building ads enough? Our city will
hegin to look like Las Vegas, Seoul,or some less than desirable city. Enough is enought! Thank you.

I hope you hear this message and do the right thing.
Sincerely,

Bert Saavedra
14890 Jeremie St
Baldwin Park, CA 81706

From: William Weeks <willlam.weeks@lacity.org>
Date: Mon, Jun 6, 2011 at 1.00 PM
To: janice.takimoto@lacity.org

Sincerely,

Meredyth Reinhard
PO Box 154
Redwood Valley, CA 95470

From: William Weeks <william.weeks@lacity.org>
Date: Mon, Jun 8, 2011 at 3:14 PM
To: Janice Takimoto <janice.takimoto@lacity.org>

As a mother of three and grandmother of one | hope you will prohibit alcohol ads on public property.
Sincerely,

Jean Bushnell
10348 Eastborne Ave
Los Angeles, CA 90024

From: William Weeks <william.weeks@lacity.org>
Date: Mon, Jun 6, 2011 at 3:14 PM
To: Janice Takimoto <janice.takimolo@lacity.org>

Sincerely,

Gayla McDowell
2005 W Culver Ave Apt 16

https://mail. google.com/a/lacity.org/Tui=2&ik=b7aad3 1513 &view=pt&search=inbox&th=1... 6/9/2011
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Orange, CA 92868

From: William Weeks <william.weeks@lacity.org>
Date: Mon, Jun 8, 2011 at 3:14 PM
To: Janice Takimoto <janice takimoto@lacity.org>

| think we should live in a world in which we do not have to be inundated with marketing from every angle.
How about installing bus benches with ... NO adverlising? If you just can't get the money-stars out of your
eyes, then please see the further message below:

Chris Ford, Esq.

Chris Ford

3435 Wilshire Blvd Ste 2900

Los Angeles, CA 80010

From: William Weeks <william.weeks@lacity.org>
Date: Mon, Jun 6, 2011 at 3:16 PM
To: Janice Takimoto <janice.takimoto@lacity.org>

chris van hook
337 Via de |a Paz
Pacific Palisades, CA 90272

From: Witliam Weeks <william.weeks@lacity.org>
Date: Mon, Jun 6, 2011 at 3:20 PM
To: Janice Takimoto <janice takimoto@lacity.org>

Margarita Lopez
1024 N Maclay Ave
San Fernando, CA 91340

From: William Weeks <william.weeks@iacity.org>
Date: Mon, Jun 6, 2011 at 3:21 PM
To: Janice Takimoto <janice.takimoto@lacity.org>

https://mail.google.com/a/lacity.org/Tui=2&ik=bTaad31513&view=pt&search=inbox&th=1... 6/9/2011
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Zenon Marko
202 £ 6th St Apt 11
New York, NY 10003

From: William Weeks <william.weeks@lacity.org>
Date: Mon, Jun 8, 2011 at 3:23 PM
To: Janice Takimoto <janice.takimoto@lacity.org>

Marsha Lyon
1712 Bervy St
San Diego, CA 92110

From: William Weeks <william.weeks@lacity.org>
Date: Mon, Jun 6, 2011 at 3:24 PM

To: Janice Takimoto <janice.iakimoto@lacity.org>

| am apposed io having alcohol advertisements on billboards anywhere in los angeles. The research is clear:
the more alcohol advertisements young people see, the more likely they are to drink and drink to excess. |
have 2 boys and this is important to me. Please vote against it.

mMichael Culhane

4439 Saint Clair Ave

Studio City, CA 91604

From: William Weeks <william weeks@lagcity.org>
Date: Mon, Jun 6, 2011 at 3:25 PM
To: Janice Takimoto <janice.iakimoto@lacity.org>

| understand that the city needs the monesy however promoting alcohol to children via bus benches is a
{errible idea. Thanks you for your attention to this important matter.

Sincerely,
David Rosenstein

302 Amalfi Dr
Santa Monica, CA 90402

https://mail.google.com/a/lacity org/Tui=2&ik=b7aad31513& view=pt&search=inbox&th=1... 6/9/2011
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From: William Weeks <william weeks@lacity.org>
Date: Mon, Jun 6, 2011 at 3:38 PM
To: Janice Takimoto <janice.takimoto@lacity.org>

Stop all bus bench advertsing for drugs and Alcohol.
Sincerely,

Charles Brink
PO Box 9333
Van Nuys, CA 91409

From: William Weeks <wi|tiam.weeks@|aciiv.ord>
Date: Mon, Jun 6, 2011 at 3:40 PM
To: Janice Takimoto <janice.takimoto@lacity.org>

Will you make a positive decision for our youth? our country?Please consider this request.
Sincerely,

Sam McCormick
4337 Shamrock Way
Castro Valley, CA 84546

From: William Weeks <william.weeks@lacity.org>
Date: Mon, Jun 6, 2011 at 4:32 PM
To: Janice Takimoto <janice.takimoto@lacity.org>

Sincerely,

Virginia Connell
2361 Calle Mimosa
Thousand Ozaks, CA 91360

From: William Weeks <willlam.weeks@lacily.org>
Date: Mon, Jun 6, 2011 at 4:33 PM
To: Janice Takimoto <janice takimoto@lacity.org>

hittps://mail.google.com/a/lacity.org/?ui=2&ik=bTaad3 151 3&view=pt&search=inbox&th=1... 6/9/2011
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Mr. & Mrs. Michael Metcalfe
1421 Pandora Ave
Los Angeles, CA 90024

From: Witliam Weeks <william.weeks@lacity.org>
Date: Mon, Jun 6, 2011 at 4:33 PM
To: Janice Takimoto <janice.takimolo@lacity.org>

Advertising results in shaping our minds to make decisions both consciously and unconsciously. Especially
for our young children and young aduits, let's find another way to bring money to our city that brings a
positive, safe message to our community

Thank you.
Sincerely,

Dr. David Allan, D.C.
PO Box 25692
Los Angeles, CA 90025

From: William Weeks <william.weeks@®lacity.org>
Date: Mon, Jun 6, 2011 at 4:33 PM
To: Janice Takimoto <janice.takimotlo@lacity.org>

Please keep alcohol ads off LA bus benches.

I am troubled by alcohol-ads on public property. The city should not be a pariner in promoting alcohol.
Kevin Ashwerth

5937 Willoughby Ave Apt 3

Los Angeles, CA 20038

From: William Weeks <willlam.weeks@lagcity.org>
Date: Mon, Jun 6, 2011 at 4:36 PM
To: Janice Takimoto <janice.takimoto@lacity.org>

| am deeply troubled by alcohol-ads on public property. With the cost of alcohol in LA County estimated to be
$10.8 billion annually, the city should not be a partner in prometing alcohol.
Alan Richards

https://mail.google.com/a/lacity.org/Tui=2 &ik=b7aad3 151 3&view=pt&search=inbox&th=1... 6/9/2011



City of Los Angeles Mail - Fwd: Keep Alcohol Ads off L.A. Bus Benches Page 30 of 33

3745 S Grand Ave
Los Angeles, CA 90007

From: William Weeks <wiliam.weeks@lacity.org>
Date: Mon, Jun 8, 2011 at 4:36 PM
To: Janice Takimoto <janice.takimoto@lacity.org>

Everywhere | go now, | am seeing ads for alcohol.. the industry is immersing our country in its products
hecause they can entice government with money... please resist their tempting you to allow adds on bus and
park benches..

Beverly Weatherill

1239 E Lomita Ave

Orange, CA 92867

From: William Weeks <william.weeks@lacity.org>
Date: Mon, Jun 6, 2011 at 4:40 PM
To: Janice Takimoto <janice.lakimoto@lacity,.org=

Understanding as | do that alcohol comprises the #1 Drug Problem at present in America, { am hoping that
those responsible for the affairs of the City of Los Angeles will take measures to lessen the impact of alcohol
advertising and promotion.Although my residence is not in the City of Los Angeles, | have an office in the Mid-
Wilshire District and am concernad with what happens in the second largest city in the Mation.

Sincerely,

Paul Scott
630 Atkins Dr
Glendale, CA 91206

From: William Weeks <william.weeks@lacity.org>
Date: Mon, Jun 6, 2011 at 4:41 PM
To: Janice Takimoto <janice.lakimoto@lacity.org>

Sincerely,
laura silagi

1072 Palms Blvd
Venice, CA 20291

https://mail.google.com/a/lacity.org/Mui=2&ik=b7aad3 1513 &view=pt&search=inbox&th=1... 6/9/2011
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From: William Weeks <william.weeks@]acity.org>
Date: Mon, Jun 6, 2011 at 4:42 PM

To: Janice Takimoto <janice.takimoto@lacity.org>

golnaz agahi
81 Canal
Irvine, GA 82620

From: William Weeks <william.weeks{lacity.org>
Date: Mon, Jun 6, 2011 at 9:22 PM
To: janice.takimoto@lacity.org

Michael Monagan
3341 Fay Ave
Culver City, CA 90232

From: William Weeks <william.weeks@lacity.org>
Date: Mon, Jun 6, 2011 at 9:24 PM
To: janice.takimoto@lacity.org

Teenagers have way too much pressure on them from advertising for things
that are essentially harmful. Please don't perpetrate this travesty.

Beth Ann Thompson

1545 San Francisco St

Redding, CA 96001

From: William Weeks <william.weeks@lacity.org>
Date: Tue, Jun 7, 2011 at 8:18 AM
To: janice.takimoto@lacity.org

Derek Ryder
1617 Grafton St
Los Angeles, CA 90026

From: William Weeks <william.weeks@lacity.org>
Pate: Tue, Jun 7, 2011 at 8:18 AM
To: lanice.takimoto@lacity.org

Susan Gans
PO Box 900
Beverly Hills, CA 80213

From: WitHam Weeks <william.weeks@lacity.org>

https://mail.google.com/a/lacity.org/Tui=2 &ik=b7aad3 1513 &view=pt&search=inbox&th=1... 6/9/2011
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Date: Tue, Jun 7, 2011 at 8:18 AM
To: janice.takimoto@lacity.org

SOME OF LOS ANGELES'S BUS BENCHES SHOULD PRESENT, NOT MORE OBNOXIOUS ADS,
BUT FULL-BENCH-BACK REPRODUCTIONS OF PANORAMIC ARTWORKS BY LOS ANGELES
ARTISTS -- WORKS NOMINATED AND SELECTED BY LOCAL COMMUNITY ARTS
ORGANIZATIONS AND THE CULTURAL AFFAIRS DEPARTMENT.

Sincerely,

Gregory Wright
14161 Riverside Dr Unit 3
Sherman Oaks, CA 91423

From: William Weeks <william.weeks@iacity.org>
Date: Tue, Jun 7, 2011 at 8:20 AM
To: janice.takimoto@iacity.org

With the cost of alcohol abuse in L.A County estimated to be $10.8 hillion
Sincerely,

Carol Easton
525 Venice Way
Venice, CA 902961

From: William Weeks <william.weeks@lacity.org>
Date: Tue, Jun 7, 2011 at 8:33 AM
To: janice.takimoto@lacity.org

You guys are trying the people's patience with money-grubbing, vulgar
activities. | believe it is time o knock it off.

| am deeply troubled by alcohol-ads on public property. With the cost of
alcohol in L.A County estimated to be $10.8 billion annually, the city

| believe that a 10-year contract is excessive and maybe only a 2-year
contract would be doable.

Sincerely,

CVBECK
1053 Elkgrove Ave Apt 1
Venice, CA 90201

From: William Weeks <william.weeks@lacity.org>
Date: Tue, Jun 7, 2011 at 8:45 AM

To: janice. lakimoto@lacity.org

Sincerely,
Marge Schuliz

4592 Rosewood Pl
Riverside, CA 92506

hitps://mail.google.com/a/lacity.org/?ui=2&ik=b7aad31513&view=pt&search=inbox&th=1... 6/9/2011
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From: William Weeks <william.weeks@lacity.org>
Date: Tue, Jun 7, 2011 at 1:44 PM
To: janice.takimoto@lacity.org

As a therapist with a speciality in addictions | must express my dismay at

tax money going to advertising alcohol. This gives a message, especially to
our youth, that drinking is okay. And our youth is at terrible risk to have
continued problems with alcohol and drugs due to the lack of development of
their brains. Please don't continue this for the sake of ourselves and our
youth.

Caroll Fowler

243 Poplar Ave

Hayward, CA 84541

From: William Weeks <william.weeks@lacity.org>
Date: Tue, Jun 7, 2011 at 1:44 PM
To: {anice.takimoto@lacity.org

Karen Fishkin, Karen
1742 Fell 5t
San Francisco, CA 94117

Janice Takimoto

Senior Clerk Typist, Board of Public Works

City of Los Angeles, Department of Public Works
213-878-0275 voicemail

213-978-0278 fax

Mail Stop 465

https://mail.google.com/a/lacity.org/?ui=2&ik=b7aad3 1513 &view=pt&search=inbox&th=1... 6/9/2011
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523 WEST 6TH STREET, SUITE 546
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May 20, 2011

Cynthia M. Ruiz, President
Andrea Alarcon, Vice President
Paula A. Daniels, Member
Valerie Lynne Shaw, Member
Steven T. Nutter, Member
Board of Public Works

Room 361-P

200 North Spring Street

Los Angeles, CA 90012-4801

Re:  Request For Proposal for Bus Bench Program Contract
Calendar Years 2011 through 2021

Dear Members of the Board of Public Works:

As you are aware, this office represents Norman Bench Advertising.! Thank you for
the opportunity to submit additional information that we believe requires you to
reject all bids because Martin Outdoor Media, Inc. (MOM-INC.) is non-responsible,
submitted a non-responsive proposal, and, if awarded, the referenced contract would
violate competitive bidding.

NON-RESPONSIBLE PROPOSER

MOM-INC. submitted a proposal in response to Request for Proposal for the Bus
Bench Program Contract (RFP) without having been registered with the California
Secretary of State as a foreign corporation. Corporations Code § 2105(a) specifies: “[a]
foreign corporation shall not conduct intrastate business without having first obtained
from the Secretary of State a certificate of qualification. Corporations Code § 191
defines transacting intrastate business as: “entering into repeated and successive
transactions of its business in this state other than interstate or foreign commerce.”
MOM-INC. listed several subcontractors with whom it intends to enter into contracts
in support of its proposal response. LNI Custom Manufacturing, Waste Management,
Monarch Litho and CR&A Custom, Inc. are all California corporations. Thus, in order
to perform the contract, MOM-INC. would be entering into successive business

' Norman Bench Advertising, Inc. and Coast United Advertising Co., Inc. submitted a
responsive and responsible proposal to the referenced RFP.
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transactions. It never obtained the required certificate. In not having the required
certificate, MOM-INC. cannot conduct intrastate business. It lacks the capacity to
transact business in California. MOM-INC. is a non-responsible proposer who's bid
should have been rejected.

The definition of a responsible bidder is found in Public Contract Code § 1103:

“Responsible bidder,” as used in this part [sic, probably should be
“code”], means a bidder who has demonstrated the attribute of
trustworthiness, as well as quality, fitness, capacity, and experience to
satisfactorily perform the public works contract.

The Legislature finds and declares that this section is declaratory
of existing law.

This definiion was restated in City of Inglewood - Los Angeles County Civic Center
Authortty v. Superior Court (1972) 7 C3d 861, 867:

“[Rlesponsible” in the context of the statute ... includes the attribute of
trustworthiness, [and] it also has reference to the quality, fitness and
capacity of the low bidder to satisfactorily perform the proposed work.”

The fact that MOM-INC. did not and does not have a certificate of qualification from
the Secretary of State means that it cannot transact business in California. MOM-Inc.
lacks capacity to perform this contract, and is, therefore, non-responsible.

There is another issue associated with MOM-INC.’s lack of responsibility. Miami-
Dade County sued MOM-INC. for $180,000 for breach of contract. [See ATTACHMENT
1.] This issue was not disclosed in MOM-INC.’s RFP response and should have been.?

Lastly, MOM-INC. identified LNI Custom Manufacturing as its supplier of bus
benches for $5,000,000. LNI Custom Manufacturing filed a voluntary petition for
bankruptey under Chapter 11. Though this may mean reorganization, it can also be
resolved through a liquidation plan. [11 US.C. § 1123(a)(5)(D).] A hearing is
necessary to verify whether or not LNI Custom Manufacturing, and by extension
MOM-INC., can perform the requirements of the RFP. [See City of Inglewood-Los
Angeles County Civic Center Auth. v. Superior Court (1972) 7 C3d 861, 867.] No such
hearing was held.

* This non-disclosed item also reflect on the responsiveness of MOM-INC.’s RFP response.
See discussion below.,
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NON-RESPONSIVE PROPOSAL

The proposal by MOM-INC. contained three irregularities that cannot be waived, not
withstanding LAAC § 10.15(¢c): (1) failure to submit a non-collusion affidavif in
compliance with Public Contract Code § 7016; (2) failure to possess a Class C-8
Specialty Contractor’s License pursuant to Business and Professions Code § 7028.5;
and (3) subcontracting in excess of the allowable 51% of the contract.

The (RFP) Section 2.6 AWARD OF CONTRACT, specifies as follows: “Award of contract
is made to the Proposer with the best combination of compensation, experience,
product quality, and services.” However, if the proposer fails to do what the bidding
instructions require, the deviations from those requirements are considered
informalities in the bid.

In D.H. Williams Construction, Inc. v. Clovis Unified School District (2007) 146 CA4th 757,
763-64, the court discussed the issue of responsiveness of a bid. In addition to the
determination whether a bidder is responsible, the agency must also determine
whether the bid is responsive to the call for bids, that is, whether the bid “promises to
do what the bidding instructions demand.” (Taylor Bus Service, Inc. v. San Diego Bd. of
Education (1987) 195 Cal.App.3d 1331, 1341.) For example, in Valley Crest Landscape,
Inc. v. City Council (1996) 41 Cal. App.4th 1432, 1443, 49 Cal.Rptr.2d 184, the bid
documents required that subcontractors perform less than 50 percent of the
contemplated construction project. The lowest bid stated that subcontractors would
perform over 80 percent of the work. The court held this bid nonresponsive and
concluded the city was not permitted to award the contract based on the
nonresponsive bid. ({bid.)

In the usual case, the determination that a bid is nonresponsive is not based on
disputed facts, does not involve an exercise of agency discretion, and does not require
a hearing for the excluded bidder. (Taylor Bus Service, Inc. v. San Diego Bd. of Education
(1987) 195 Cal.App.3d 1331, 1342-1343.)

Los Angeles Administrative Code (LAAC) § 10.15(c) allows the City to waive any
informality in the proposal when to do so would be for the benefit of the City. The
ability to waive informalities is the issue of responsiveness of the bid or proposal and
is not unfettered. To be waivable the informality or irregularity in the bid “cannot
have [1] affected the amount of the bid or [2] given a bidder an advantage or benefit
not allowed other bidders ...” Konica Business Machines v. Regents of University of
California (1988) 206 CA3d 449, 454. These are two distinct tests. If either is met, the
defect cannot be waived and the defective bid must be rejected.
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MOM-INC.’s failure to provide the legally required non-collusion affidavit and proper
contractor’s license violates the law. And California courts have found that
subcontracting in excess of 51% creates an unfair competitive advantage as discussed
below.

1. MOM-INC, FAILED TO SUBMIT A NON-COLLUSION AFFIDAVIT
City Charter § 371(d) specifies, in pertinent part:

All bids and proposals shall comply with additional requirements
provided by ordinance, including, but not limited to, the furnishing of a
bid bond, performance bond and affidavit of non-collusion. Further
procedures for competitive bidding shall be prescribed by ordinance,
(Emphasis added.)

Los Angeles Administrative Code § 10.15(d) specifies, in pertinent part:

Every bid or proposal to perform a contract with the City, or with any
board, officer or employee thereof, shall include in the affidavit of the
bidder or proposer that such bid or proposal is genuine, and not sham
or collusive, nor made in the interest or on behalf of any person not
therein named. The affidavit shall further state that the bidder or
proposer has not directly or indirectly induced or solicited any other
bidder or proposer to put in a sham bid, or any other person, firm or
corporation to refrain from bidding, and that the bidder or proposer has
not in any manner sought by collusion to secure for itself an advantage
over any other bidder or proposer. Any bid or proposal made without

such affidavit, or in violation thereof, shall not be considered. (Emphasis
Added.)

The City Charter and the LAAC both require that a bidder or proposer submit an
affidavit. The RFP included a signature under penalty of perjury for attesting to the
non-collusion statement. However, an affidavit is not a declaration under penalty of
perjury. CCP § 2003 defines an affidavit as “a written declaration under oath, made
without notice to the adverse party.” Public Contracts Code § 7106 sets forth the
format for the affidavit for a public works contract. The affidavit requires a jurat,
certifying that the affidavit was made under oath administered by a notary. The
contract for the installation of bus benches is a public contract. Public Contracts Code
§ 1101 defines a public works contract very broadly as an agreement for the “erection,
construction, alteration, repair, or improvement of any . . . other public improvement
of any kind.”
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The PROPOSER SIGNATURE DECLARATION PAGE, { 11. RFP, P. 31, was executed by
MOM-INC., president, Scott Martin, under penalty of perjury. [ATTACHMENT 2.] This
was not an affidavit, but a declaration under penalty of perjury. Since MOM-INC. did
not comply with LAAC § 10.15(d) by submitting a proaperly notarized non-collusion
affidavit, its proposal should not have been considered.

2. THE REQUEST FOR PROPOSALS (RFP) DID NOT INCLUDE THE REQUIREMENT
FOR A C-8 CONTRACTOR’S LICENSE

MOM-INC. specified in its IMPLEMENTATION SCHEDULE [ATTACHMENT 3] that it
would remove and replace existing bus benches and install new benches having first
obtained a blanket-building permit. MOM-INC. must have an “A” Permit for concrete
installation.* MOM-INC. must install concrete pads for approximately 10% of the bus
benches to be installed. [See ATTACHMENT 5, p. 2, Answer #5.]

LAMC § 62.105 requires that:

No person shall lay, construct, reconstruct or repair in any street or in,
over or through any property or right of way owned by or under the
control of the City, any curb, sidewalk, gutter, driveway, approach,
roadway surface, pavement, sanitary sewer, sewage works, storm drain,
culvert, stairway, retaining wall or similar structure, building or
improvement, or perform any grading or filling, or subject any sewer or
storm drain to excessive live or dead loading without first obtaining a
written permit therefor from the Board and without first obtaining
approval of plans and specifications and the lines and grades therefor
from the City Engineer.

MOM-INC. was advised of the need for the appropriate City and other perﬁnits.S
Business and Professions Code § 7031.5 specifies that when a city requires the

* The RFP did not include the proper format for the non-collusion affidavit. However, MOM-
INC. still had an obligation to comply with the City’s Charter and LAAC requirements. It did
not do so.

* See also proposed contract, p. 34, Section 6.2.17.5.2 CONCRETE and ARTICLE 19, p. 47
LICENSES, PERMITS AND CERTIFICATIONS.

> Question 5(b) of PRE-SUBMITTED QUESTIONS FOR THE PROPOSAL CONFERENCE (fune 30,
2010), p. 2, asks: What permit(s) are necessary to install a bench and what is the cost?”
Answer: Certain activities related to the installation of a bus bench such as placement of the
concrete landing may require a City permit such as an A’ permit.” . . . In some locations, a
State Coastal Permit or a Cal Trans Permit may be required. . . .7 [ATTACHMENT 4.]

In ANSWERS TO (QQUESTIONS FROM THE PRE-PROPOSAL CONFERENCE (July 8, 2010} p. 2,
Number 3: “There are approximately 600-700 sites that require a concrete pad. Ifthereisa
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issuance of a permit as a condition precedent to the improvement or repair of any
structure, it shall also require that such applicant provide a statement that the
applicant has a contractor’s license. Business and Professions Code § 7033 specifies
that every city that requires the issuance of a business license as a condition of
engaging in business in the city, and such business is the subject of regulation under
the Business and Professions Code licensing requirements, shall require the contractor
to provide the city with a statement that the licensee has the appropriate contractor’s
license.

Title 16 of the California Code of Regulations § 832.08 provides that a Class C-8
specialty contractors license is required for a contractor who is one that “forms, pours,
places and installs specified mass, pavement flat and other concrete work. . .”

MOM-INC. did not provide proof of a Class C-8 license with its proposal, nor did it
list any subcontractor properly licensed to perform such work. Yet, MOM-Inc. was
informed that it must obtain an “A” Permit for concrete work and have a BTRC with
the City. For this reason the proposal by MOM-INC. was non-responsive.

Business and Professions Code § 7028.15 (e) provides:

Unless one of the foregoing exceptions applies [(1) person is exempt
from license law, (2) local agency contract with federal funding, (3) joint
venture bidder] a bid submitted to a public agency by a contractor who
is not licensed in accordance with this chapter shall be considered
nonresponsive and shall be rejected by the public agency. (Emphasis
added.}

MOM-INC. does not possess a Class (-8 license, so it cannot do the work with its own
forces, nor did it list a subcontractor who has the proper license. Thus, Business and
Professions Code §7028.15(e) mandates that MOM-INC.s proposal was non-
responsive and should have been rejected.

permit required, it will make it very expensive to install the bench.” Answer: Yes, we
understand that will increase the costs. Those are some of the parameters that are set upon the
City by ADA and their code requirements, which were not contemplated at the time of the
previous bus bench contract.” JATTACHMENT 5.]
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3. SUBCONTRACTING IN EXCESS OF THE 51% SPECIFIED RENDERS THE BID OF
MOM-INC. NON-RESPONSIVE.

RFP, .12, Section 3.8 PRIME CONTRACTOR states that:

The proposer awarded the contract must be the prime contractor
performing the primary functions of the contract for a total of 51% of the
contract. If any portion of the contract is to be subcontracted, it must be
clearly set forth in the proposal document as to what part(s) are to be
subcontracted and a listing of the subcontractors provided.

MOM-INC. identified the following subcontractors and dollar value of the subcontract
for the 10-year life of the contract. [ATTACHMENT 6.]

1. LNI Custom Manufacturing® $ 5,000,000
2. Waste Management % 1,200,000
3. Shelter Clean ($1,200,000/ yr.) $12,000,000
4. Davis Blueprint Co. ($200,000/ yr.) $ 2,000,000
5. Monarch Litho ($200,000/ yr.) $ 2,000,000
6. CR&A Custom, Inc. ($200,000/ yr.) $ 2,000,000

TOTAL $24,200,000

Under the terms of the Contract, Section 6.2.13 FEE AND PAYMENT TO THE CITY, the
total minimum annual fee payable to the City would be $2,760,000. Assuming that the
minimum annual fee is equivalent to the percentage fee of 10% of annual gross cash
receipts, then gross revenue for the life of the contract would be $27,600,000. Of
course the gross revenue may be higher and thus payment to the City higher.
However, in order for the subcontracting dollar value to comply with the RFP, p. 12,
Section 3.8 PRIME CONTRACTOR, the gross revenue would need to be in excess of
$49,387,755. In order to achieve this revenue stream, the anticipated gross receipts
would need to increase by almost 79%.

However, the speculation of the gross receipts is irrelevant. Clearly, subcontracting
exceeded the dollar amount permitted by the RFP, Section 3.8. The court in Valley Crest
Landscape, Inc. v. City Council (1996) 41 CA4th 1432, 1442, considered the award of a
contract where the contractor had exceeded the subcontracting maximum by 33%.
The court determined that the bidder had an unfair competitive advantage, rendering

8 LNI Custom Manufacturing is currently in bankruptey. It manufactures bus benches. The
petition is ATTACHMENT 7. The lack of a responsible subcontractor should render the
proposer MOM.INC. non-responsible since without LNI Custom Manufacturing, MOM-Inc.
lacks the capacity to perform.
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its bid non-responsive. Thus, similarly, the proposal of MOM-INC. was non-
responsive.

4, FAILURE TO PROPERLY COMPLETE APPENDIX B [ATTACHMENT 12] RENDERS THE
PROPOSAL NON-RESPONSIVE,

As already discussed, MOM-INC. failed to disclose that Miami-Dade County sued
MOM-INC. for $180,000 for breach of contract. [See ATTACHMENT 8.] This issue was
not disclosed in MOM-INC.’s REFP response Appendix B, p. 5, Section F (13). Indeed,
MOM-INC. RFP response, Appendix K [ATTACHMENT 8, p. 2] states: We have not had
any conflicts regarding our confracts with municipal organizations. This response is a
lie.

RFP, Appendix B, p. 5, Section F (13) asks: “In the past 5 years, has your firm, been the
defendant in court on a matter relating to any of the following issues: (b): Work
performance on a contract?” MOM-INC. responded "NO.” Yet Miami- Dade County
sued it for breach of contract in 2007. This response was a lie.

SOLE SOURCE CONTRACT

In addition to the lack of responsiveness of the proposal by MOM-Inc.,, there is the
issue that the City is awarding sole source contract in violation of competitive
bidding. [LAAC § 10.15(b).] The proposal in response to the RFP identifies the
proposer as Martin Outdoor Media, Inc. [See PROPOSER SIGNATURE DECLARATION
PAGE, ATTACHMENT 2.] Staff is requesting the Board approve a contract with Martin
Outdoor Media, LLC (LLC). The LLC did not exist as a certified foreign corporation
with the California Secretary of State until January 10, 2011. Most importantly, the
LLC did not submit a proposal.

THE LLC WAS NOT THE PROPOSER

On January 7, 2011, staff for the Department of Public Works requested authority to
negotiate a Bus Bench Program Contract with MOM-INC. On March 9, 2011, staff
returned to the Board, requesting an additional 60 days in order to negotiate a
contract with Martin Outdoor Media. Thereafter on March 8, 2011, staff received a
letter from the LLC agreeing to extend the time to negotiate the contract. That letter
was followed by a letter from LLC, signed by Scott Martin, dated March 15, 2011 that
stated:

We understand that the Request for Proposal promulgated by the City
states that the proposals submitted pursuant thereto are irrevocable for
240 days, which would mean that our proposal is set to expire on March
30, 2011. Please be advised that we hereby agree to extend our proposal
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for 60 days, and would [sic] thus our proposal will now have an
expiration date of May 31, 2011. [Attachment 9.]

The problem is that the proposer for the RFP was not LLC. The proposer was MOM-
INC. [ATTACHMENT 2 PROPOSER SIGNATURE DECLARATION PAGE identifies the
proposer MOM-INC.] Since the LLC was not the proposer in response to the RFP,
LLC lacked the capacity to extend the proposal of MOM-INC. RFP, P. 9, Section 2.1.3
AUTHORIZED SIGNATURES Speciﬁes:

Proposals must be signed by a duly authorized officer eligible to sign
contract documents and authorized to bind the company to all
commitments made in the proposal.

Since the LLC did not submit the proposal, the LLC was not duly authorized by
MOM-INC. to extend its proposal.

Moreover, the LLC does not appear to be a subsidiary of MOM-INC. Inits application
to operate as a foreign corporation in Florida, the LLC states that its managing
members are InSiteMediaCom 2, LLC located in Plantation, FL, and MOM-INC,
However, the managing member who is authorized to act on behalf of the LLC is Glen
Flutie. The authorized representative for MOM-INC. is Scott Martin.

Creative Outdoor Media was also asked to extend its firm offer on April 19, 2011
Unfortunately, the proposal had expired on March 30, 2011. So in offering a proposal
on the same terms and conditions as the original proposal, Creative Qutdoor Media
was offering a new proposal that was not in response to any RFP.

City staff engaged in negotiations with an entity that was not a proposer under the
RFP. The LLC did not even exist as a registered entity with the Secretary of State until
“January 10, 20117 [ATTACHMENT 10 is the registration as a business entity with the
Secretary of State.] MOM-INC. is still not registered with the Secretary of State as a
corporation licensed to do business in California®

Section 2.6 of the referenced Request for Proposal (RFP) - AWARD OF CONTRACT
provides:

7 'The LLC did not exist as a Delaware corporation until January 3, 2011 when it was known as
Martin Qutdoor Media of Los Angeles, LLC. The name was changed to Martin Gutdoor
Media, LLC in Delaware on February 16, 2011. The California LLC registered on January 10,
2011 lists the same address as the Florida LLC with both claiming prior registration in
Delaware. There is definitely a problem in the chain of the name. [See ATTACHMENT 11.]
ltis problematic for MOM-INC. to propose on a contract where an entity is not registered to
engage in business.
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Award of contract is made to the Proposer with the best combination of
compensation, experience, product quality, and services. This award
process flows from the Board of Public Works, to the City Council, to the
Mayor.

Section 5.9 of the RFP - DETERMINATION OF BIDDER RESPONSIBILITY POLICY provides:

This contract will only be awarded to a responsible, responsive bidder.
All businesses or individuals seeking contracts with the Department of
Public Works are required to demonstrate that they possess the quality,
fitness and capacity to perform the work set forth in the contract under
the terms of the criteria set forth in the DETERMINATION of BIDDER
RESPONSIBILITY POLICY shown in “Appendix K”. Proposers are
required to return the Signature and Affidavit Sheet provided with
notarized signatures along with their RFP response package.
Completion of the corresponding BIDDER'S WORK HISTORY AND
QUALIFICATIONS Questionnaire will be provided for inclusion in the
bids of any proposer that qualifies.

THE LLC WAS NOT THE PROPOSER.

Under the terms of the RFP, the City cannot enter into a contract with an entity that
did not respond to the RFP, nor attend the pre-proposal conference.” RFP, P. 11, section
2.1.3 requires the proposal to identify the responsible entity. That entity was MOM-
INC. MOM-INC. was the proposer. It provided the required information when it
submitted its proposal. For example, MOM-INC. submitted an audited financial
statement. [MOM-INC. RFP Response Tab M].  None of this information was
submitted by LLC. Yet Board staff negotiated a contract with LLC. It negotiated a
contract with an entity that did not propose in response to the RFP. Thus, the
proposed contract was not the result of a competitive process, but a sole source
negotiaion with an entity that did not even exist at the time the proposal was
submitted.

There is no proposed contract between the City and MOM-INC. Since the MOM-INC.
proposal expired, it could not be extended beyond the 240 days specified for firm
offers in the RFP, p. 11, Section 2.4 Withdrawl of Proposals, the contracting party
cannot be changed. Further, MOM-INC. is not eligible because it submitted a proposal
that was non-responsible and its proposal was a non-responsive.

7 REP, p. 8, Section 1.5 MANDATORY PREBID CONFERENCE specifies that failure to attend the
mandatory pre-proposal conference will result in disqualification of the firm.
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Obviously, there is a problem of confusion between the entities. This is highlighted
by the proposed contract with LLC that attaches a Certificate of Liability Insurance
naming the insured entity as MOM-INC. Either the contract is with MOM-INC. or with
the LLC. Neither can enter into a contract with the City for the reasons discussed.
However, for argument’s sake, and to underscore this confusion of entities, the
Certificate of Liability Insurance demonstrates the apparent bate and switch that is
occurring. Since MOM-INC. is not a signatory to the contract, the Certificate of
Insurance that should name the City as an additional insured, is irrelevant. MOM-
INC., because it is not the signatory to the contract, can’t be sued and if the LLC is
sued, the indemnity provisions of the contract that should be backed by insurance are
nonexistent, leaving the City on the hook and the LLC able to disappear.

APPEARANCE OF BIAS IN THE SELECTION PROCESS

The selection process engaged in by staff was flawed and created the appearance that
the RFP was merely a pretext to comply with competitive bidding law.

Staff’s bias in favor of MOM-INC. is apparent in the flagrant mathematical errors in
scoring Norman Bench Advertising. The total score for each of the evaluations were
62, 62 and 60; for an average score of 61. [ATTACHMENT 13] The Proposal.Review
Spread Sheet scored Norman Bench Advertising with 57. It shows rater #1 with a
score for Norman Bench Advertising of 50 not 62. [Attachment 14 ]

The lack of criteria for the scoring of the proposal responses to the RFP leads to the
appearance of bias. The evaluation criteria are set forth in the RFP, p. 27 Section 7
EVALUATION CRITERIA, which allocated a total of 100 points as follows:

Past performance 20 points
Compensation package 25 points
Proposed Program 25 points
Maintenance & Serv. Plan 20 points
Financial Stability 10 points

The problem is that there was no objective basis for grading within the point
structure. There were no objective checks in the process. The reason this is a problem
is that the Contract Administrator, Lance Oishi, created the RFP and ran all pre-bid
responses, such as the pre-proposal conference and answering vendor questions.
Lance Oishi was also a member of the Review Panel and Lance Oishi is the Contract
Administrator for the bus bench contract having negotiated the deal. So the
appearance is that once Lance Oishi decided with whom he wanted to contract for
whatever reason, he had the ability to create a self-fulfilling prophecy. Review team
members would give deference to him since it would be his contract. In the end,
Lance Oishi was able to get the vendor he wanted. This was apparent after the
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January 10, 2011 Board meeting when the Board elected to negotiate with MOM-INC.
and Lance Oishi and Shannon Eastenson both gave a thumbs up to the MOM-INC.
staff and hugs all around.

As the court noted in the recent decision in Schram Construction, Inc. v. Regents of the
University of California (2010) 187 CA4th 1040, 1054, in discussing the purposes of
competitive bidding in light of the purpose for which it exists:

[to] invitle] competition, to guard against favoritism, improvidence,
extravagance, fraud and corruption, and to secure the best work or
supplies at the lowest price practicable ... . (Citations omitted.) . . . [and].

. should be so construed and administered as to accomplish such
purpose fairly and reasonably with sole reference to the public interest.
(Citations omitted.) “These provisions are strictly construed by the
courts, and will not be extended beyond their reasonable purpose.
(Citations omitted.)

The procedure utilized by staff creates the appearance of favoritism. The court in
Schram Construction, Inc. v. Regents of the University of California, 187 CAdth at 1060,
considered an award by the Regents based upon the best value statutory scheme.
Though not identical to the RFP process, the dicta are instructive.

We recognize that the hearing officer found no evidence of favoritism or
bias. But regardless of whether the University acted with an improper
motive, in our view, the Committee’s knowledge of bidder identities
permitted the University to control the results by its selection of the bid
packages to be awarded. In requiring the University to adopt
procedures that “ensure” that the selection will be impartial, section
10506.4, subdivision (c) suggests it is not enough to simply refrain from
favoritism; the University must put affirmative safeguards in place to
prevent bias and other arbitrary factors from influencing the bid
selection. We also conclude that the University's procedure here created
an appearance of favoritism and undermined the integrity of the public
bidding process, particularly since DPR had done a substantial amount
of work with both Southland and ACCO in the previous five years.

Here, the involvement of Lance Oishi in every phase of the evaluation and
procurement process raises the specter of favoritism. There were no safeguards in
place to prevent Lance Oishi from manipulating the contract award.

There are numerous examples where the requirements of the RFP and MOM-INC. RFP
response were modified in the final contract. The end result was a contractual
agreement that did not comply with the requirements of the REP. The following are
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several examples where the ultimate contract would produce a revenue stream less
than that demanded by the RFP.

1. 6000 BENCHES

The RFP, P. 16, Section 4.2.1 CONCEPT PLAN SITING BENCHES provides that installation
of the 6000 benches called for in the RFP will take no longer than one year. The
proposed contract, p. 14, Section 6.2.4 INSTALLATION OF NEW BUS BENCHES allows for
installation over two years to place 6000 benches instead of the one year in the RFP.
Spreading the installation of benches over two years will result in a reduced revenue
stream. Gross receipts are based upon the number of benches that contain advertising.
Reduce the number of benches, reduce the revenue. Moreover, extending the
installation schedule materially affects the pricing response to the RFP because by
extending installation, costs are spread over a longer time frame. That change impacts
the way in which a proposer would have responded to the RFP.

2. LIQUIDATED DAMAGES

RFP, P. 26, Section 5.25.1 LIQUIDATED DAMAGES provides that the vendor will be
responsible for liquidated damages in the amount of $50 to $125 per day depending
on severity of the violation. The proposed contract sets liquidated damages at Section
6.2.10.3, p. 25 as $0 first notification, $50 second notification and $100 third
notification. The RFP and coniract requirements bear no relationship. The contract
provides for a slap on the wrist approach. Further, this is not what other proposals
were based on.

3. REDUCED COMPENSATION

RFP, p. 19, Section 4.6 COMPENSATION TO THE CITY provides that the selected
proposer would compensate the City if gross revenues exceeded $10,000,000 per year
with an additional 5% of the difference between the actual annual gross revenue and
the $10,000,000. This compensation term is not included in the proposed contract.

RFP, P. 7, Section 1.4 DEFINITION OF GROSS REVENUES includes in the definition:

advertising sales, barter or in kind services (eg. airline tickets, hotel
accommodations, media access) or any other type of non-monetary
compensation, that are derived by the Franchisee as a result of the
installation of Franchise Bus Benches and the display of advertising
thereon or as a result of rental of any Franchise Bus Benches.

The proposed contract definition of Gross Cash Receipts defines the term as: “Total
Compensation (including in--kind payments) actually received by the
CONTRACTOR for the display of advertising on Ad Panels.” In-kind services were
defined in the RFP as airline tickets, hotel accommodations and media access. In-kind
services in the RFP were separate and apart from barter. The value of the barter, as a
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part of gross revenues that should be the basis for computing compensation to the
City is missing from the RFP. This is money left on the table and may have materially
affected the compensation package offered by a proposer in response to the REP.

4, PERSONAL PROPERTY TAX REVENUES

RFEP, P. 19, Section 4.7 OWNERSHIP OF BUS BENCHES states that “[tlhe bus benches will
remain the property of the Franchisee during the term of the Franchise Contract.” The
proposed contract, P. 39, Section 8.9 OWNERSHIP OF BUS BENCHES states, “ [a]ll bus
benches become the property of the City upon installation.

This change in ownership of the benches during the life of the proposed contract
impacts the City’s revenue. According to Los Angeles County Assessor the following
is considered business personal property for purposes 571-L tax obligations
[ATTACHMENT 15]: Machinery, Computers, Equipment, Telephones, Furniture,
Supplies, and Tangible property owned, claimed, possessed or controlled in the
conduct of a profession, trade or business. The Business Personal Property is valued
annually as of January 1. This assessment includes equipment that is on lease or rent
to others. Ownership of the benches and leasing or renting the ad space means that
the bus benches have value for purposes of personal property tax. If title to the
benches is held by the City, the County and by extension the City, do not receive the
revenue from the taxes. Again, the removal of this cost to the vendor means that the
revenue stream offered the City was materially impacted, negatively. Thus, affecting
the compensation packages offered in response to the RFP.

Each of these concessions by Lance Oishi would appear to indicate a desire to grant
the contractor more in compensation than was required by the RFP. Since Lance Oishi
was engaged in a sole source negotiation, he had no fall back position. IHe was
negotiating in a competitive disadvantage in order to get a contract in place. These
concessions underscore the perils of sole source negotiations. Further, these
concessions demonstrate the need to re-advertize the solicitation.

ISSUES OF FUNDAMENTAL FAIRNESS AND INTEGRITY

1. PROTEST PROCEDURES
RFP, p. 11, Section 2.8 PROTEST PROCEDURES mandates that:

Any protest to a proposal must be in writing and filed within ten (10)
days after proposal submissions. Upon receipt of the protest, the
Contract Administrator will furnish protestor with a written statement
acknowledging receipt of the protest and setting a date 30 days hence
for a hearing before the Board of Public Works.
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This procedure is impossible to observe for any RFP process. The Board does not
release the proposals and evaluations until after the contract is negotiated. In this case
the proposals and evaluations were not released in response to a California Public
Records Act Request until May 11, 2011, 282 days after bid opening, and 42 days after
the proposals had expired.

Any protest filed prior to receipt of the proposals and evaluations would have been
rejected as unfounded. Yet the RFP denies the concept of fundamental fairness by
obstructing the ability of a legitimately aggrieved protester to present a well-founded
protest. If the intent of the RFP was to deny the ability of proposers to protest, then
fundamental fairness has been denied.

There cannot be any rational reason not to honor the protest provisions in the context
of allowing a protest within 10 days of the proposals being made available. This
timeline would be consistent with the intent of the RFF provision. Having taken 284
days to get to the Board, what possible prejudice is there to the process in order to
allow proper time to file a protest and have it heard. Norman Bench Advertising, Inc.
should have been given 10 days within which to craft its protest, instead of the 7 days
allocated. Moreover, staff should have set the hearing on the protest 30 days from
receipt of the protest. The appearance of a truncated timeline could lead to the
conclusion that the outcome is a foregone conclusion.

Simply put, the issues raised here are not being given enough time to be fairly
considered. Norman Bench Advertising, Inc. should have been given 10 days. Staff
should have taken 30 days to consider the issues raised, instead of requesting that
MOM-INC. or LLC respond to the comments of this letter. The implication is that
whatever response MOM-INC. or LLC provide, the Board will adopt that as its
position without any independent assessment. Such an implication underscores the
apparent bias in this RFP process.

2. QUESTIONS OF INTEGRITY

The fact that the RFP does not fairly address the protest process raises concerns about
the integrity of the process. This concern is underscored by the fact that MOM-INC. is
currently part of an investigation by the Florida Elections Coramission in possibly
undervaluing the cost of advertisements on bus benches in the North Miami Beach
mayoral race. [ATTACHMENT 16.] At a minimum staff should have investigated the
allegations and notified the Board. The bidding process, even if it is an RFP, demands
an open and fair process. The current process is far too flawed for this Board to
consider any award that flowed from it.
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CONCLUSION

For the foregoing reasons, the Board should direct staff to re-advertize for the bus
bench contract and put sufficient safeguards in place to avoid the appearance of bias
or that the RFP is merely a pretext with which to appear compliant with the laws of
Competitive bidding.

Very truly yours,

Marcia Haber Kamine

MPHK:hs

cc:  Norman Bench Advertising, Inc.
Members of the Los Angeles City Council
City Attorney Carmen Trutanich
Assistant City Attorney Edward “Ted” Jordan
The Mayor’s Office

Attachments
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ONLINE CONFIRMATION
As part of our program operation, Mariin Quidoor will maintain a2 database within our inventory and accounting software program for

documenting data relating to inventory, maintenance and compiainis. In other cities we have implemented this feature, which has
proved popular with civic leaders and the community. The database will include:

> Location and image of each program structure

> Inspection, cleaning and maintenance activities

> Repoerts of required maintenance and repairs

> Feature for Transit Authoriy to enter complaints

> Mapping capabili{ies to display all locations

> Online review capability for Transit Authority and the Chy

BUILD-OUT PLAN

Martin Outdoor's build-gut pian is based on the workings of the city's neighborhoods. It wilt be influenced by iransit demarid patterns,
residential concentrations, as it wilk strive to be sensitive to community cultures, values and needs. Our build-cut will reflect a
transparent dialogue with communities and prudent economic realities as to cost and inconveniences. The City Bus Bench Program is
capital intensive. Accordingly, our build-out plan maximizes the broadest range and numbet of amenities to be installed in the first four
years of the program, balancing lower generating with higher revenue generating bus benches as best as economically possibie.

Based on our assumplions noted on the previous page,
Martin Qutdoor will strive to install all 5,000 bus benches in the first year of
operation after contract execution or as negotiated with the City after further
schedule discussions take place during contract negotiation.

Martin Cutdoor Media.com 1877 .412.3824



City of Los Angeles
Bureau of Street Services
Bus Bench Program Request for Proposal

Pre-Submitted Question for Pre-Proposal Conference

June 30, 2010

1. Can the new Franchisee install benches in any community during the entire length
of the contract or will some communities be allowed to “opt out” of the bench
program? How will the .City ensure that revenue generating ad benches are
always allowed in key locations and neighborhoods during the contract term?

Answer

Communities may not “opt out” of the bench program. BSS staff will

‘review a list of sites submitted by the Franchisee and then the Board of

Public Works will approve a final list. The City makes no guarantee on the
continued availability of any specific bench site. That being said, the City
will endeavor to work with the contractor to ensure the mutual success of
the Program.

2. A bench can be removed 3) “if adjacent property owners find it disruptive”; what
does that actually mean?

Answer

If a bench becomes a nuisance due to graffiti, homeless people, excessive
trash, or other like problems, then the adjacent property owner may
request that the bench be removed. The City will review the problem,
determine the validity of the complaint/request, and then act accordingly.
A property owner that is not satisfied with staff’s verification and
recommendation may request a hearing before the Board of Public Works
for a final determination. (Ref. RFP Section 4.2.3 Page 17)

3. A bench can be removed if 4) “it interferes with any community streetscape
project”; once a permit has been issued and a bench installed, shouldn’t it super
cede any community streetscape project?

Answer

All attempts will be made to honor the existing permit. 1fa bench can be
modified to match the new streetscape then it is possible that the bench
can remain. I the bench cannot be modified, the bench will have to be
removed. This is where the RFP requirement to have 3 difterent bench
designs available might allow the advertising bench to remain in place.

4. What is the maximum size of the Ad panel that will be allowed on a single bench?

Answer

14 square feet
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8. Can you provide the City revenue from the current ad bench contract over the last
4 years? ‘

Answer Approximately $980,000.

9. How many ad benches and trash receptacles are installed on the sidewalk by the

current franchisee?
Answer Approximately 4,700. The number of trash receptacles is unknown.

10. Can an advertising bench be located next to an existing bus shelter? If yes, what
is the minimum distance from the bus shelter ad panel?

Answer Yes, osie bench will be allowed if there is already a transit sheller present
at the bus stop. The bench must be located a minimum of six feet from the
sheiter and rear mounted, aligned with the rear of the shelter on the near
side and/or next to the trash receptacle.

11. Is it the City’s intent to replace all the existing bench locations with new benches
at the same locations or do you envision new locations being used?

Answer {t is the City’s intent to replace all of the existing benches and place
benches at new locations. '

12. Will you accept non-conforming bids?
Answer No.

13.  Is it mandatory that we submit a bid for all 6,000 focations? May we pick and
choose the locations?

Answer Yes, proposals submitted must contemplate the provision of 6,000
benches. Proposals that contemplate the provision of anything less than
6,000 benches will be deemed deficient and non-responsive. After the
existing benches are replaced, additional locations may be selected by the
contractor; all sites will be reviewed and approved by the Board of Public

Works,
14, Is there a list of locations available?
Answer No.
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15.  Of the 6,000 benches, how many are estimated for the historic areas mentioned in

the RFP?
Answer We have not determined the number of benches required within Historic

areas at this time. Be advised that areas that are currently not designated
as a historic area at this time may receive such a designation within the 10
year time frame contemplated for this program. As such, benches within
those areas may be “grandfathered” in place or may require updating,
dependent upon the conditions established at the time an area is designated
as being Historic, (Ref. RFP Section 4.2 Paragraph 3, Page 15)

16. Is the City requesting proponents present prior contracts with the City of Los

Angeles or all cities regardiess of location or region?
i

Answer All Cities regardless of location or region (Ref. RFP Section 9, Page 28)

17.  Would the City please clarify, if in asking proponents to provide waste/récfyc]ing
receptacles, is it also requesting proponents to collect and remove waste?

Answer Yes. (Ref. RFP Section 4.0, Page 15)
18. Under the Freedom of Information (Act) legislation, will the details of the current

revenue agreement with the current bench provider be provided to all proponents?

Answer Yes, the contract will be e-mailed to everyone after the Pre-Proposal
Conference. -

19. What was the total revenue paid by the current bench provider to the City in the
last full year of the Contract?

Answer Approximately $244,000.
20. Please give us an outline of the revenues and corresponding payments to the City

reported and/or paid by the existing contractor for the past 4 years.

Answer $980,000 approximately,

21, The Bidder checklist includes a proposed security bond. Please define (the)
amount and form this bond must take.

Answer The Security FFund is $270,000 and is required should the Franchisee for
any reason not pay the City the contractually required compensation.
(Ref. RFP Section 5.5, Page 21)



The Performance Bond will be determined during contract negotiations.
However, it will tentatively be between $250,000 and $500 000. (Ref.
REP Section 5.6, Page 21)

22.  Asaudited statements are required for the past two years, is it safe to assume that
the City will NOT accept a new company formed to bid this Program?

Answer The City will accept proposals from new companies formed for this
REP. We will require two years of audited statements from the parent
companies.

23. “1.1 Benches” - it is stated that a minimum of 6,000 benches shall be installed.
However, tn “Section 4, Scope of Work”, it states that bus benches shall be
installed at a minimum of 6,000 sités. Can you please clarify this? Since many
sites will have 2 benches, if the City required 6,000 sites to receive benches, the
total number of benches would far exceed 6,000. Reahstlcaliy, are there even
6,000 practical sites as we don't believe there are?

Answer The language in RFP Section 1.1 is correct. The City expects a minimum
of 6,000 benches. While it is desirable for us to have benches at 6,000
sites, it is not mandatory to provide benclies at 6,000 separate sites. There
are approximately 15,000-18,000 bus stops within the City limits.

24, “4.4 Maintenance and Operations” — The RFP states all benches shall be cleaned

two times per week. 6,000 benches (minimum) mean that 12,000 bench cleanings
must be made per week. The cost to, fulfill this service is $3.00 per bench,
amounting to $154,000 per month.

The RFP states that the sidewalk area surround each bench shall be cleaned twice
quarterly. At 6,000 benches, if we estimate 4,000 bus stops (some stops have two
benches, some have just one), that means that 4,000 sidewalks to clean 2 times
per quarter. So at 8,000 total cleanings per quarter, that’s 2,666 per month. At
$12.50 per cleaning, that amounts to $33,325 per month.

The RFP states that trash receptacles must be placed at 50% of the locations. 1
believe this to mean 50% of the sites where benches are located. Thus, if using
my example from above, there are 4,000 sites with one or two benches, 50%
would be 2,000 trash receptacles. Maintaining trash receptacles twice a week
amounts to $71,000 per month.

Therefore, to meet the RFP’s stated maintenance requirements; the monthly cost
for maintenance alone would exceed $250,000. In the entire history of bus
benches in Los Angeles, there has never been a month in which $250,000 was
sold in advertising.
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Answer The City is requesting that the Franchisee maintain trash receptacles at 50
percent of the sites. The RFP process is the arena for the City to request
its ideal situation. The previous contract did not sufficiently address the
issues of supplementing the current Coordinated Street Furniture Program
(CSFP) and maintenance. We will determine what is realistic through the
proposals that we receive and further, through the contract negotiations.

25, Unlike the previous bus bench contract, this RFP has no clause for a reduction in
fees, or compensation for, the removal of Franchisee bus benches at the request of
the City. In fact, in Section 4.3.2, it clearly states that the City can direct the
Franchisee to remove the benches for pretty much any reason, and entirely at the
Franchisee’s sole expense. We know very well from past experience, that once
the 6,000 benches are put in place, over the long run, the City will ask for many of
these benches to be removed for a variety of reasons. In fact, many benches may
be removed from the areas where we as an advertising company, would need the
benches the most. How can a franchisee be expected to outlay upwards of $6
million dollars to implement this new Bus Bench Program, only to have countless
benches removed and receive no compensation?

Answer As stated above, these issues will be addressed through the proposal
process and contract negotiations. -

26, It is stated in various places throughout the RFP, that the Franchisee shall be
responsible for obtaining “permits” to install the bus benches. It is our beliefl that
if an individual permit is required, along with a site inspection, for all 6,000 (and
potentially more) bus benches, it would be virtually impossible to install all
benches in the one year time frame as set forth in Paragraph 4.2.1. We believe the
only feasible way to install benches on a “mass scale”, would be for a blanket
permit as was granted in the previous bus bench contract.

Answer It is the City’s intent to have the benches installed under the cover of a
blanket permit. However, this does not include additional permits which
may be required; ie. Coastal Commission Permits, A Permiis, Cal Trans
Permits, etcetera,

27. We are unclear what the procedure is for the City to cancel the Contract.
Paragraph 4.7 discusses the City canceling the Contract and buying the benches,
We do not understand how this scenario could be deemed fair, since there is
substantially more cost involved in running the bus bench program than just the
“straight line basis annual depreciation rate” for the cost of each individual bus -
bench.

Answer These issues will be addressed through contract negotiations.
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28. Paragraph 9.3 requires the submission of “Certified Audited Financial
Statements”. If a company is currently not having Audited Financial Statements

prepared, it is an impossibility to have this completed by the Proposal Due date.

Answer In order for the City to have the necessary information to determine the
status of the Proposer’s company we require a Certified Audit of the
financial statements. Such information also allows the City to equally
assess and consider all proposers on a similar, objective basis.

29. Section 4.3.1 — Locations, the RFP states that no bench may be placed next to an
existing bus shelter without the City’s approval. If this restriction is allowed to
remain in place, it will severely limit the number of benches (and especially
benches where advertising can more easily be sold) that can be placed.
Additionally, there are currently at least 600 benches next to bus shelters.

Answer ' The goal of the City’s Bus Bench Program is to supplement and
compliment the transit shelters provided through its Coordinated Street
Furniture Program {(CSFP). It is not our intent for the programs to
compete with one another. To that end, we will not allow more than one
bench at any stop that already has a transit shelter installed. The CSFP
currently has approximately 1,600 shelters installed; that program
contemplates a maximum of 2,500 transit shelters. There are
approximately 15,000 - 18,000 bus stops within the City limits.
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City of Los Angeles
Bus Bench Program Request for Proposal

Questions Presented at Pre-Proposal Conference of June 30, 2010
And
Post Conference Questions Received on/by July 7, 2010

30. Community Groups typically fike to install benches without advertising. So, even if a
company has different types of benches from which to select, the Community Group will
still want to install their own benches without advertising. Will Community Groups
continue to be allowed to displace advertising benches when and where they wish to
install their own benches?

Answer:

We recognize that there are individuals and communities that will always be opposed to
benches that contain’advertising; that the desire to replace advertising based benches with
non-advertising based benches will continue to exist. Having different styles of
advertising based benches available to match a community’s desired stregtscape aesthetic
greatly improves the chances for an advertising based bench to remain in place by giving
the Community Group improved aesthetics and more choices. This is one of the primary
reasons why the RFP is requesting a minimum of three (3) different bench designs.
Public Works staff will also endeavor to ensure the Program’s success by working with the
community and elected officials to keep the advertising based benches in place.

31. Does the amount of ridership have anything to do with the number of benches allowed at
bus stops? This is how it is managed in Orange County. Why isn’t it done this way in Los
Angeles? How many people does the shelter seat?

Answer: )

To a certain extent, the number of benches allowed at bus stops is based upon ridership
numbers. Our sidewalks are older than those in Orange County and our sireets were
often developed in a different manner, so in many cases we do not have the same type of
sidewalk space available. At this time we intend to follow the parameters of the program.
We don’t want to create a competitive situation between our Ceordinated Street Furniture
Program and Bus Bench Program; we feel this provides an equal opportunity for both
programs. This was how the original programs were set up and we think they still work.
It is possible that several carriers may have stops at the same location and it’s even
possible for there to be a shelter for a local stop and a second type of shelter for what’s
called a Metro Rapid stop. In those cases, where the need exists and space allows for it to
happen, an additional bench may be provided in conjunction with the second shelter, The
shelter seats three people.

32, Question 10, Page 3, what is the minimum distance from the bus shelter ad panel? The
trash receptacles are six feet from the transit shelter. Will advertising bus benches be
placed adjacent to the advertising kiosk associated with the transit shelter?

Answer;

No. We will require future bench installations on the near side of the shelter, not on the
ad panel side. The advertising based benches will have Lo be six feet clear of the transit
shelter and the transit shelter appurtenances, which inctudes the shelter’s assoctated trash
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34.

35.

City ef Los Angeles
Bus Bench Program Request for Proposal

receptacle typicaily placed on the near side of the shelter. The rear of an advertising
based bus bench will also be required to be in alignment with the rear panel/legs of the
shelter.

Are you changing the language to say that you will allow a bench by a shelter without
each site being reviewed by you?
Answer:

Where there is a proven need due to the high volume of transit patrons and where the
sidewalk conditions allow for it, we will allow one bench at a stop where there is already
a transit shelter. We will also allow a single bus bench to be placed at the same bus stop
where therc is a transit shelter to ensure the bus bench program remains financially
viable. That being said, it is our intent for the bus bench program to supplement the
transit shelters and provide transit amenities at as many bus stop locations as possible
City-wide. Because of this intent, we will not allow advertising based bus benches next
to each and every bus shelter.

There are approximately 600 to 700 sites that require a concrete pad. H there is a permit
required, it will make it very expensive to install the bench.
Answer.
Yes, we understand that will increase the costs. Those are some of the parameters that
are set upon the City by ADA and other code requirements, which were not contemplated
at the time of the previous bus bench contract. We are trying to work with Metro to have
them place their bus stop signs on pavement, rather than in a dirt or grass parkway.
However, they are bound by the mandated distances between each stop, so this can make
it more difficult in some cases.

There 15 no mention of compensation to the franchisée if a bench is removed due to a
request by the City. This is a $6 million investment or more for the franchisee. If the
benches can be removed at any time what incentive is there for the franchisee? With
changes that occur with our elected officials, what will prevent an clected official from
requesting that a bench be removed a year after it was initially installed?

Answer;

The City reserves the right to propose 30 percent of the sites. In reality, the City will
probably propose and request less than one or two percent of the bus bench sites through
requests from transit officials, the Council Office, or community groups. That means that
the franchisee will be selecting most of the bus bench sites as it sees fit to ensure the
program remains viable. The 10 year length of the contract gives the franchisee as well
as the City protections and stability from changes that might occur with our elected
officials. Neither the City Council nor any other elected/non-elected official can change
the contract once it is in place without going through a formal contract amendment
process. In that situation, it is possible to amend the contract, should both parties agree to
whatever change is contemplated. '
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City of Los Angeles
Bus Bench Program Request for Proposal

Can we see the type of materials and colors on the current street furniture?

Answer:
Yes. Please see the attached color chart for the colors! The corresponding RAL numbers

are as follows:

Green RAL 6007
Blue RAL 5013
Marine (White) SilverRAL 9006
Bronze (Dark Grey) RAL 7022

Terra Cotta RAL 8004
Black RAL 9005
Is there a transit map?’
Answer:
Yes. See the metro.net web page, and click onto their Maps and Timetables button; you
click on System Maps it will give you area maps.

http//www metro.net/riding. metro/maps/images/Systemn Map.pdf

Is the City of Santa Monica and other independent mumcipaht]es within the Los Angeles
Metro Region included in the program?

Answer:
No. It is strictly for the City of Los Angeles.

The Proposer’s Checklist indicates that the Sectjon 5.5 Security Fund is required when
the proposal is submitted.

Answer; _
This was corrected with an addendum. Tt is not required when the proposal is submitted.

The RFP requires that the plans be stamped by a California engineer. Many of us, while
we have business interests in California are from other states. My experience is that
when plans stamped by another state’s engineer are provided to a California engineer, it
takes considerable time and many modifications, This will in turn limit what we can
offer the City in terms of designs. Given the length of time required to obtain design
plans stamped by a California engineer how are proposing companies supposed to have
such stamped plans prior to the RFP’s due date?

Answer:

It was the City’s intent to see conceptual design ideas submitted with a company’s
proposal and then have the fully detailed design plans stamped by a California engineer at
the time of the contract signing. The last sentence within Section 4.2.2 of the RFP is
hereby modified to read *“...California Registered Civil or Structural Engineer at the time
a contractual agreement is executed with the Franchisee.” That being said, proposers
should provide as much detailed information about their bus bench designs as possible in
their proposal.
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City of Los Angeles
Bus Bench Program Request for Proposal

I understand that in the process of getting the final contract approved, the Board of Public

Works will approve of the contract and then forward it on to the City Council and Mayor
for final execution. Do you think that the- full Council will be influenced by
neighborhoods or conminunity groups such as, Brentwood, Westwood, Ventura Boulevard
Corridor etcetera to the point where they will be allowed to exclude themselves from
participating in the Program? i.e. Will those areas be allowed to opt out of the contract?
Answer. ‘
We are unable to answer this question nor predict how the City Council’s actions might
be influenced by various community groups. When the coniract is brought before the
City Council for approval, they will become acquainted with it and make their
determinations at that time. “As this will be a revenue generating program that provides
amenities supporting and encouraging transit rider-ship we believe that their response
will be influenced by the overall positive benefits of the program rather than negative
community complaints, Staff will attempt to enlist the assistance and support of transit
lobbying groups such as the Bus Riders Union to support the program when the contract
comes before the City Council, )

In the pockets of various communities where advertising benches have already been
replaced by community benches, are those community benches going to be replaced by
advertising benches when this new program is implemented?

Answer: _

No. At this point any community benches that are in place will remain. To remove them
would potentially create more animosity and unrest between those communities and the
program. In situations where community benches are removed because they are no
longer supported by their sponsering group or in cases where they’ve been abandoned
altogether, new bus benches may be installed at those locations.

Regarding the requirement for trash collection pick up twice weekly, this is a more
“across the board” solution. We have developed our own technology to determine the
service requirements the trash receptacles, and there are situations where a trash
receptacle may require less pick up, or more, depending on usage. Is it possible to have
adaptability in terms of trash pick up? If we can demonstrate that a certain location
doesn’t require it, it will save money.

Answer;

The primary goal is to have clean and welcoming bus stops. Conversely we do not want
to have bus stops that appear to be blighted with receptacles that are overflowing with
trash. Since meeting such goals is beneficial for the City, the franchisee, and advertisers
alike, as long as the franchisee is able to meet those goals, the City is willing to allow
some tlexibility on this point. We know that in certain areas of the City. the’ trash
receptacle may require daily visits. And others, once a month might be acceptable. We
do have inspectors that will be checking all the benches and notifying the franchisee to
remedy problems if any are found. Problems with maintenance must be handled within
the prescribed time frame, or there will have to be other contractually mandated steps
taken to remedy the problem.
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City of Los Angeles
Bus Bench Frogram Request for Proposal

Limit for non-billboard associated ad panels. Can you elaborate on that term?

Answer:

In the City Ordinance, the square footage of an ad determines what is or is not a
billboard. If the ad panel is 65 square feet or larger, then it is considered a bill board and
subject to the requirements of the City’s outdoor signage ordinance. This program falls
outside the ordinance by virtue that the ads are smaller, limited to 14 square feet.

Given that the RFP and forthcoming contract will allow up to 2 bus benches at a single
bus stop {space permitting), can you clarify if the City wishes to have bus benches at
6,000 individual bus stops, or 6,000 benches at a lesser number of bus stops.

Answer: g :

The City desires to have a minimum of 6,000 bus benches and will allow them to be
placed at a lesser number of bus stops. If the franchisee is able to provide more than
6,000 bus benches to increase the number of bus stops with site amenities, the City will
allow the franchisee to provide up to a maximum of 8,000 bus benches.

What number are we using for bus benches placement for ADA?

Answer,
4 8”

Distance from curb?

Answer:
247

Distance from driveway?
Answer.
[0

What distance are we using from trees, street lamps, etc.?

Answer:
4 8 1

[f the bench is mounted to the rear of sidewalk, what distance do we need in front for the
path of travel?

Answer:

487

Can you provide the actual advertising revenue generated through the last four years
(breakdown by year) ot the recently expired bus bench contract? :

Answer:
We are in the process of obtaining that information; however, we do not have it at this

time.

Can we get the breakdown of payment to the City of the minimum guarantec and the
percentage of revenue by year?
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City of Los Angeles
Bus Bench Program Request for Proposal

Answer.
We have been receiving approximately $244,000/year for the life of the contract,

Can we get the number of current benches per council district? The number of  current
trash receptacles per council district?

Answer.
We are in the process of determining that information; however, we do not have it now.

Living wage, are you sure that the Living Wage Ordinance does not apply to this
impending contract?
Answer;
We were notified by the Bureau of Contract Administration that the Living Wage
Ordinance does apply.

Regarding the materials used to fabricate benches for the impending bus bench contract,
is there one material that is of more interest to the City than another? Is recycled material
important or is it more about quality of design, durability, and the ability to fit into an
already eclectic environment?

Answer. ]
Since our transit shelters are fabricated of painted metal, there is a preference for metal

benches that will compliment the transit shelters to provide an easily identified,
coordinated aesthetic for our bus stops. The use of recycled materials, quality of design,
and durability are all very important factors that will be reviewed when assessing the
proposed bus bench designs. Two of the.program’s goals are to reduce the visual clutter
and eclecticism of our streetscape environment. In this regard, alternative bench designs
of various materials are also desired to enable the bus benches to match the visual
qualities of various streetscape environments found throughout the City.
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Martin Outdoor Media

SCHEDULE A
RFPRFQTle  |ug Rench Program {M09%0053)
[
Proposer Address

151 NE 166th 5t.,

Miami,

FL 33162

CompetPerson - gt Martin

Phoneffaz 305 _gag-7208 / 305-655-9940

LIST OF ALL SUBCONTRACTORS { SERVICE PROVIDERS/SUPPLIERS/ETC)
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NAME, ADDRESS, TELEPHONE NO. OF DESCRIPTION OF WORK OR MBE/ CALTRANSICL DOLLAR VALUE
SUBCONTRACTOR SUPPLY WBES TYMTA OF SUBCONTRACT
OBE CERT. NO
LI Custom Menufacturing 5 . . OSE
12536 Chadreon Ave, Hawthorne, CA 90250 Bus bench menufscturing b 2B ~§5%,008,000.00
310-978-2000
Waste Management ]
107 East Kl Sequndo, Compton, CA 30222 Bus Stop Trash Bips OBE NA §1,200,000.00
800-774-0222
Shelter Clean
11065 Penrcse Strest, Sun Valley, CA 91P52 Maintenance Srvcs oBE Ha ~$1,200,000.00
81B-767-81p2 per year
Davis Blue Print LACMTR ~5200,000
3205 M, Main St., LOs Angeles, CA 50030 Printing Services MBE #2035 per year
123-225-4703
TEC ©BE ez
Monarch Litho erinci o ) BE aone 5100, 000
rintin ervices = e
1501 Date St., Momtebello, CA  $0640 4 e per yeaz
323-727-0300
CRE CusLOm T " LAC CBE ~5200, 000
312 W. Pico Blvd., Los Angeles, ca gofys  CriREing Services WBE #E3636 per year
] 1
: B [ SR R
"
PERCENTAGE QF MBEMWEBE PARTICIPATION
DOLLARS PERCENT
g it osa pleting this Form
TOTAL MBE AMOUNT 5 -54.0M N/R %,
1
TGTAL WRE AMOUNT 5 ~52.0M N/A o ) -
President 7/29/10
Titte Dints
BASE BID AMOUNT S wsa
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MUST BE SUBMITTED WITH PROPOSAL
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5 Waste Management OBE $1,200,000
Shelter Clean OBE $1,200,000 / yr
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Case 2:11-bk-12416-AA Doc 1 Filed 01/19/11 Entered 01/19/11 13:10:10 Desc
a Form B1 {Official Form 1} - (Rev, 64114} Main Dact 4 2?10 US?E:, Central District of Calife_mia

UNITED STATES BANKRUPTCY COURT
CENTRAL DISTRICT OF CALIFORNIA

Name of Debtor (i individual, enter Last, First, Middle): Narne of Joint Deblor (Spouse} {Last, First, Middie);
LN1{ Custom Manufacturing Inc.

All Other Names used by the Debtor in the last 8 years All Other Names used by the Joint Deblor in the last 8 years
(include married, maiden, and trade names): (include married, maiden, and trade names):

Last four digits of Soc. Sec. or Individual-Taxpayer |.D. {ITIN) Ne/Complete EIN | $ast four digits of Soc. Sec. or Individual-Taxpayer LD, (ITIN) No./Complete EIN
(if mare than one, state all): 95-4537659 {if more than one, state all):

Street Address of Debtor {No. & Street, City, and State): Street Address of Joint Debtor (No. & Street, City, and State):

12536 Chadron Avenue

Hawthorne ZIP CODE 90250 ZIP CODE
County of Residence or of the Principal Place of Business: County of Residence or of the Principal Place of Business:
Los Angeles
Mailing Address of Debtor (if different from street address): Maiting Address of Joint Debtor (if different from street address):
ZIP CODE I ZIP CODE
Location of Principal Assets of Business Debtor (if different from street address above):
ZIP CODE
Type of Debtor (Form of Organization) Nature of Business Chapter of Bankruptcy Code Under Which
{Check one box.} (Check ore box.} the Petition is Filed
D o _ . ) (Check one box)
i;diwduafl gmcmdes Joint Del?tors) Health Care Business {:i Chapter 7 Chapter 11 D Chapter 15 Petition for Recognition
ee Exhibil ) on page 2 of this form Single Asset Real Estate as defined in 11 i a Forei » i
o Chapter8 | ] Chapter 12 of a Foreign Main Proceeding
Caorporation {includes LLC and LLP} U.5.C. §101 {51B) Chapter 15 Pelition for R "
Partnership Railroad G Chapter 13 apter atition for Recognition

of a Foreign Nonmain Proceeding
Steckbroker

Commodity Broker Nature of Debts
Clearing Bank {Check one box.}

Other (if debter is not one of the abave
entllies, check this box and state type
of entity below)

O RN B

other i:} Debts ero primarily consumer debts, defined in Debts are primarily business debts.
manufacturing 11U.8.0. § 101(8) as "incurred by an individual
Tax-Exempt Entity primarily for a personal, family, or house-hold
{Check one box, if applicable) purpose.”

Debtor is a tax-exempt organization under
Title 26 of the United States Coda (the
internal Revenue Code.)

Filing Fee (Check une box) Chapter 11 Debtors:

D4 Fui Filing Fee attached Check one box:

Filing Fee %o be paid Ininstallments (Applicable o individuais only). Must attach signed = Deblor is 2 small business deblor as defined in 11 U.5.C. § 104{510).
application for the court's consideration perlifying that the debtor is unable to pay fee except Dabtor is not a small business debtor as defined in 11 U.5.C. § 101 (51D},

[]

in instatiments. Rule 1006(b). See Official Form 3A. Check if:
D Lebtor's aggregate noncontingent liquidated debts {excluding debls owed to insiders or
G Filing Fee waiver requested {Applicable to chapler 7 individuals only). Must attach affiiates) are less than $2,343,300. famount subject o adustment an 040143 and every thee
signed application for the court's consideration. See Official Form 3B. years thereatter).

Chech all applicable boxes:
A plan is being filed with this petition
Acceptances of the plan were solicited prepetition from one or more dasses of creditors, in

Statistical/Administrative Information TH[S SPACE FOR
% Deblor estimates that funds will be available for distribution to unsecured creditors., QOURT USE ONLY

Debtor estimates that, after any exemnpt property is exduded and administrative expenses paid, there will be no funds avaitable for distribution
to unsecured creditors.

Estimated Number of Creditors
1« 50- 160~ 200- 1,000- 5,001~ 10,001 25,001- 50,00%- OVER
199 999 5,000 10,000 25008 50,000 100,200 100,000

Ox OO o o oo 0

Estimated Assets

0t $50,001 to  $100,0011te  $500,0011a  $1,000,00% to  $10,000,001 to $50,000,001 ko 100,000,601 %500,000,001 More
$50,000  $100,000  $500,0C0 31 million £10 million $50 miliion $100 million 10 3500 milicn 1o $1 billon %1 billion

O

Estimated Liabilities

§0to $50,001 o 310000110 35000011 $1,000,0011c  $10,600,601 $50,000001 1o $100,000,001 $500,000,001 More than
$50,000  3100,000  $550,0G0 $1 milion 510 million to $50 milion  $100 million to 506G milion 1o $1 billlon $1 bilion

0 ] 3 O [

American LegalNet, Inc. o
e P Warkl e s om Vg
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Form 81 (0fG@8etwh pode- 44241 6-AA  Doc i

Main Document

Filed 01/19/11

Entered 01/19/3chahBdE) dddta Deser of california

Pana 2 nf 25 FORM B1, Page 2
E 4

Voluntary Petition

(This page must be completed and filed in every case.)

Name of Debtor(s}:

Locati

V\?f?er:au;iled: Case Number: Date Fited:
Location ‘ o .
Where Filed: Case Number: ate Fited:

(To be completed if debtor is required to fle periodic reports {e.g., forms 10K
and 10Q) with the Securities and Exchange Cornmission pursuant to Section
13 or 15(d) of the Securities xchange Act of 1934 and is requesting relief
under chapter 11.}

D Exhibit A is attached and made a part of this petition.

Name of Debtor: Case Number: Date Filed:
District: Relationship: Judge:
Exhibit A Exhibit B

(To be completed if debtor is an ingividual whose debts
are primarily consumer debts.)

|, the altorney for the petitioner named in the foregeing petiion, declare that 1 have
informed the petitioner that [he or she} may proceed under chapter 7, 41, 12, or 13 of tille
11, United States Code, and have explained the rellef available under each such chapter.
| further certify that | have delivered to the debitor the notice required by 11 U.S.C. § 342(b).

X

Signature of Atterney for Debtor(s) Date

Exhibit C
Daes the debtor own or have passession of any property that poses or is
alleged to pose a threat of imminent and idenfifiable hanm to public heatth or
safely?

D Yes, and Exhibit C is attached and made a part of this petition.

B Ne

Exhibit D

{To be completed by every individuat debtor. If 2 joint petition is filed, each spouse must
complete and attach a separate Exhibit D.)

BExhibii £} completed and signed by the debtor is attached and made a part of this
petition.

If this is a joint petition:

i:l Exhibit D also completed and signed by the joint debler is attached and made a part of
this petitior.

Information Regarding the Debtor - Venue
{Check any applicable box}

& Debtor has been domiciied or has had a residence, principal place of business, or principal assets in this Dislrict for 180 days immediately preceding the date
of this petition or for a longer part of such 180 days than in any other District.

[:} There is a bankruptcy case conceming debtor's affiliate, general pariner, or partnership pending in this District.
D Debtor is a debior in a foreign proceeding and has its principal place of business or principal assets in the United States in this District, or has no principal

place of business or assets in the United States but Is a defendant in an action or proceeding [in a federal or state court] in this District, or the interests of the
parties will be served in regard to the relief sought in this District.

Certification by a Debtor Who Resides as a Tenant of Residential Property
Check all applicable boxes.

l:l Landlord has a judgment against the debtor for possession of debtor's residence. (i box checked, compiete the foliowing.}

{Mame of landlord that obtained judgment)

(Address of landiord)

{:] Debtor claims that under applicable nonbanknupicy law, there are circumstances under which the debtor would be permitted {o cure the entire monetary
default that gave rise 10 the judgment for possession, after the judgment for possession was entered, and

i:l Debtor has included in this pelition the deposit with the court of any rent that would become due during the 30-day period afier the filing
of the petition,

a Debtor cerlifies that he/she has served the Landlord with this certification (11 U.S.C. § 362(1)}.

American LegaliNet, Enc,
www FormsWorkFlow viwm b4




Form B1 (O sl Eorn A (Rey Y991 6-AA Doc 1

Voluntary Petition

(This page must be completed and filed in every case)

SBignaturs(s) of Debtor(s) {Indhvidualtoint)

1 dedlare under penalty of paijury that the information provided i this petifion is ue and ooreet,
[tf petitoner is an ndividual whose debts are primarly consumer debts and has chosen 1o fle
under chagter 7] | am aware izt | may proceed under chapter 7, 11, 12 o 13 of tige 11, United
States Code, understand the refief available under each such chapter, and choose o proceed
under chapler 7. [If no atiomey represerts me and no banknuptcy petiion preperer signs the
petition] | have oblained and rezd the notioe requied by 11 U.S.C. § 342(0).

1 request relief in accordance with the chapler of tike 11, United States Code, specified in this
petition.

Filed 01/19/11

Entered 01/19/298 HSBMDPp@ral Digdet of California

e FORM B1, Page 3

Signature of a Forelgn Reprogentative

1 deciare under penally of perjury that the information provided in this petiion is rue and comrect,
that | am the foreign representative of a debitor in a foreign main proceeding, and that | am
autherized to fila this petition,

{Check only ore box.)

E:] F reruest refief in accordance wilh chapter 15 of tite 11, Unitsd States Code. Certified copies
of the decuments required by 11 U.5.C. § 1515 are attached.

{71 Pursuart to 17 US.C. § 1511, 1 request relief in accordance with the chapter of Sl 11

b4 spedﬁed_inm_ispeﬁﬁonaﬁﬁedmpydﬁmo{da'gzanmgramgnﬂioﬁmmfnreignmain
Signature of Debtor proceeding is attached.
X X
Signature of Joint Deblor {Slgnature of Foreign Reprasentative)
Tetephone Number (If nat represented by attorney) {Printed Name of Foreign Representative)
Date Date
Signature of Attorney Signature of Non-Attorney Bankruptey Petition Praparer
X

Signature of Attorney for Deblor{s)

Leslie A. Cohen

Printed Nameg of Attorney for Debtor(s)
LESLIE COHEN LAW PC
Firm Name

506 Santa Monica Blvd., Suite 200
Address
Santa Monica, CA 90401
T: 310. 394.5900
Telephona Number
11911 93698

Date Bar Number

*in a case in which § 707 (0)(4)(D) appties, this signature also constitutes a certification that the
attormey has no knowledgs afler an inquiry that the information in $he schedules is incormedt

N, T

| dectare under perwity of pajury that {1) 1 sm a bankupley petiion preparer as defined in 1
LSLC. § 110 {2} prepared this document for compensation and have provided the deblor with
a copy of this docurnent and the notices and information required under 11 B.S.C. §§ 1100,
116{h), and 342(b}, and, {3} If rules or guidelines have been promulgated pursuant to 11 US.C.
§ 110(h) seting a maximum fee for services Chargeable by banknupicy petiion preparers, | have
given the deblor notice of the maxirmurm amaount before preparing any document for fiing for a
debtor or accepting any fee from the debtor, as required in that section. Official Form 19 is
attached.

Printed Name and tille, if any, of Bankruptcy Petition Preparer

Socia Secusity munber (f the banknipicy petiton preparer is not an individual, state the Secial
Securily numnber of the officer, principal, responsible person o partner of fhe bankruplcy petiion
preparer.} {(Reguired by 11 U.5.C. § 110

Address

- Y-
_Si’gna ofDabtor orporation/Partnership)

&
| daclare Under penatty of g 'Lg‘fythatmeinfo tion provided inthis petition is true and corect,
and that § have been adtharized to fle thig pelition on behalf of the debtor.

ith %‘.h/e chapter of titie 11, United States Cods,

/g‘ﬁazbre of AumuW\rid}éﬁ/ }
cott\Blakely )

Printed Nme-ofRulhorized tdivw
President

Title of Authorized Individual
1AA%E
Date

A

Date

Signature of bankrnumcy pefition preparer or officer, princingl, responsible persen, or partner whose
Saclal Security numnber is provided above.

Nemes and Social Security numbars of alf other individuals who prepared or essisted in preparing
this ¢ocument unfess the banksuptcy petition preparer Is not an individual.

if more than one prepared this documant attach addiional sheals conforming to the
appropriaie officiat form for each person,

A hankrupicy pelition preparer's failure to comply with the provisions of title 11 and the Federal
Rules of Banteupicy Procedurs may resul in fines or imprasonment or both. 171 US.C. § 110 18
U.S.C § 756

wyw FormsWorkFlow. con
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Case 2:11-bk-12416-AA Doc 1 Filed 01/19/11  Entered 01/19/11 13:10:10 Desc
B4 (Official Form 4) (12/07) Main Document  Page 4 0of 25

United States Bankruptcy Court

Central District Of California

In re LNI Custom Manufacturing Inc,,
Case No.
Debtor

Chapter 11

LEIST OF CREDITORS HOLPING 20 LARGEST UNSECUREDR CLAIMS

Following is the list of the debtor’s creditors holding the 20 largest unsecured claims, The list is
prepared in accordance with Fed. R. Bankr. P. 1007(d) for filing in this chapter 11 [or chapter 9] case.
The list does not include (1) persons who come within the definition of “insider” set forth in 11 U.5.C.

§ 101, or (2) secured creditors unless the value of the collateral is such that the unsecured deficiency
places the creditor among the holders of the 20 largest unsecwred claims. If a minor child is one of the
creditors holding the 20 largest unsecured claims, state the child's initials and the name and address of the
child's parent or guardian, such as "A.B., a minor child, by John Doe, guardian." Do not disclose the
child's name. See, 11 U.5.C. §112 and Fed. R. Banks. P. 1007{m).

(M @ &) €Y (5}
Name of creditor Name, telephone number and Nature of claim (trade Indicate if claim is Amount of claim
and complete complele mailing address, debt, contingent, [if secured also
mailing address Including zip code, of bank fodan, govern- unliquidaated, state value of
including zip emplayee, agent, or depariment ment confract, efc.)  disputed or subject  security]
code of ereditor familiar with to setaff’
claim who may be contacted
Joe Green
Glas Pro
GlasPro 9401 Ann Street
9401 Ann Street Santa Fe Springs, CA 90670 disputed
Santa Fe Springs, CA 90670 (562) 946-7722 Trade Debt contingent 310,277.00
Cambridge Architectural
105 Goodwill Rd Kathy Jo O'Connell
Cambridge, MD 21613-2980 P: 866.806.2385 %1362~ Trade Debt contingent 258,780.00
Alumawall, Inc
1708 8 7th 5t Ste 9 David Warda
San Jose, CA 95112-6000 P:408 292-6353 Ext 224 Trade Debt contingent 171,000.00

State Board of Equalization
Legal Dept, Appeals
Division (MIC:8()

450 N. Street, Sacramento,

CA

PO Box 942879, Eva G. Abrams

Sacramento, CA 94279 916.322.2270 Sales Tax Audit  subjest to setof? 140,000,00
Bus Stop, LLC

4239 Qakwood Ave Julie Rothgeb

La Canada, CA 91011-3408  1.310.505.0315 Rent Subject to setoff 135,000.00
Theresa Roth

18109 Coastline Drive

Malibu, CA 90265 1.310.505.7432 Commissions subject to setoff 122,430.86

[Declaration as in Form 2]

Amerlcan LegalNet, Inc.
wwwr USCourtForms.com
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Entered 01/18/11 13:10:10  Desc

Sunelco, Inc.

2086 US Highway 93 N

Ste 130

Victor, MT 59840-9209

Matn Uocurnent

Beth C. Linkenhoker
Phone 406-642-6422

Page 5 of 25

Trade Debt

subject to setoff

112,165.06

William Chica

5443 West 119th St
Inglewood, CA 90304

William Chica

5443 West 119th St
Inglewood, CA 90304

1.310.505.0588

Employee
reimbursement

85,000.00

Power-Sonic Corporation
7550 Panasonic Way
San Diego, CA 91154-8207

Tania Estrada
T:615-661.3643

Trade debt

subject o setoff

49,919.95

Vinson & Elkins LLP

PO Box 200113

Houston, TX 77216-0113

David R. Johnson

The Willard Office Buildiag
1455 Pennsylvania Avenue,

NW

Washington, DC 20004
Phone {202) 639-6706

trade debt

subject to setoff

38,555.00

Joseph T. Ryerson & Son

PO Box 601086

Los Angeles, CA90060-

1086

Keith
(323) 7267111

trade debt

subject to setoff

32,986.87

Ramda Metal Specialties
13012 Crenshaw Blvd.
Gardena, CA 90249-1544

Daniel Guevara
1.310.538.2136

trade debt

subject to setoff

24,624.75

Tiveli Lighting

15602 Mosher Ave
Tustin, CA 92780-6427

Francisco Amezcua

(714) 957-6101

trade debt

subject {o setoff

23,035.00

West Coast Steel & Tube

PO Box 79630

City of Industry, CA 91716-

9630

Fred Jasso
(562) 862-1175

trade debt

subject 1o setoff

18,000.00

SABIC Innovative Plastics

Holding
1 Plastics Ave

Pittstield, MA 01201-3662

Jeffrey E. Hebert
{562) 942-9381

trade debt

subject to setoff

17,994.00

Shell Oil Company

PO Box 9016

Des Moines, A 50368-9016

(800) 377-5150

irade debt

subject to setoff

16,602.86

Coast Aluminum &

Architectural
Department 2940

Los Angeles, CA90084-

2940

Laura Strickling
(562) 946-6061

trade debt

subject to setoff

15,766.26

Cardinal Industrial Finishes

PO Box 9296

El Monte, CA 91733-0965

trade debt

6,889.30

West Coast Flat Bed, Inc.

42455 5Th StE

Lancaster, CA 93535-5163

Jeff Ellis
(661) 945-9850

trade debt

subject to setoff

11,850.00

Anvil Steei Corporation
137 West 168Th St
Gardena, CA 90248-2728

Paul Schifino
(310)329-5811

trade debt

subject to setolf

9,200.00

[Declararion as in Form 2]

American LagaiMet, Inc.
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LESLIE COHEN LAW PC

506 Santa Monica Blvd., Suite 200
Santa Monica, CA 90401
T:310.394.5900

F: 310. 394.9280

{:I Attorney for.

UNITED STATES BANKRUPTCY COURT
CENTRAL DISTRICT OF CALIFORNIA

In re: CASE NO.:
LI Custom Manufacturing inc.

ADV.NO.
Debtoi(s),

CHAPTER: 11
Plaintifi(s),

Defendant{s).

Corporate Ownership Statement Pursuant to
FRBP 1007{a}{1) and 7007.1, and LBR 1007-4

Fursuant to FRBP 1007{a)(1) and 7007.1, and LBR 1007-4, any corporation, other than a governmental unit, that is a deblor in a voluntary
case or a parly to an adversary proceeding or a contested matter shalf file this staternent identifying all its parent corporations and listing
any publicly held company, other than a governmental unit, that directly or indirectly own 10% or more of any class of the corporation’s equily
inferest, or state that there are no entities to report. This Corporate Ownership Statement must be filed with the initial pleading filed by a
corporate entily in a case or adversary proceeding. A supplemental statement must prompély be filed upon any change in circumstances
that renders this Corporafe Ownership Statement inaccurate.

|, Scott Blakely , the undersigned in the above-captioned case, hereby declare
{Print Name of Attormney or Declarant)

under penalty of perjury under the laws of the United States of America that the following is true and correct:
[Check the appropriate boxes and, if applicable, provide the required information.]

1. I have personal knowledge of the matters set forth in this Statement because:

<] 1 am the president or other officer or an authorized agent of the debtor corporation
[] tam a party to an adversary proceeding

[ tam a party to a contested matier

[_] 1 am the atiorney for the debtor corporation

2.a. [ The following entities, other than the debtor or a govemnmental unit, directly or indirecily own 10% or more of any
class of the corporation’s{s'} equily interests:

s"that directly or indirectly own 10% or more of any class of the corporation's equity interest.

~— 1-19-114
Sj)c;n ture of ¥att y/or Declargnt Date

Scoit Blakely , Presi
Printed Name of Attorney or Declarant
This form is optional. it has been approved for use by the United States Bankrupicy Court for the Central District of California.

June 2009 F 1007“4

American LegalNet, Inc,
www FormsWorkflow coi
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CERTIFICATE OF LNI Custom Manufacturing Inc., AUTHORIZING FILING
OF PETITION UNDER CHAPTER 11 OF THE BANKRUPTCY CODE

I, Scott Blakely, do hereby certify:
1. That I am the President of LNI Custom Manufacturing Inc.

2. On January 17, 2011, the following resolutions were duly enacted, and the
same remain in full force and effect, without modification, as of the date hereof:

RESOLVED, that the President of this corporation be and he is hereby authorized to
determine, based upon subsequent events and advice of counsel, whether it is desirable
and for the best interests of this corporation, its creditors, stockholders and other
interested parties, that a Petition be filed by this corporation under the provisions of
Chapter 11 of the Bankruptey Code.

FURTHER RESOLVED that, if the President of this corporation shall make sucha
determination, then a Petition under said Chapter 11 shall be filed as submitted by the
President of the corporation and the same hereby is approved and adopted in all respects,
and that the President of this corporation is hereby authorized and directed, on behalf of
and in the name of the corporation, to execute and verify such Petition and to cause the
same to be filed with the United States Bankruptcy Court, Central District of California
or such other venue as may be appropriate.

FURTHER RESOLVED that, the President of this corporation, and/or other officers of
the Debtor be and they are hereby authorized to execute and file all petitions, schedules,
lists and other papers and to take any and all action which he may deem necessary and
proper in connection with such proceedings under said Chapter 11 and in that connection
to retain and employ all assistance by legal counsel or otherwise which he may deem
necessary and proper with a view to the successful termination of such proceedings.
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Verification of Creditor Mailing List - {Rev. 10/85) Main Document Page Qof25 2083 USBC, Centrsl District of Caltifornia

MASTER MAILING LIST
Verification Pursuant to Local Bankruptcy Rule 1007-2(d)

Name Leslie A. Cohen (SBN 83698)

Leslie Cohen Law PC
Address 506 Santa Monica Blvd., Suite 200, Santa Monica, CA 90401

Telephone 310.394.5800

5] Attorney for Debtor(s)
[ Debtorin Pro Per

UNITED STATES BANKRUPTCY COURT
CENTRAL DISTRICT OF CALIFORNIA

List ali names including trade names used by Debtor(s) within last { Case No.:
8 years):

LNI Custom Manufacturing Inc. Chapter: 11

VERIFICATION OF CREDITOR MAILING LIST

The above named debtor(s), or debtor's attorney if applicable, dotiereby Q— 1ifyUpde enalty of perjury that the attached
Master Mailing List of creditors, consisting of _16___ sheet(s) jz'complete, ¢o 7 i he deblor's schedules
pursuant to Local Rule 1007-2{d) and l/iwe assume all respghsibility for g#

/.

Tors a OmISSanS. £

Date: 1119711

Deptor

cott Blakely, Pr n
Attorney (if applicable) Joint Debtor

American LegaiNet, inc.
vy USCourtForms.com
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LN Custom Manufacturing Inc.
12536 Chadron Avenue
Hawthome, CA 90250

Leslie A. Cohen
506 Santa Monica Blvd
Suite 200
Santa Monica, CA 90401

Office of United States Trustee
725 South Figuerca Street
26th Floor
Los Angeles, CA 90017

Desc
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Joe Green
Glas Pro
9401 Ann Street
Santa Fe Springs, CA 90670

Kathy Jo O'Congell
Cambridge Architecturai
105 Goodwill Rd
Cambridge, MD 21613-2980

David Warda
Alumawali, Tnc
1701 S Tth St Ste 9
San Jose, CA 95112-6000

Eva G. Abrams
State Board of Equalization
Legal Dept, Appeals Division (MIC:80)
450 N. Street, PO Box 942879
Sacramento, CA 94279

Julie Rothgeb
Bus Stop, LLC
4239 Oakwood Ave
La Canada, CA 91011-3408

Theresa Roth
18109 Coastline Drive
Malibu, CA 90265

Beth C. Linkenhoker
Sunelco, Inc,
2086 US Highway 93 N
Ste 130
Viclor, MT 59840-9209

William Chica
5443 West 119th St
Inglewood, CA 90304

Desc
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Tania Estrada
Power-Sonic Corporation
7550 Panasonic Way
San Diego, CA 91154-8207

Vinson & Elking
C/O David R. Johnson
The Willard Office Building
1455 Pennsylvania Avenue, NW
Washington, DC 20004

Vinson & Elkins LLP
PO Box 200113
Houston, TX 77216-0113

Keith
Joseph T. Ryerson & Son
PO Box 601086
Los Angeles, CA 90060-1086

Daniel Guevara
Ramda Metal Specialties
130612 Crenshaw Blvd.
Gardena, CA 90249-1544

Francisco Amezoua
Tivoli Lighting
15602 Mosher Ave

Tustin, CA 92780-6427

Fred Jasso
West Coast Steel & Tube
PO Box 79630
City of Industry, CA 91716-9630

Jeffrey E. Hebert
SABIC Innovative Plastics Holding
1 Plastics Ave
Pittsfield, MA 01201-3662

Desc
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Shell il Company
PO Box 9016
Des Moines, [A 50368-9016

Laura Strickling
Coast Aluminum & Architectural
Departmernt 2940
Los Angeles, CA 90084-2940

Rene
R & E Construction
19500 Blythe St
Reseda, CA 91335-1621

Jeff Eilis
West Coast Flat Bed, Inc.
42455 5Th StE
Lancaster, CA 93535-5163

Paul Schifino
Anvil Steel Corporation
137 West 168Th St
Gardena, CA 9(248-2728

A & M General Merchandise
8939 Nevada St
Rosemead, CA 91770-1853

Abesco Inc.
15405 S San Pedro St
Gardena, CA 90248-2321

Abrasive Warehouse & Equipment Co
2071 Del Rio Way
Ontario, CA 91761-8033

Desc
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AC Signs, LLC
11609 § Orange Blossom Tt Ste 205
Orlando, FL 32837-9438

Action Blueprint Co,
12587 Crenshaw Blvd
Hawthome, CA 90250-3302

AFCO - Insurance Premium
Dept LA 21315
Pasadena, CA 91185-1315

Ajrgas-West
4007 Paramount Blvd Ste 100
Lakewood, CA 90712-4138

ALPS Technology
38300B Valley Blvd
Walnut, CA 91789

Aluminio de Baja California
PO Box 1399
Chula Vista, CA 91912-1399

Ameresco, Inc.
111 Speen St Ste 410
Framingham, MA 01701-2090

American Express
PO Box 0001
Los Angetles, CA 90096-8000

Desc
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Aramark Uniform Service
PO Box 1799
Paramount, CA 90723-1799

Archuleta Concrete
79607 Country Club Br Ste 1
Bermuda Dunes, CA 92203-1207

AT&T - SALES OFFICE
Payment Center
Sacramento, CA 95887-0001

Bank of America
PO Box 301200
Los Angeles, CA 90030-1200

Bayside Medical Center
2301 W El Segundo Blvd
Hawthome, CA 90250-3315

Bedford Technology, LLC
PO Box 609
Worthington, MN 56187-0609

Beta Voip LLC
416 W San Ysidro Bvld Ste 1.
San Ysidro, CA 92173-2423

Bob Murray Trucking
PO Box 401
Glide, OR 97443-0401

Desc
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Border Cross Solutions
8580 Avenue De La Fuente Ste C
San Diego, CA 92154-6284

Caprenos Inc
4345 Murphy Canyon Rd Ste 200
San Diego, CA 92123-4362

Cerenico G. Madrona, P.E.
7432 Ostrom Ave
Van Nuys, CA 91406-2525

Chris Para
4610 W, 129th St.
Hawthorne, CA 90250

Clean Harbors Env
42 Longwater Dr
Norwell, MA 02061-1612

Comerica Bank
2321 Rosecrans Ave Ste 1225
El Segundo, CA 90245-4977

Construction Laborers Trust Funds
4401 Santa Anita Ave Ste 201
, El Monte CA

COVAD Communications
Department 33408
PO Box 39000
San Francisco, CA 94139-0001

Desc
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Craft Master Sign Corporation
1756 NW Grand Ave
Phoenix, AZ 85007-1834

Crenshaw Wholesale Eleciric
13441 S Western Ave
Gardena, CA 90249-1927

Custom Companies, The
PO Box 3330
Northlake, 1L 60164-3330

D. B, Roberts Company
800 Del Norte Bivd
Oxnard, CA 93030-8971

David R, Ehrlich
PO Box 1089
Camarille, CA 93011-1089

Diamond Perforated Metals, Inc
PO Box 712544
Cincinnati, OH 45271-2544

DMV Renewal
PO Box 942897
Sacramento, CA 94294-0894

Doringer Cold Saws, Inc.
13400 Estrella Ave
Gardena, CA 90248-1513

Desc
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Duran Freight
PO Box 1037
Tecate, CA 91980-1037

eBidboard
Construction Bidboard, Inc.
PO Box 534606
Atlanta, GA 30353-4000

EDD
PO Box 826276
Sacramento, CA 94230-6276

Excel Finishing Equipment
16125 Orange Ave
Paramount, CA 90723-4824

Falcon Leasing
PO Box 74
Marshall, MN 56258-0074

FedEx
PO Box 7221
Pasadena, CA 91109-7321

Gavrieli Plastics, Metals & Sign Supplies
11733 Sherman Way
N Hollywood, CA 91605-3721

Golden Eagle Insurance
PO Box 85834
San Diego, CA 92186-5834

Desc
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Hamburg, Karic, Edwards & Martin LLP
1900 Avenue of the Stars Ste 1800
Los Angeles, CA 90067-4409

Hansen Steel Services
9703 Norwalk Blvd
Santa Fe Springs, CA 90670-2933

Hartlauer Bits
PO Box 22535
Eugene, OR 97402.04[9

Heller & Edwards
9454 Wilshire Blvd Ste 500
Beverly Hills, CA 90212-2982

HK Trucking
136 W 168Th St
Gardena, CA 90248-2729

{AB
1655 St Andrews Cove
San Ysidro, CA 92154

Industrial Metal Supply
8300 San Fernando Rd
Sun Valley, CA 91352-3222

IOTEC
12335 MeCann Dr
Santa Fe Spring, CA 90670-3334

Desc
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Jack McDonald Signs
200170 5t
Lincoln, NE 68516-1038

Joe Sines
1201 Idaho Ave Apt 6
Santa Monica, CA 90403-3615

IRV Products Inc
PO Box 5645
Orange, CA 92863-5645

Katch Design Co.
3953 W 139Th St
Hawthorne, CA 90250-7404

Kilmer Wagner & Wise Paper
12751 Monarch St
Garden Grove, CA 92841-3920

Klingspor Abrasives inc
PO Box 2367
Hickory, NC 28603-2367

L & J Supply Co
16257 linois Ave
Paramount, CA 90723-4903

L.A. County Tax Collector
PO Box 54018
Los Angeles, CA 90054-0018

Dasc
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L.A. Buperior Court
West Los Angeles Superior Court
1633 Purdue Ave
Los Angeles, CA 90025-3117

La Opinion
PO Box 15093
Los Angeles, CA 90015-0093

Labor Commissioner, State of California
Department of industrial relations
Division of Labor Standards Enforcement
300 Oceangate, Suite 302
Long Beach, CA 90802

LAX Freight Services
1655 Saint Andrews Cv
San Diego, CA 92154-8213

MDP Supply, Inc.
1030 Calle Sombra Ste A
San Clemente, CA 92673-6266

ME Baitery
1631 5 Sinclair St
Anahetrn, CA 92806-5029

N. Glantz & Son, Inc
PO Box 856300
Louisville, KY 40285-6300

NAPS
910 Camino Del Mar Ste F
Del Mar, CA 92014-23800

Desc
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Phoenix Saw Works, Inc
13218 S Western Ave
Gardena, CA 90249-1924

Praxair Mexico, S de R.L. de C.V.
Blvd Insurgentes #17600
Frac Ef Lago Tijuana, BC 22550

Presentation Media, Inc.
13040 Cerise Ave
Hawthome, CA 90250-5523

Qualified Benefits
21021 Ventura Blvd Ste 100
Woodland Hills, CA ©£1364-2200

R & E Construction
19500 Blythe St
Reseda, CA 91335-1621

Santa Fe Bending
16220 {llinois Ave
Paramount, CA 90723-4904

5CG
PO Box C
Monterey Park, CA 91754-0932

Scott, Douglass & McConnico, LLP
One American Center
600 Congress Ave FL 15
Austin, TX 78701-3238

Desc
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Sheaves, Inc.
195 Leonard Dr Unit 5
Groton, CT 06340-5341

Sign Industries, Inc.
2101 Carillo Privado
Ontario, CA 91761-7600

Sims Welding Supply Co
2445 South St
Long Beach, CA 90805-4423

Smalley and Company
861 S Jason St
Denver, CO 80223-2817

Sparkletts - SALES OFFICE
PO Box 660579
Dallas, TX 75266-0579

Spates Excavation
1333 Thousand Oaks Blvd Ste 210
Thousand Oaks, CA 91362-6270

Spherics
3118 1/4 Rosecrans Ave
Hawthome, CA 90250-7827

Structural Technology Consultants Inc
651 Arroyo Dr
San Diego, CA 92103-6401

Desc
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Toshiba America Business Solut
PO Box 31001
Pasadena, CA 91110-0271

Trackstar Printing
9133 5 La Cienega Blvd Ste 230
Inglewood, CA 90301-7455

Trim-Lok
6855 Hermosa Circle
Buena Park, CA 90622

Underwriters Laborafories, Inc
PO Box 75330
Chicago, 1L 60675-3330

US Bank
Vendor Services
PO 790448
Saint Louis, MO 63179-0448

Vivitar Security Systems
2441 W 205Th 5t C105
Torrance, CA 920501-1463

Walnut Plastics, Inc
PO Box 639
Walnut, CA 91788-0639

Weldex
482 W San Ysidro Blvd Ste 516
San Ysidro, CA 92173-2449

Desc
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WTAS
PO Box 200988
Pittsburgh, PA 15251-0988

Klnt Tint
2940 E La Palma Ave Ste €
Anaheim, CA 92806-2619

Desc
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COVER LETTER

TO: Regisiration Section
Division of Corporations

supsecr. Martin Outdoor Media, LLC

Name of Limited Liability Company

The enclosed "Application by Foreign Limited Liability Company for Authorization 1o Transact Business in Florida," Certificate of
Existeice, and check are submitted to register the above referenced foreign limited liability company to transact business in Florida,.

Please return all correspondence concerning this matier to the following:

Barbara Flutie

Wame of Person

inSite MediaCom 2, LLG

Firm/Company

150 NW 70th Ave., Suite 3

Address

Plantation, FL. 33317

City/State and Zip Code

BF{utie1@aol.com

E-mail address: {to be used for future annual report nottfication)

For further information concerning this matter, please call:

Barbara Flutie 4(3%4 1 581-6616
MName of Person Area Code & Daytime Telephone Number

MAIELING ADDRESS: STREET ADDRESS:

Division of Corparations Division of Corporations

Registration Section Registration Section

P.O. Box 6327 Clifion Building

Tallahassee, FL 32314 2661 Executive Center Circle

Tallahassee, FL 32301

Enclosed is a check for the following amount:
3;25.00 Filing Fee . D$t30.00 Filing Fee & D$155.00 Filing Fea & D$!60.00 Filing Fee, Certificate
' Certificate of Status Certified Copy of Status & Cenified Copy



FLORIDA DEPARTMENT OF STATE
Division of Corporations

March 18, 2011

BARBARA FLUTIE :
150 NW 70TH AVENUE, STE. 3
PLANTATION, FL. 33317

SUBJECT: MARTIN QUTDOOR MEDIA, LLC
Ref. Number: W11000074959

We have recsived your document for MARTIN QUTDOOR MEDIA, LL.C and your
check(s) totaling $125.00. However, the enclosed document has not been filed
and is being returned for the following correction(s):

The name designated in your document is unavailable since it is the same as, or
it is not distinguishable from the name of an existing entity. Section 608.406,
Florida Statutes, was amended effective July 1, 2007, to require the name of a
limited liability company to be distinguishable from the names of ali other filings
filed with the Division of Corporations, except for fictitious name registrations and
general partnership registrations.

Please sslect a new name and make the correction in all the appropriate places.
One or more words may be added to make the name distinguishable from the
one presently on file. Adding of Florida or Florida to the end of the name is not
acceptable. A search for name availability can be made on the Internet through
the Division s records at www.sunbiz.org.

Please note the name of a limited liabllity company must end with the words
Limited Liability Company, the abbreviation L.L.C., orthe designation LLC. The
word Limited may be abbreviated as Lid. and the word Company may be

abbreviated as Co. The following suffixes are no longer acceptable: Limited -

Company, L.C., and LC.

A certificate of existence or a certificate of good standing, dated no more than 90
days prior to the delivery of the application to the Depariment of State, duly
authenticated by the secretary of state or other official having custody of the
records in the jurisdiction under the laws of which it is incorporated/organized,
must be submitted {o this office. A translation of the ceriificate under ocath of the
translator must be attached to a cerlificate which is in a language other than the
English language. A photocopy of this certificate is not acceptable.

Please return your document, along with a copy of this letter, within 80 days or
your filing will be considered abandoned.



il o
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if you have any questions concerning the filing of your document, please call
(850) 245-6967.

Leslie Sellers
Regulatory Specialist 1| Letter Number: G11A000063686

www.sunbiz.org
Division of Corporations - P.O. BOX 6327 -Tallahasses, Florida 32314




| ' Marlyn A. Friend, Esq.

Martin Outdeor Media, LLC
| 150 N'W 70" Avenue, Suite 3
| ) Plantation, Florida 33317

April 8, 2011

Ms. Leslie Sellers
Regulatory Specialist I
Florida Department of State
Division of Corporations
P.O. Box 6327

Tallahassee, Florida 32314

e Re: Martin Outdoor Media, LLC, Ref. Number W11000014959.

Diear Ms. Sellers:

We are in receipt of your letter dated March 16, 2011 wherein you informed us that our
name, *Martin Outdoor Media, LLC”, is not available because it is not distinguishable from one
Or more existing entities.

Section 608.406(2), Florida Siatutes (attached for your convenience), allows us to register

' uader a name that is otherwise not distinguishable from existing entities, so long as we have
ostained the consent to the use of such name from each of the existing entities. To that end, we
enclose herewith consents from the following entities:

Martin Ouidoor Media, Inc.

Martin OQuidoor Media of Broward, Inc.
Martin Ouidoor Media of Central Florida, Inc.
Martin Outdoor Media of Colorado, Inc.
Martin Outdoor Media of North Florida, Inc.

Wb B B9

We also enclose the documents previously submitted, and request again that you accept
Martin Outdoor Media, LLC’s application to transact business in Florida under its name.

Please feel free to contact me with any questions at {310) 860-9800.

Very truly yours,

Marlyn A. Friend
General Counsel

it
e

s
-




MARTIN OUTDOOR MEDIA, INC.
a Florida corporation

CERTIFICATE OF CONSENT TO USE OF NAME

MARTIN OUTDOOR MEDIA, INC., a Florida corporation, (the “Company™),
identified by the Florida Depariment of State, Division of Corporations, with Document Number:
P99000063232 and with a mailing address of 161 NE 166" Street, Miami, Florida 33162, hereby
submits the following statements in accordance with Section 608.406(2), Florida Statutes:

I. The Company understands that MARTIN QUTDOOR MEDIA, LLC, a
Delaware lmited liability company (the “Applicant”), has been denied the right to nse the
name “MARTIN OUTDOOR MEDIA, LLC” by the Florida Departrnent of State, Division of
Corporations, because such name is not distinguishable from the Company’s name on the records
of the Division of Corporations of the Department of State;

2. The Company further understands that Section 608,406(2) of Florida Statutes
permits the Company (and its affiliated companies with similar names) to consent to the use of
the name “MARTIN OUTDOOR MEDIA, LLC” by the Applicant, in which case the
Applicant would be entitled to use such name;

3. The Company hereby consents to the use of the name “MARTIN QUTDOOR
MEDIA, LILC” by Applicant to conduct its business within the State of Florida, even though the
Florida Department of State, Division of Corporations has decided that such name is not
distinguishable from the name of the Company; and

4. The Company declares that all corporate action necessary to ratify and confirm
the statements of the Company set forth in this CERTIFICATE OF CONSENT TO USE OF
MAME has been taken.

THIS CERTIFICATE OF CONSENT TO USE OF NAME has been duly executed by
the President of MARTIN OUTDOOR MEDIA, INC., to be effective as of this 1* day of
April, 2011,

MARTIN OUTDOOR MEDIA, INC.
a Florida corporation
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APPLICATION BY FOREIGN LIMITED LIABILITY COMPANY FOR AUTHORIZATION TO
TRANSACT BUSINESS IN FLORIDA

N COMPLIANCE WITH SECTION 608503, FLORIDA STATUTES THE FOLLOWING IS SUBMITTED TO REGISTER A FOREIGN
LIMITED LIABILITY COMPANY TOTRANSACT BUSINESS INTHE STATE OF FLORIDA:

i Martin Qutdoor Media, LLC
{Name of Foreign Limited Liability Company; must include “Limited Liabilty Company,” "L.L.C.." or “LLC}

(f name unavailable, enter alternate name adopted for the purpose of transacting business in Floride and attach a copy of the wriiten
consent of the managers or managing members adopting the alternale name. The alternate name must include “Limited Liability
Company,” “L.L.C,” “LLC.™)

2. Delaware 3. 27-4707408
{Jurisdiction under the law of which Toretgn Timited hability (FET number, il appheable)
company is organized)
4, January 3, 2011 5. perpetual
{Date of Organization) {Duration: Year hmted liability company will cease to

exist or “perpstual™)

6. NIA

{Date first transacted business in Florida, if prior to registration.)
{See sections 608,501 & 608.502 F.8. 1o determine penaity liability)}

7. 150 NW 70th Ave., Suite 3

Plantation, FL 33317

{Street Address of Principal Office) :gga et
‘mited liabili . gg =
8. If limited liability company is a manager-managed company, check here [ ﬁm :n i
b R DETER
9. The name and usual business addresses of the managing members or managers are as follpd: = T
Mmoo o
InSite MediaCom 2, LLC, 150 NW 70th Ave. Suite 3, Plantation, FL 33317 = ,:E g
=1  eo
. . L =
Martin Outdoor Media, Inc., 151 NE 186th St., Miami, FL 33162 2 2
K

10. Attached is anoriginal certificate of existence, no more than %0 days old, duly authenticated by the official having oustody of records in
the jurisdiction under the law of which it is organized. (A photocopy is not acceptable. 1fthe certificate is in a foreign language,
translation of the certificate under cath of the tapslator rmust be submitied,)

11. Nature of business or putposes to be conducted or promoted in Florida; Administrative

,,/-//’é?/cﬂ A

Signature of a member or an authorized representative of a member.

{tn accordance with section 608.408(3), F.5.. the execution of this docusnent constitutes an affirmation under the
penalties of perjury that the fbets stated herein are true. [ am aware that any false information submitted in &
document to the Departiment of State constitutes a third degree felony as provided for in s.817.155,F.5.)

Glenn Flutie, Managing Member
Typed or prinied name of signee
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You may werlfy this certificate online
&t corp. dalavare. gov/authver. shiml

PAGE 1

The First State

I, JEFFREY ¥. BULLOCK, SECRETARY OF STATE OF THE STATE OF
DELAWARE, DO HEREBY CERTIFY THE ATTACHED IS A TRUE AND CORRECT
COPY OF THE CERTIFICATE OF AMENDMENT OF "MARTIN QUITDOOR MEDIA OF
Los ANGELES, LLC", CHANGING ITS NAME FROM "MARTIN OUFDOOR MEDIA
OF LOS ANGELES, LLC" TO "MARTIN OUTDOOR MEDIA, LLC'", FILED IN
THIS OFFICE ON THE SIXTEENTH DAY OF FEBRUARY, A.D. 2011, AT 6:59

Q'CLOCK P.M.

Jetirey W. Bullack, Secretasy of State

4921316 8100 AUTHENTECATION: B563%268

110170098 DATE: 02-17-11
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SERVICE

CITY OF LOS ANGELES
RESPONSIBILITY QUESTIONNAIRE

RESPONSES TO THE QUESTIONS CONTAINED IN THIS QUESTIONNAIRE MUST BE SUBMITTED ON THIS FORM.
In responding to the Quastionnaire, neither the City form, nor any of the quesilons contalned thevein,
may be retyped, recreated, modified, altered, or changed In any way, in whole or in part. Bidders or
Proposers that submit responses on a form that has been retyped, resreaied, medified, altered, or

changed in any way shall be deemed non-responsive,

The signatory of this Questionnaire guarantzes the truth and accuracy of all stalements and answers to the
quesfions herein. Failure fo complete and return this questionnaire, any false statements, or fallure to answer
{a) question{s) when required, may render the bld/proposal non-responsive. All responses must be typewritten
or printed in ink. Where an explanation is required or where additional space is needed to explain an answer,
use the Responsibility Questionnaire Atachmenis. Submit the completed form and all attachments o the
awarding authority. Hetaln a copy of this complaled form for future reference. Contractors must, submlt
updated information to the awarding authority if changes have occurred that would render any of the responses
inaccurate in any way. Updates must be submitted to the awarding authority within 30 days of the change(s).

A. CONTACT INFORMATION

CIFY DEPARTMENT INFORMATION
Lono C}.shx o o

Buiea, _ Steeel Sevvicws, . _ o
gnly r Contact Person Phone

“City DeparimentlDMsmn ‘Awarding Contracl
Ci y Bus Banch Prosram - ; e

" City Bid or Ccmtraci Number {if applicabla} and Project Tite

BIDDER/CONTRACTOR INFORMATION
Mot Outdoor Medie.

BlddefIProposer Business Name

Bz "t Sy L Miews o FO 331672
B Slale - Zip

Strest Address City
Scoff Mariia— Prasident o Q84554 - HATR

" Contact Person, Title T Bhone Eax

TYPE OF SUBMISSION:

The Questionnaire being submitied is;

gi An initiat submission of a completed Questionnaire.

] Anupdate of a prior Questionnaire dated __ /  {
0 No change. | certify under penalty of perjury under the laws of the Stale of California that there has been no

change o any of the responses since the last Responsibility Questionnaire dated ! !
was submitted by the firm.  Attach a copy of that Questtonnatre aryd sign below,

St Mapbpa

Print Name, Title

1/35/70

ale

Signature
TOTAL NUMBER OF PAGES SUBMITTED, INCLUDING ALL ATTACHMENTS:

Respongibilily Quastionnaire (Rev 0510107}

ATTACHMENT 12
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SERVICE
ATTACHMENT B FOR SECTIONS D THROUGH H

Where additional information or an expianation is required, use the space below 1o provide the information or
explanation. Information submitted on this sheet must be typewritten or printed In ink. Include the number of
the guestion for which you are submitling addiional information. Information submitied on this Alfachment in
responsa o Questlons in Sections D through H will not be posted on the Internet but will be made availahle to
the public for review upon request. Make copies of this Attachment if additional pages are needed.

Page

| Contrads over Pash Syears |
° Please sce  Capacddy to PREsRmSCctio]
| of PRopeSak o

Responsibility Questionnaire (Rev 05/10/021




SERVICE

E. BUSINESS ORGANIZATION/STRUCTURE
indicats the organizational structure of your firm. "Firm® inctudes a sole proprieforship, corporation, joirt

venture, consoriium, assaciation, or any combination thersof.

E{Corporaﬁon: Date incorporated: i(z._{ 5”{3! Ei ﬂ State of incorporation: PL-"

List the corporation’s current officers,

President.  DCOH VKE&&%ﬁv& e
Vicepresider: 7O CoMmLpAls

Secsetary:

Areasurer: C . e -
11 Check tha box only if your firm Is a publicly traded corporation.
List those who own 5% or more of the corporation’s stocks. Use Altachment A if more space is needed.
Publicly traded corporations need not Kst the owners of 5% or more of the corporation's stocks.

/ State of formation: “Flafids

&ﬁn\{i‘;d Liability Company: Date of formation: I
List membars who own 5% or more of the company. Use Atlachment A if more space is needed.

JEwtmmenn . . L. R _ L

] Partnership: Date formed: |/ f State of formation:
List ak partners in your firm. Use Attachment A if more space is needed,

[} Bole Proprietorship: Date started:  / . . _
List any firm{s) that you have been associated with as an owner, partner, or officer for the fast five years.

Use Altachment A if more space s needed. Do not include ownership of stock in a publicly traded

company in your response to this question.

0 Joint Venture: Date formed: S A
List: (1) each firm that is s member of the joint venture and (2) the percentage of ownership the firm will
have in the joint venture. Use Aliachment A if more space is needed, Each member of the Joint

Venture must complete a separate Questlonnaire for the Joint Venture's submission io be

considered as responsive o the invitation.

Responsibliity Questionnaire (Rev. 0510102}



SERVICE

C. DWNERSHIP AND NAME CHANGES

1. Is your firm a subsidiary, parant, holding company, of affiliate of another firm?

[ Yes Mo
Include

If Yoz, axplain on Aftachient A the relationship betwean your firm and the associated firms.
information about an affillated firm only i one fir owns 50% or more of ancther firm, or f an owner,

partner of officer of your flern holds a similar postition In another firm.
2. Has any of the firm’s ownars, partners, or officers operated a simitar businsss in the past five years?

[} Yes O No

If Yes, Hist on Attachment A the names and addresses of all such businesses, and the person who
operated the business. tnclude information about a simitar business only if an owner, partner or officer of

your firm holds a similar position in another firm.
3. Has the firm changed names in the past live years?

TYes HNo
If Yes, list on Attachment A all pbor names, addresses, and the dales they were used, Explain the reason

for each name chapge In the fast five years.

4. Are any of your firmi’s licenses held in the name of a corporation or parinership?

ﬁ Yas 1 Mo
lf Yes, kst on Atlachment A the name of the corporaticn or partnership that actually holds the license.

Bidders/Contractors must continue on to Section D and answer all remalning guestions

contained in this Questionnaire.

The responses to the remaining guestions in this Questionnaire will not be posted on the
internet but will be made available to the public for review upon request. Contact the

appropriate Designated Administrative Agency,

Responsibifity Questionnaice {Rev. 05/10/02)



SERVICE

D. FINANCIAL RESOURCES AND RESPONSIBILITY

i3 your firm now, or has it ever been at any time in the last five years, the debtor in a bankrupicy case?

5.

[Oves @ No

if Yes, explain on Attachiment B the clrcumstances surrounding each instance.
8. ls your company in the process of, or in negotiations loward, being sold?

ClYes o

li ¥Yes, explaln the circumstlancas on Aftachment B.

E. PERFORMANCE HISTORY

7. How many years has your firm been in business? Years.

8. Has your firm ever held any contracts with the City of Los Angeles or any of its depariments?

OdYes HHNo

if, Yes, list on an Altachrment B all contracts your firm has had with the City of Los Angeles for the last 10
years., For each contract listed in response to this question, include: (a) entity name; (b) purpose of

contract; (¢} total cost; (d) starting date; and (e} ending date.

9. List on Altachmeni B all contracts your firmn has had with any privata or governmental entity {other than the
Gity of Los Ahgeles) over the last five years that are similar to the work {o be performed on the cantract for
which you are bidding or proposing. For each contract listed in response to this question, inciude: (a) entity

namae; (b} purpose of contract; (¢} total cost; {(d) starting date; and (2} ending dale.

{1 Check the box if you have not had any similar contracts in the last five years

10. I the past five years, has a governmental or private entily or individual terminated your firm's contract prior
o complation of the contract? '
OYes ¥ No

If Yes, explatn on Atlachment B the circumstances surrounding each instance.

11 in the pasi five years, has your finn used any subcontractor o perform work an a government contract
when you knew that the subcontracior had been debaired by a governmental entity?

OvYes {No
if ¥Yes, explain on Attachment B the eircumstances surrounding each instance,

12.In the past five years, has your firm been debarred or determined to be a non-responsible bidder or
costractor?
[1 Yes ﬂ No

if Yas, explain on Attachment B the clreumstances surrounding each instance.

Resoonsibiity Questionnaire {Rev. 05/10/07}






SERVICE

18. In the past five years, has your firm. any of its owners, pariners, or officers, ever deen panalized or given a
letter of warning by the City of Los Angeles for failling o obtaln authorization from the City for the
substitution of a Minority-owned (MBE), Women-owned (WBE), or Other [OBE) business enterprise?

1 Yes [ No

If Yas, explain on Attachment B the circumstances sumounding each instance in the last five years.

H. BUSINESS INTEGRITY

18. For questions (a), (b), and (c) below, check Yes if the situation applles to your firm. For these questions,
the term "firm” includes any owners, parmers, or officers in the firm. The term "owner does not include
owners of stock in your fim if the firn is 2 publicly traded corporation, 1{ you check Yes lo any of the

yestions below, explain on Attachiment B the circumsiances surrounding each instance,

{a) Is a governmental entily or public utility currently investlgating your firrn for making (a) false cla;m(s) or
material misrepresentation{s}?
OYes [l No

{b) In the past five years, has a governmental enlity or public utility alleged or delermined-that your firm
made {a} false claim(s) or material misrepresentation{s)?
O Yes (W No

{c) In the pasi live years, has your firm been convicted or found liable i a civil suit for, maklng (a) false
clalrn({s) or material misrepresentation{s) lo any governmental entily or public utility?
O Yes K No 7

20. In the pest five years, has your firra or any of its owners or offlcers been convicted of a crime invelving the

. st f , has
bidding of a governmenl contract the awarding of a govemment contract, the performance of a
govemmeni contract, or the crime of fraud, theft, embezzlement, perjury, bribery? For this quesﬁon the

term "owner” does not include those who own stock in a publicly traded corporation.
1 Yes @ Mo

if Yes, explain on Attachment B the circumsiances surrounding each instance.

CERTIFICATION UNDER PENALTY OF PERJURY

[ certify under penalty of perjury under the laws of the State of California that | have read and understand the
questions contained in this questionnaire and the responses contained on all Attachments. | further certify that
| have provided full and compiste answers ¢ each question, and that all information provided in response to

this Questicnnaire is true and accurale to the best of my kmwledge and behef

ot Martio - Pregdent

Print Name, Titte

Responsibilily Questonnalre (Rav, 05/10/02)















BOE-571-L (P1)} REV. 15 (8-09) ATSR-49 (REV. 8-10)

i... BUSINESS PROPERTY STATEMENT Q
5?1 - COUNTY OF LOS ANGELES @ Emai: lacounty.gov @ Website: P tygov ® OFFICE OF THE ASSESSCR 2 1 1
{Daciaration of costs and other rolated property Informaticn s of 12:01 AM., Janusry 1, 2011)
& desea ayuda en Espariol, Hame al nimera 213.974.3211.
FILE RETURN BY » S BR
APRIL 1, 2017
COMPANY NUMBER U HM
AQUTING | SITUS ACCT. FOBM AUDIT PC. B.CC. ASSEMEBLE WiTH HQ BM
ASSESSUR'S USE ONLY
NAME AND MAILING ADDRESS fMeka nacessary comactions to the printed neme and malling adgress.)
T _hGSESSON
TAX HATE ASSESSOR'S DENTIFICATION NUMBER
AREA
MAP BOOK I PAGE j PARCEL
LOCATION OF THE BUSINESS PROPERTY
{Fifa a separate stolemant for each location )
RETURN THIS ORIGINAL FGRM. COPIES WILL NOT BE ACCEPTED.
PART | GENERAL INFORMATION COMPLETE {a) THAU (g} ASSESSOR'S
USE ONLY
a. Entertype ol business:
g. Dutng the perod of January 1, 2030 through December 31, 2016 ET
b. Entef locat olophone number { ) FAX number{ ) RETAIN
E-Maill Address {optional} (1) Did any individue! or legsl entily (sorporation, partnership, imited liablily | s5sessED
¢. Do you own the land at this businass localion? [3 YES [::] NO campany, &t6.) acquire a “cortiolling inlerast” (see nstructions for FLAG
Il yes, is the nama on your deed recorded definition) In this business entity? Jves [T no
as shown on this slalement? {Jves [ no TREND
d. When did you start business at Ihis location? DATE: {2) IFYES, did this business enlily also own "reat property” {see Instruciions
if your business name or focation has changed Irom iast year, for dafinitton} in California &t the time of the acquisitian? OVERRIGE
anler the formar name and/or location: yes [} no
= Enter location of general ledger and aif refated aceotunling records (3) if YES to bolh quaslions {1) ard {2}, filer musl submit form BOE-10G-8, INACTIVE
(include zip code): Staternent of Change In Control and Ownership of i.egal Enlilies, to the
State Board of Equalization. See Instructions for filing requiremants. DELETE
i, Enter name and lelephone number of authorized persen to conlagt
al iocatlon of accounting records: AIC
PART i DECLARATION OF PROPERTY BELONGING TO YOU cosT ASSESSOR'S USE ONLY LEGEND
fattach scheduls for any adjustment fo cosi) {omit cents)
st FuLLCASHVALUE [V
fron insivustions) BILL¥
1. Supplies [ b1 L
2. Equipment (From line 34 Q b b
4. Equipmant oif on leass, renl, o conditional sale to others {Attach Schedule) o L TOTAL F.C.V.
4. Bidgs., Bidg. Impr., and/or Leasehold tmpr., Land Imar., Land (From lina 63) q tot o : : : :
5. Construction in Plogress {Attach Schedule) : : : : - L FOR
6. Alternate Schedule A {See Instructions) [ [ ] LESS FIXTURES
[ (] bt [
7. sy N | Vo J | | | ESCAPEASSMT
8 1 LI~ i 1 [
1 | _1_{1 PERSONAL PROP. | 1ypp
T T [ [ P
—t .,{:llrlcong
Lo Lo [ T
PARTIN: DECLARATION OF PROPERTY BELONGING TO OTHERS - IF NONE WRITE “NONE” DD
{SPECIFY TYPE BY CODE NUMBER) INTEREST
Report conditional sales contracts thal are nol Jeasas on Schedule A Year | Year| Description Costio Annual
1. Leased eguipment 4. Vanding equipmanl of of | and L_easg- or | Purchase Rent AFTER
2. Lease-purchase option gquipmenl 5. Olher businesses Acq. | Mir | ldentification Mew
3. Gapilafized ieased squipment 6, Governmenl-owned property Number
___ APPLY 1G% PEN
9. Lessor's name Tax Obligation: A. Lessor 8. Lessee ————y
Mailing address
= AE
10. Lessar's name
Mailing address
DEPUTY
DECLARATION BY ASSESSEE
OWNERSHIP TYPE {/)
Proprietorship I Note: The follewing deciaration must be completed and signed. If you do not do 50, it may result in penalties,
! declers undor panatly of parjury undar the fows of the Stete of Calfornia that | hava this proporty stad 1, Jnch g hadutes, £ DATE
Partnership O or othar ai . and ta the bast of my knowledge snd bslief it Is true, cormsct, and 4 e alt proparty required to ba reporied
Corporation which |3 owned, claimad, p d, or d by tho porson neimod 84 the essossea i this sislarmant at 1201 p.m. on Jenvery 1, 2011,
i =SESEE OR AUTHDA ENT" ¥)
o SIGHATURE OF ASSESSEE AUTHORIZED AGH DAYE APPROVAL
GUSIMESS NAME OF ASSESSEE OR AUTHORIZED AGENT ftyped or printed) THLE
DESCRIFTION (A
Retail [ | NAME OF LEGAL ENTITY wlher than DRA) {typed of printed) FEDERAL EMPLOYER 1D NUMBER
Wholasale 0 . - <
PREPARER'S NAME AND ADDRESS fiypad of printad) TELEPHONE NUMEER THLE USER YRAE
Manutacturer I ) COBE
ServiceProl
arisFrotessions 1 *Agent. see page (Pg) for Declaration by Assesses instruciions.

THIS STATEMENT SUBJECT TO AUDIT
INFORMATION PROVIDED OM A PROPERTY STATEMENT MAY BE SHARED WITH THE STATE BOARD OF EQUALIZATION

ATTACHMENT 15
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SCHEDULE COST DETAIL: EQUIPMENT (Do not inctude properly reported in Part i)
Include expensed equipment and fully depreciated items. Include sales or use tax {see instructions for important use fax 208
A in!ormatiqn), treight and instaflation costs. Attach schedules as needed. Lines 20, 24, and 36" Prior” - Report detail by year(s)
of acquisition on a separate scheduie.
',‘ Calen. (BACHINERY AND EQUIPMEMT OFFICE FURNITURE AND Caene o OTHER EQUIPMENT Gatan- PERSDNAL
! dar FOR INDUSTHY, EQUHPMENT o ) dar COMPUTERS
£] ves | PROFESSION, OR TRAGE Year (describej Year g instructions)
of {do not includs licansed vehicies) o al
g 1 cost Rredie COST "3"52}5@5 1 cost “hetome 1 cost Aggg%ﬁg_ﬁ's
1112030 2010 2018
12| 2009 2009 2009
132008 2008 2006
142007 2007 2007
15|2006 2006 2008
1612005 2005 2005
172004 2004 2004
18 [2003 2003 2003
19 {2002 2002 2002
2020 2001 Prior
2112000 2000 Total Q
22{1999 1898
23]1298 508 Garen | "LOCAL AREA NETWORK {LAN)
- Yo EGUIPMENT AND MAINFRAMES
2411957 Priot e e fustructions}
2511998 Total 0 Acq cosT ASSESSOR'S
256|199 Cg’;”' @ ToOLS, MOLDS, DIES, JIGS USE ONLY
27|1004 Year ASSESSOR'S 2010
2811993 A?;q cost P 2009
20|1992 2010 2008
3011987 2069 2007
311690 2008 2066
32{1989 2007 2005
331988 2006 2004
341907 2005 2003
3511986 2004 2002
36§ Prios Prior Prior
47 { Toat o 0 Total 0 Tolal 0
* Add TOTALS on lines 21, 25, 37 and any additional schedules
ENTER HERE AND ON PART 11, LINE 2 o
SCHEDULE | COST DETAIL: BUILDINGS, BUILDING IMPROVEMENTS, AND/OR LEASEHOLD IMPROVEMENTS,
LAND IMPROVEMENTS, LAND AND LAND DEVELOPMENT 2011
B Attach schedules as needed. Line 51"Prios” - Reporl delail by year(s) of acquisition on a separate schadule.
L BUILDINGS, BUILDING IMPROVEMENTS, AND/OR @ LAND @ LAMD AND LAND
k Ot LEASEHOLD IMPROVEMENTS IMPROVEMENTS DEVELOPMENT
E Y:rar W) STHUC{L‘G'EE«!&E.&QF ONLY ] Fl{)gi#gf&? m?.i)"‘v {8.9., biscktop, curbs, fencas) {0.9., M, grading)
) ASSESSGR'S > SESSOR'S
a9 2010
40| 2009
41| 2008
az| 2007
43| 2006
44 | 2005
45 | 2004
46| 2003
47 2002
a3 { 2001
4972000
501 189%
51] 1988
52| 1997
53| 1996
5411995
5511994
56] 1903
57| 1992
53] 1991
59| 1990
60} 1989
61} Prior
&2 Total a 0 0 o
Add TOTALS on line 62 and any  BEMARKS,
83 additionat schedufes.
ENTER HERE AND ON PART 11, LINE 4. G
Have you received aliowances tor tenant impravements for the
54 current reporting period that are not reponted above?
Cves o It yes indicate amount & ____
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BUSINESS PROPERTY STATEMENT

COUNTY OF LOS ANGELES

QFFICE OF THE ASSESSOR

OFFIGIAL REQUEST
DG NOT RETURN THESE INSTRUCTIONS
California law presciibes a yearly ad valorem tex based on properiy as it exists at 12:01 a.m. on January 1 {tax llen dale). This form constitules an official request that
you declara all assessahie business property siluated in this county which you owned, claimed, possessed, controlled, or managed on the lex lien dats, and that you
sign {under panalty af perjury) and return the stalement ta the Assessor's Office by tha date cited on the face of the form as required by law. Faiture to fils the stalemant
during the tima provided in section 441 of the Revenue end Taxation Gode wilt compsl the Assessor to estimate the value of your property from cther intormation in the
Assessor's possession and add a penaky of 10 parcent of the assssssd velue as reguired by section 463 of tha Cade.

{f you own laxable parsenal propsrty in any other county whose sggregale cosl is $100,000 or mors for any assessment year, you must file a property stalement with
the Assessor of that county whather or nal you ara sequested ta do so. Any person naot otherwiss required o Tle e slatement shell do so upen request of the Assessor
regerdiass of aggregate cost of property. The Assesscr of the counly will supply you with a torm upon request.

Except {or the *DECLARATION BY ASSESSEE® section, you may furnish altachmanls in leu of enlering tha infermation on tihis properly sistemenl. However, such
altachmants must contaln ali the information requested by the statemenl and thess insiructions. The altschmenis musl be in a formal acoaptable e the Assesscr, and
the property slalement must conlaln appropriate references to the altachments and musl be properly signed. in all Instances, you must relurn the criginal BOE-671-L.

THIS THIS BTATEMENT 13 NOT IE ANY SITUATION EXISTS WHICH
STATEMENT A PUBLIC BOCUMENT. THE HECESSITATES A DEVIATION
IS SUBJECT INFORMATION DECLARED WiLL FROM TOTAL COST PER BOOKS AND RECORDS,
TO AUDIT. BE HELD SEGRET BY THE ASSESSOH. FULLY EXPLAIN ALL ADJUSTMENTS.

INSTRUGTIONS
(cotnplata the staternent as follows)

NAME, If the infermation has been preprinted by the Assessar, make necessary
corrections. INDIVIDUALS, enter the last name first, then the first name and
middle initial. PARTNERSHIPS must enter at least two names, shawing last
riame, first name and middie initlal for each partner. GORFPORATIONS repont
the full corporate narme. It tha business operates under a DBA {Dolng Business
As) or FICTITIOUS NAME, enter the DBA (Fictiious) name under which you
are operating in this county below the name of the sole owner, partnership, or
corporation.

LOCATION OF THE PROPERTY. Enter the compiete street address. Forms
tor additionat business or warehouse focations will be furnished upon request.
A listing may be attached t¢ a single proparty statement {or your vending
equipment leased or rented to cthers, when any such properlies are situated
al many locatiens within this couvnty.

USE TAX INFORMATION

Calilerria use tax Is Imposed on consumers of tangible personal property that
is used, censumed, given away or stored in this state. Businesses must report
and pay use tax on flems purchased from owt-of-state vendars net required o
cofect Califarnla tax on thelr sales. H your business is not required to have a
seller's permit with the Slate Board of Equalization, the use tax may be reported
andg pald on your California State income Tax Retura or direclly 1o the State
Board of Equalization on the 1ax return provided In Publication 79-B, Califorria
Use Tax, Obtain addltional use tax information by caliing the State Board of
Equaiization Information Center at 800-400-7115 or from the websiie www.boe,
ca.gov/sutax/usstaxretum.him.

Part I: GENERAL INFORMATION
[compteta itams (a} through (g)f

OWRNERSHIP OF LAND — {c]. Check either the YES or the NO bax to indicate
whether you own the fand at the LOCATION OF THE PROPERTY shown on
this statement, If YES is checked, varlfy the official RECORDED NAME on yaur
DEED. H It agrees with the name shown on this statement, check the second
YES box. # It does not agree, check tha second NO box.

LOCATION OF RECORDS — {e and f}. Enter the address or addresses al
which your general ledger and all related accouniing records are maintalned
and available for audit, It you enter your tax agent of representative’s address,
indicate whether alf or only part of the zecords are at that address, and the
lacation of the remainder, if applicable.

PHROPERTY TRANSFER — {g).

Real Property - For purposes of reporting a change in contrel, real property
Includes fand, structures, or lixtures owned or held ynder lease from (1) a
private owner if the remaining term of the lease exteeds 35 years, Including
written renawal options, (2) a public owner {any arm or agency of local, state,
or tederal geverriment) for any term or {3) mineral rights owne@ or held on lease
tor any term, whether in preduction or not.

Controlling interest - When any person or fegal entity oblains more than 50
percent of the vollng stock of a corporation, or more than a 50 percent
awnershlp interest in any other type of iegal entity. The interest oblalned
includes what is acquired directly ar indirecily by a parent or affiliated entity.

Forms, Fitng Requirements & Penalty informatlon - Contact the Legat Entity
Ownership Program Section at 918-323-5685 or refer to the Board’s website
at www.boe.ca.gov to obtain form BOE-100-B, applicable fling requirements,
and penalty Information.

Part B: DECGLARATION OF PROPERTY BELONGING TO YOU

Regort book cost (100 percent of actual cost). include excise, sales, and use
taxes, heigmvin. Iinstaliation charges, and ali ather relevant costs. Report any
additional information which will assist the Assessar in arriving at a fair market
value, Include finance charges tor buildings and Impravements that are
constructed or otherwise produced for an enterprise’s own use (including assals
constructed ar produced by others} for which deposhs or progress paymenls
have heen made. Do not iclude firance charges for purchased equipment.

LINE 1. SUPPLIES. Report supplles on hand, such as stalionery ang office
supplies, chemicals used e preduce a chemical or physical reaction, janilodal
and lavatory supplies, fuel, sandpaper, elc., at thelr current replacement costs.
nclude medical, legal, or accounting suppiies held by a parson i connection
with a profession that is primarily a service activity. Do not include supplles
which will become a component parl of the product you manutacture orsell.

LINE 2. EQUIPMENT. Enter total from Schedule A, line 38 {see instructions
for Schaduls A).

LINE 3, ECHHPMENT QUT ON LEASE, BENT, GR CONDITIONAL 8ALE 70
OTHERS, Report cost on ne 3 and attach schadules showing the folowing:
equipmen? actually cut on lease or rent, equipment out on a conditionat sale
agreament, and equipment held far tease or rent which you have used of intend
1o use must be reported. Equipmant hald for lease or rent and not otherwise
used by you is exempt and should nat be reparted.

Equipmen? out on lease, remt, or conditional sale. {1} Name and address
of parly in possession, (2) location of the property. 3) quantity and description,
{4) date of acquisition, {5} your cost, selling price, and annual rent, (6} lease
or identification number, {7) date and duration of lease, {8} how acguired
{purchased, manufactured, or other — axplamn), {3} whetber a lease or a

conditional sale agreement. If the property is used by a free public library or
a frag museum or is used excluslvely by a public schoal, community college,
state college, state university, church, or a nonprofit caltege it may be exempt
from property taxes, provided the lessor's examption claim ks filed by February 15,

Oblain BOE-263, Lessors’ Examption Clalm, from the Assessor. Also Inctude
equipment ¢n your pretalses held for lease or rent which you have used or
intend to use, Report your cost and your selling price by year of acquisiion.

LINE 4, BUILDINGS, BUILDING IMPROVEMENTS, AND/OR LEASEHOLD
IMPROVEMENTS, LAND IMPROVEMENTS, LAND AND LAND DEVELOPMENT. Enter
tota! from Schadife B, ne 83 (sse instructions for Schedula B).

LINE 5. CONSTRUCTION IN PROGRESS, If you have unallocated costs of
sonstruction in progress for improvements to land, machinery, aquipment,
furniture, bulidings or other improvements, or leaseho!d improvemants, attach
an itemized Nsting. Inchude all tangible property, aven though not entered cn
yaur books and records. Enter the total on PART |1, Hine §.

LINE 6. ALTERNATE OR IN-LIEU SCHEDULE. If the Assessor enciosed
BOE-571-L, Altarnate Scheduie A, with this property statement, compiete the
alternate scheduie as directed ang report the total cost an fine 6.

LINES 7-8. OTHER. Describe and repart the cost of tangible property not
reported elsewhere on this form.

Part Y1: DECLARATION OF PROPEATY BELONGING TO OTHERS

it property belonging to others, or their business entities, is lecated on your
premizes, report the owner's name and mailing address. if 1t is leased equipment,
read your agrasment carefully and enter A {Lessor) or B {Lessee), and whether
lessor or lessee has the tax obligation. For assessmenl purposes, the Assessor
wilt conslder, but is not houng 1o, the contractual agreemant.

1. LEASED EQUIPMENT. Repart the yaar of acquisition, the year
of manutaciure, descrplion of the leased propery, the lease
gontract number or other identification number, the total Instalied
cost ta purchase (intiuding sales 1ax), and the annual rent; Go not
Include in Schedule A or B (sse No. 3, balow).

2. LEASBE-PURCHASE OPTION EQUIPMENT. Report here all
eouigment acqulred on lease-purchase option on which the final
payment remains to be made. Entar the year of acquisition, the
vear of manutacture, description of the feased property, the lease
contract number or other identification numbar, the 1ol installed
cost to purchase {including sales !a;?. and the annual rent. I final
paymant has been made, report full cost in Schedule A o7 B
(568 No. 3, bslow).

3. GAPMTAUZED LEASED EQUIPMENT. Report hare ali jeased
equigment ihat has been capitalized at the present value of the
ruinimum lease payments on which a final payment remains to
be made. Enter the year of acquisition, the year of manufacturs,
description of the leased property, the lease contract number
ar other identification number, and the total installed cost to
purchase {including sales tax). Do not include in Schaduie A or
B unless final payment has been made.

4. VENDING EQUIPMENT. Raport the model and description of the
agquipment; do not include in Scheduie A

5. OTHER BUSINESSES. Repori other businesses on your
prefmises.

6. GOVERNMENT-OWNED PROPERTY. i you possess of
use government-owned land, improvements, or fixed
equipment, or government-owned properiy s localed on your
premises, report the name 2nd address of the agency which
owns the property, and a dascription of the propeniy.

SCHEDULE A - GOST DETAIL: EQUIPMENT
Do netinclude property already reported in Part JIl.

LINES 11-38. Enter In the appropriale column the cost of your equipment
seqgregated by catendar year of acquisition, include short-lived or expensed
equipment. etal each column, Report full cost; do not deduct invesiment
credits, trade-in allowances or depreciation. Include equipment acqulred through
a fease-purchase agreemsnt at the selling price effective at the Inception
ol the lease and repert the year of the lease as the year of ac%uis“iun'g final
payment has net been made, report such equipment in PART I}, Report
seff-gonstructad equipment used by you at the proper Wrade iavet in accordance
with Thle 18, section 10, of the California Code of Regulations. Exciude the cost
of narmal maintenange and repair that does not extend the life nor modify the
use of the equipment. Exclude the cost of equipment acluaily removed fram
the sits. Tha cost of equipment retired but not rermoved from the site must be
reported. Segregate and reporl an PART 1, fine 3, the cosl of equipment out
on lease or rent.

Include special mobile equipment (SE Plates). E€xclude motor vehicles
licensed for operation on the highways, Bowever, you must report overwaight
and oversized rubber-tired vehiclas, except licensed commerciat vehicies and
cranes, which require permits Issued by the Department of Transportation to
operate an the highways. If you have pald a license fee prior lo January 1 on
these farge vehicles, conlact the Assessor for an Application for Deduction of
Viehicle Licensa Fees from Propsrly Tax and file it with the Tax Cellector. Report
overwelght and oversized vehicles In Column 3,
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Computers used In any appfication directly relaled to manufacturing, or used
10 contral o monilor machinery or equipment, should be reported in Gelumn
1. Do not iclude application software costs in accardance with section 995.2
ot the California Revenue and Taxation Code. Parsonal Carmputers shotdd be
reporied an Schedule A, column 5a; Locat Area Netwark (LAN) equipment,
including LAN Gomponents, ang Mainlrames should be reported on Scheduie
A, column Sb. Perscnal computers include the Ioliowing: Deskiops, Docking
Stations, ink Jet Printers, Laptops, Laser Printers, Mini Towers, Monitors,
Nethooks, Motebooks, PC Pewer Supgly, Scanners, Workstations. Local Area
Natwork Equipmant ncludes the following: External Storage Devices, Hubs,
Mainframes, Network Attached Storage Devices, Routars, Servers, Switches,
LAN Gomponents includs, But are not Bmited to, the following: Metwork Disk &
Tape Drives, Network Fan Trays, Networl Memory, Network Portable Storage
Devices, Network Power Supply, Network Adapters, Netwark Interface Cards,
Network Processors.

If necessary, asset litles in Schedule A may be changed to better it
your property haldings; however, the titles should bz of such clasity that the
property is adequatsly dafined,

LINES 20, 24 and 36. For "prior” years acquisition, you must attach a separate
schedule delalling the cost of such equipment by year(s) of acqulsition. Enter
the totaf cost of ali such equipment an lines 20, 24 and 36,

LINE 38. Add totals on Iines 21, Column Sa, ling 25, Golurn 3 and line 37,
Columns 1, 2, 4 and 5b and any additlonal schedules. Entar the same figure
on PART il, #ine 2, that you entered in the box_

SCHEDULE B - COST DETAIL: BUILDINGS, BUILDING IPROVEMENTS,
ANBD/OR LEASEHOLD IMPROVEMENTS, LAND IMPROVEMENTS, LAND
AND LAND DEVELOPMENT

LINES 39 - B3. Heport by calendar year of acquisition the orlginal or allocated
cosis (per your books and records} o buildings and bulkiing or leasehold improvements;
tand improvements; land and land develepment gwned by you al this lacation
on January 1. Include firance charges for bulidings or Improvements which
have been constructed for an enterprise's own use, 1f no finance charges were
incurred because funding was supplied by the owner, then indicate so In the
remarks. In the appropriale cofumn enter costs, incluging cost of Rully deprediated
fterns, by the calendar year of acquisition and total each columa. Do not Include
iterns that are reported in Schedule A.

If yau had any additions or disposals reported In Columns 3, 2, 3, ar 4 during
the perled of January ¥, 2010 through December 31, 2010, attach a schedute
showling the menth and year and description ¢f 2ach addltien and
dlsposal. Enclosed for this purpose Is BOE-571-D, Supplemental Schadute for
Reporting Manthiy Acquisitions and Disposals of Properly Reported on
Schadule B of the Business Propsrly Staternent. If additonal forms are nesdad,
photecapy the enclosed BOE-571-D.

Segregate the bulldings and building or leasehoid improvements iato the two
raquested categories (Items which have a dual function will be classified
accerding to their primary function). Examples of some property items and their
maost cormon categaorization are listed below:

EXAMPLES OF STRUCTURE ITEMS, Column 1

An improvement will be classified as a structure when its primary use or
purpese Is for housing ar accommeodation of personnel, persanalty, or fixtures
and has no direct application to the process or function of the indusiry, trade,
or professian.

Alr condliioning (except process cooling)

Baiiers (except manufaciuring process)

Cantral heating & caoling plants

Craneways

Elevators

Environmental controf devices (if an Integral part of the siructure)

Fans & ducts (part of an alr circulation systemn for the bullding)

Fira alarm systems

Partitions {focr to celiing)

Pipelines, pipe supporis & pumps used to operate the facilities of a bulkiing
Plts not used In the trade or process

Raliroad spurs

Refrgeration systerns (integral part of the bullding)

Retrigerators, walk-in lexcluding operating equipment} which are an Integral
part of the bullding

Restaurants - rough plumbing to fixtures
Safes - imbedded

Signs which are an integral parl of the building excluding slgn cablnet
{face & lettering)

Silos or tanks when primarily used for storage or distibution
Sprinkler systems
Store fronts

Television & raclo antenna towers

EXAMPLES OF FIXTURE ITEMS, Column 2

Animprovement will be ciassiied as a ficure Hits use or purpose dirgcily applies
o or augments the pracess or funciion of a trade, industry, or profession.

Air conditioning (process cooling)

Boitars {manufaciuring process)

Burgtar alarm systems

Conveyors (to move matedals and products)

Cranes - traveling

Environmental control devices {used in production process)
Fans 8 ducts {used for processing}

Floois, raised compuler rooms

Furnacaes, pracess

lce dispensers, coln operated

Machlnery fdns. & pits (not pant of narmal ficoring fens.)
Permanent partitions {fess than fluor 1o celling)

Plpetines, pipa supporls, pumps used in the produclion process

Plts used as clariflers, shimmers, sumps & far greasing In the Irade
or manufacturing process

Plumbing - speclal purpose

Powar wiring, switch gear & power panels used in mfg. process
Refrigeration systems {no! an Integral part of the building)
Reirigerators, walk-in unitized; including operaling equipment

Restaurant aguipment used in food & drink preparation or service
{plumbing tixtures, sinks, bars, soda fountains, booths & counters,
gartrage disposals, dishwashers, hoods, etc.)

Scales including platform & pit
Signs - ail sign cabinets (face) & frea standing signs including supports

Slios or tanks when primarily used for processing

LINE 61. if you have items reportabie in Schedule 8 which were acquited in
1988 or previausly, you must attach a separate schedule detailing the cost of
such items by year(s) of acquisiticn. Enter the total cost of such items en line 61.

LINE 83. Add totals on ine 62 and any additonal schedules. Enter the
same figure on PART I, ine 4 that you eatared in the box.

LINE 64. Hepert tenant improvements for which you recelved allowances
duting this reporting pertod that are not reporied on Schedule B.

DECLARATION BY ASSESSEE

The faw requires that this property statemant, regardless of where it is executed,
shall be declared to be true under penalty of perjury under the laws of the State
of Californfa. The declaration must be signed by the assassee, a duly appointed
fiduclary, or a persan authorlzed to sign on beha¥ of the assassee. Inthe case of
a corparation, the declaration must be signed by an officer or by an employes
or agent who has been designated in writing by the board of directors, by name
ar by title, to sign the daclaration an tighalf of the cerperation. in the case of
a partnarship, the declaration sust be signed by a partner or an authorized
empioyea or agent In the case of a Limited Ltability Company [LLC}, the
declaration must be signed by an LLC manager, or by a member where there
Is no manager, or by an empioyee or agent designated by the LLG manager or
by tha members to sign on behal! of the LLC.

When signed by an employee or agent, other than 2 member of the bar, a
certified public accountant, a public accountant, an enzolied agent or a duly
appointed fiduclary, the assessee's written authorization ol the empioyee or
agent ta sign tha declarallon on behaif of the assessee must be fled with the
Assessor. The Assessor may al any lime require a person who signs a property
statement and who iz required to have writien authorization to provide prost
of authorization.

A properly stalement that i not signed and executed in accordance with the
foregoing Instructions is not vaiidly fled, The penalty imposed by saction 463
of the Revenue and Taxation Cede for lailure to fite Is applicable to unsigned
proparty statements.



STATE OF FLORIDA

FLORIDA ELECTIONS COMMISSION

107 West Gaines Street, Saite 224, Tallahagsee, Florida 32399-1050
Telephone Number: (850) 922-4539
www, [ec.siate. fl.us

CONFIDENTIAL COMPLAINT FORM

The Commission’s records and proceedings in 2 case are confidential until the Commission rules on probabile
canse. A copy of the comyplaint will be provided to the person against whom the complaint is brought.

1. PERSON BRINGING COMPLAINT:

Name: Stephanie Kienzie Work Phone: (954,761-7707
City: North Miami Beach County: Miami-Dade. ... FL Zip Code: 33162 -

2. PERSON AGAINST WHOM COMPLAINT IS BROUGHT:
A person can be an individual;, political committee, committee of continuous existence, political party,

electionesring communication organization, <lub; corporation, paritnership, company, association, or any
other type of organization. Ifboth an individual and a commitiee or organization are invelved, name both.

Name of individual: _f\ﬂyron Rosner
Address: 1121 NE 178 Terrace
. North Miami Beach ¢, Miami-Dade ¢ FL Zip Code: 33162

Phone: (305,652-2905

City
If individual js a candidate, list the office or position sought: Mayor
City of North Miami Beach

Name of committee or organization:

Address: 17011 NE 18th Avenue bhone: (305, 787-6001
City: North Miami Bedch Counw:w State: ﬂ*_m . Zip Code: _3%1@2__“

Have you filed this complaint with the State Attorney’s Office? (cheéck one) Yes £ ] No
3. ALLEGED VIOLATION(S):

Piease list the provisions of The Florida Election Code that you believe the person named above may have
violated. The Commission has jurisdiction only to investigation the following provisions: Chapter 104,
Chapter 106, Section 98.122, and Section 105.071, Florida Statutes. Also, please include:

The facts and actions that you believe support the violations you allege,

The names and telephone numbers of persons you believe may be witnesses 1o the facts,
A copy or picture of the political advertisements you mention in your statcrment,

A copy of the documents you mention in your statement, and

Other evidence that supports your allegations.

NN ANANR

See gttached letter and all exhibits thersto,

FEC 002 (Rev 4-24-05}
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4. DATH

STATE OF FLORIDA
COUNTY OF BROWARD

1 swear or affirm, that the above information is true and,correct to the best g

Additiona{ materials attached (check one)? [EYes [ [No

Y knowledge.

Sworn 16 and subscribed before me this

April

- ’

gy oh B

Signature of Officer A.mharim.tl ’Lj Adininister Oalhi}]r Notary piblic,

ELAINE D, JENNINGS
MY COMMISSICN # DDH3I788
EXPIRES Seplembar 07, 2013

FloridsMotaryBervica.com

{Print, Type, ar Stnp Cominissioned Name of Notary Public)

Personallyknown ~ Or Produced Idenlification o

Type of Ideatification Produced

Any person who files a complaint white knowing that the allegations are false or without merit commits a
misdemeanor of the first degree, punishable as provided in Sections 775.082 and 775.083, Florida Stamtes.

FEC 092 (Rev 4-24-05)
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CAMPAIGN TREASURER'S REPORT - ITEMIZED CONTRIBUTIONS

(2} 1D m} VEBoooo

(1) Name Myron Rosner for Mayor (Group 1)
{3) Gover Period_ 01/01/2011 - 03/31/201 1 (J}Ipaégg? ~ of 14
) . 5 I} —————
ous ) @ SR8 Qe (s et |
| Fuill Nama Contributor -
{6} tLas:, Sutfie, First, Middle) )
Seguence Streed Address & . Conlnbtihan ln"kl_nd
Number Gity, Stala, Zio Tode Type | Occupation Type Description {Amendment  Amount
01/26/2011 United Group Undenwriters Inc B Yndanwiit CHE $ 500.00
1313 NW 187th 5t arg
Miami Gardens, FL 33189-0000
i7
012612011 United Premium Finance co g Finance CHE $ 500.00
1313 NW 157th 5t .
Miami Gardens. FL. 33168-0000
18
01/26/2011 Putnam, Donald H Business CHE $ 250.00
9645 NW 63rd Place man
Parkland, FL 33976-0000
19
01/28/2011 Weitz Law Firm, PA B Altorney CHE % 500.00
18305 Biscayne Bivd Suile 214
Aveniura, FL 33160-0000
20
02/01/2011 Paypal B Banking CHE $0.05
2145 Hamiion Ave Seryice
e San Jore, CAGS126.GR00
|
21
g2/017201% | Paypal B Banking CHE 50.05 |
2145 Hamilton Ave Service
San Jose, CA 85125-0000
22
0240142011 | Martin Quidoos B Owidoor INK. Advertising % 500.00
: 151" NE 166th St Advertisi )
pMiami. FL 33162-0000 ng
L]
23
02/0212011 Ronald Book PA B Auom“eurﬁgl:&'__ $ 50500
18851 NE 29th Ave Suite 1010
Avertura, FL 33180-0000
L]
24
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DIRECT BHAL:  310/255-6123

smiley

EMAIL; cmwi@ffstaw.com
REPLY TO: lLos Angeles
FILE NO.: 22753-210

May 24, 2011

Honorable Board of Public Works
Room 350, Los Angeles City Hall
200 N. Spring Street

L.os Angeles, California 20012

Re: Response to Request for Proposal Protest Filed by Norman Bench Advertising

Honorable Members:

This letter shall serve as a partial response to the baseless Request for Proposal
{(hereinafter "RFP”) "protest” filed by Norman Bench Advertising (hereinafter “Norman”) against
the proposal submitted by the recommended proposer, Martin Outdoor Media, LLC (hereinafter,
“Martin”). Due to the short time that this protest has been in the hands of Martin, additional
responses may be provided to the Board at the hearing now scheduled for Wednesday, May 25,
2011 at 9:30 a.m.

INTRODUCTION.

Norman has been the sole provider of bus benches in the City of Los Angeles for well
over two decades. During that fime frame, it has failed miserably in this effort, Throughout the
last 10+ year reign of the Norman empire, it has NOT ONCE paid the City of Los Angeles more
than the bare minimum in revenue, as required in its contract with the City, as the City's sole
provider of bus benches. Its accounting of its revenues would not even pass muster for a
roadside lemonade stand, let alone a muiti-million dollar corporation. This is significant in that
Norman was to pay to the City the minimum payment, plus additional fees if Norman’s annual
gross receipts exceeded $1,200,000. Even with the fact that Norman NEVER paid more than
the minimum, it has repeatedly been in default with even this “minimum” payment to the City’.
More importantly, Norman’'s abject failure to meet even the barest minimum of its contractual
requirements to “maintain” its bus benches in an acceptable manner, has left both the City of
Los Angeles embarrassed and the bus riding public at risk.

Viewed in light these facts, Norman's shotgun approach to its protest of Martin’s
selection as the highest rated proposer for the new bus bench program rings extremely hollow.
Norman not only lost out to Martin in the selection process, it was ranked a very distant third,
based on its miserable track record as the incumbent bus bench contractor in Los Angeles and
its failed efforts in the proposal process. Norman's only avenue to rescue itself is to attack the
process and hope that one or more of its baseless arguments strikes a note with this Beard. In
reviewing the various arguments put forth by Norman, this Board must ask itself if anything that
Norman has raised is a “material” defect in the process and not merely an attempt to elevate

'This is of particular note considering that Norman has had minimal capital expense since it completed its bench
installation many years ago and Los Angeles remains one of the richest advertising venues in the United States.

L0S ANGELES 34155 SEPULVECA BCULEVARD SUITE 1200 LGS ANGELES CALIFORNIA 90034 7310/255-6100 F310/321-4042
IRVINE 2 PARK PLAZA SUITE 1245 IRVINE CALIFORNIA 92614 7 949/252-2777 ¥ 949/252-2776 flslaw.com
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“form over substance”. As this response will make abundantly clear, as with its contractual
obligations over the last two decades, Norman has once again failed miserably.

BACKGROUND.

In June, 2010, the City of Los Angeles issued a “Request for Proposal” for the City’s Bus
Bench Program. Martin Qutdoor Media, Inc. submitted a response to this RFP. Martin
submitted all required documentation to the City, participated in the evaluation process and was
selected by the City staff as the highest rated proposer out of those entities submitting proposals
to the City. Martin has been diligently “negotiating” with City staff pursuant to the staff’s request
and the authorization given to staff by this Board on January 14, 2011. Throughout Norman's
protest letter, Counsel for Norman continually cites to cases and uses arguments which involve
a competitive "bid” process rather than an RFP process. Not a single case cited by Norman is
analogous to the facts present here. As set forth in the City’s own documents, this was a
“proposal’ process NOT a “bid” process. By its very nature, the proposal process is a different,
much more flexible process than a “bid” process. While each of the two processes must be fair,
impartial and allow for competition, the City is free in a proposal process to "negotiate” the terms
of the ultimate contract between the City and the selected vendor. Any contract which evolves
out of this negotiating process to provide the services requested in the “Request for Proposal”,
must be substantially as requested in the RFP, but is necessarily a compromise reached during
negotiations. Unlike a “bid” where there is little if any wiggle room to deviate from the bid
specifications or the bid response?, the RFP process necessarily recognizes the fact that the City
does not know exactly what it wants in the final “contract” and as such, solicits proposails from
which it chooses the best one and negotiates the terms of the final contract, as was done here.
In fact, the City's RFP at section 3.5 included the following language:

“Prior to award of the contract, the successful Proposer may be required to attend
negotiation meetings that will be scheduled at a later date. The intent of the meeting(s)
will be to discuss and negotiate contract requirements, compensation, service level
agreements, detailed scope of work specifications, ordering, invoicing, delivery,
receiving, payment procedures, eic., in order to insure successful administration of the
coniract.”

The contract now before you is the result of this negotiating process and presents the
City with an even better set of terms and conditions than contemplated by the RFP. It was the
process of honest give and take hetween the parties, as contemplated by the process, and in
this instance the select vendor, Martin, was both diligent and creative in providing the City with
contract conditions that will allow for a smooth transition from the existing contractor to Martin.
For the sake of the Board, this protest response will address the alleged issues raised by the
protest in the same order as presented in the protest so that the Board will have an easier time
comparing both the allegation and the response.

% A typical City bid contract consists of the bid specifications, the bid response from the bidder, and a cover sheet.
There is no “negotiation” of the terms of the contract.
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MARTIN IS A "RESPONSIBLE” PROPOSER.

Martin has no quarrel with the general legal principals cited by Norman's Counsel
outlining the concept of bidder responsibility, as they are long standing legal principals that the
undersigned as Counsel for Martin has cited numerous times as this Board's past General
Counsel’. However, Norman's misguided attempt to apply the general concepts of bidder
responsibility to the actions of Martin in this matter in its effort to convince the Board that Martin
is a “‘non-responsible” proposer, miss the mark completely.

Martin is fully qualified to conduct business within the State of California.

What is absent from the Norman claim that this alieged “fact” makes Martin a "non
responsible” bidder/proposer, is the citation to any case or statute which would make this
‘requirement” a mandate at the time that a proposal is submitted to a governmental entity in
California in response to an RFP. Martin is not now conducting business within the state of
California, nor was it doing so when it submitted its proposal to the City. Martin was seeking to
do business in this State by submission of its proposal to the City. Once Martin became the
recommended proposer for the bus bench contract, obviously long before the contract is to be
signed, Martin, in January of this year, became fully qualified to conduct business within the
State of California in contemplation of a successful negotiation of the contract with the City.
(See Exhibits 1, 2, and 3 attached hereto.)

This situation is analogous to one where a bidder on a City construction contract needs a
required license to perform the work contemplated by the request for bid. In that instance where
the license is required, the license need not be in place at the time of bid, but must be in full
force and effect at the time the contract is awarded. This concept has been articulated to this
Board by the Bureau of Contract Administration and the Board's legal Counsel on numerous
occasions. If one follows the reasoning of the Norman argument, every out of state entity that
contemplated doing work within this State would have to procure that license or other right, prior
to actually having any business to do in this State. This is an absurd application of the
requirement and would have a chilling effect on any out of state entity seeking to do business in
this State. The State and City economy grows when firms decide to do business in this State
and City, hardly something that the City or State wishes to dissuade in these tough economic
times.

Martin, through an affiliated company, continues, to this day, to be the bus bench
provider for Hollywood, Florida.

Rather than providing this Board with the legal documentation of Martin's alleged issues
with “Miami Dade County”, Norman attaches a 2007 newspaper article which alludes to an
alleged lawsuit between a Martin related entity and Hollywood, Florida, NOT “Miami Dade
County”. This argument is indicative of the complete lack of integrity contained in this protest.
Neediess to say, Norman, seems not to be able to get it right. First and foremost, the issue
mentioned in the newspaper article involves Martin and Hollywood, Florida, not Martin and Miami
Dade County. Martin was in a business dispute with Hollywood, Florida but it was Martin that
had to sue the City in an effort to resclve the dispute over a contract interpretation. NEITHER
HOLLYWQOD, FLORIDA NOR MIAMI DADE COUNTY EVER SUED MARTIN! 1t is interesting

* Norman has cited this Board only to cases involving “bids” and not a single case involves a “proposal” process.
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to note that there is not a single official document attached to the Norman protest (only a terse
newspaper article} which discusses neither the dispute, the resolution of the dispute or the
ongoing nature of the business relationship between Martin and Hollywood, Florida. Norman
knows quite well that it is very easy to verify if a lawsuit was filed by merely checking the court’s
records. Not only did they not check the records, they did not even read the newspaper article
correctly. Suffice it to say that the matter was resolved in Martin's favor through negotiations, not
litigation, and Martin, through an affiliated company, remains the bus bench vendor for
Hollywood, Florida in full compliance with all terms of its contract with that City. Hardly a matter
that would render Martin “non-responsible”. (See Exhibits 4 and 5, attached hereto.)

LNI Custom Manufacturing’s bankruptcy is irrelevant to Martin’s status as a
“responsible” proposer.

Norman's allegation in respect to LNI's bankruptcy somehow creating a “responsibility”
issue for Martin is disingenuous. How does LNI being in bankruptcy/reorganization relate to
Martin being a “responsible proposer’? The simple answer is, it does not. Martin will be
contractually obligated to provide for the manufacture of all the bus benches necessary to meet
its obligations under the proposed contract. The City is to receive its first year payment PRIOR
to the performance of this contract by Martin. Additionally, the City can sue Martin for any
breach of its contractual obligations under the contract and Martin will have posted a
$500,000.00 performance bond to insure its performance according to the terms of the contract.

Martin is using a local supplier, LNi, so as to insure that the contract dollars spent under this
contract remain in the Southern California region. However, Martin has worked with other
manufacturers around this Country and remains obligated to the City regardless of whether LNI
can or cannot provide the new bus benches. Martin will meet its obligations through LNI or other
means if necessary, the City will have its first year payment and be able to sue Martin or take
advantage of the performance bond if it fails. Needless to say, this issue is NOT one that
reflects on the “responsibility” of Martin and the argument should be rejected out of hand by this
Board.

As set forth in the letter attached hereto as Exhibit 6 from LNI's legal Counsel, LNI
remains in full manufacturing mode, its bankruptcy was a legal strategy to deal with a business
dispute and LNI continues to book and complete work regardless of the bankruptcy. Further, as
set forth in Exhibit 7 attached hereto, Martin already has a backup manufacturer available in
case LNI has difficulty meeting its manufacturing obligations to Martin. This is simply a non-
issue as far as Martin's "responsibility” to perform this contract is concerned.

MARTIN'S PROPOSAL WAS “RESPONSIVE”.

The proposal submitted by Martin was in full compliance with all the requirements of the
RFFP issued by the City. Norman has chosen to attack Martin’s proposal response on four
grounds, claiming that Martin's “failure” in these four areas somehow renders the Martin
proposal ‘non-responsive”. A review of these arguments once again demonstrates that Norman
missed its mark.

Again, Martin has little to argue about the general legal principals that extol the need to
have a fair and impartial selection process, whether it be by bid or proposal. However, Norman
continues 1o cite to cases which are cases involving a “bid" process, not a "proposal” process.
As stated before, the City retains substantial discretion in a proposal process that it does not
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have in a bid process. Nonetheless, none of Norman’s arguments demonstrate that the process
was materially flawed or in any way gave Martin an unfair advantage over any of the other
proposers. Martin's “proposal” was, and remains “responsive’ to the City's RFP.

Martin complied with all the requirements of the City’s RFP, including the
City's request to declare, under penalty of perjury, that it did not collude on
its proposal.

Norman's allegation concerning the City’s non-collusion affidavit is puzzling. It claims
that Martin signed its proposal, under penalty of perjury, that it did not “collude” on the proposal
and then seems to argue that this was insufficient to place Martin in compliance with this
requirement of the RFP. Martin obviously did EXACTLY what the City asked it to do; declare
under penalty of perjury that it did not collude on its proposal submittal. All proposers were
asked to do the same thing, and, Martin assumes, all proposers, including Norman, did what
they were asked to do by the City on this issue. Norman appears to be arguing that Martin
should have gone farther and created an “affidavit” of non-collusion in addition to its statement
“‘under penalty of perjury”, even though the City did not have such a requirement in its RFP. This
argument strains credibility.

First, this is not an issue with Martin’s proposal, it is an issue with the RFP. Second, if
Norman thought there was an issue with the RFP, it has long since lost its opportunity to
challenge any such RFP problems by waiting almost a year to raise the issue. You cannot
engage in a year long process, lose legitimately, and then cry “foul” about the nature of the
process. But more importantly, the substance of a non-collusion affidavit and a statement of
non-collusion under penalty of perjury is, in sum and substance, the same thing. Norman
wishes, at this belated date, to attempf to raise form over substance, not because they have any
evidence or information that Martin “colluded” on it proposal {or any of the other proposers for
that matter) but merely to try to strike down the year long process and protect its incumbency as
the City's bus bench provider.

Had the City asked for an affidavit, rather than a statement under penailty of perjury,
Martin would have provided it, as | am sure all the proposers would. However, the real need for
such an “affidavit” is decidedly reduced by the fact that this is a “proposal’ process rather than a
“bid” process. Here, the City gets to negotiate the contract terms and therefore collusion
becomes infinitely less likely and of no benefit to a proposer, unlike a bid situation where the low
bidder MUST be selected by the City and if the bidders collude, it could cost the City
unnecessary contract dollars.

None of the proposers were disadvantaged by the City's use of the non-collusion
statement under penalty of perjury rather than an actual non-collusion affidavit. The playing field
was level and the only beneficiary of the non-collusion statement or affidavit, the City, got exactly
what it asked for from each proposer. Therefore, this is simply NOT a situation where Martin's
proposal was “non-responsive” for failure to contain a non-collusion affidavit. It was simply not
asked to provide one.
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Martin is not required to have a C 8 license to conduct any work under the
proposed contract.

Here again, Norman is attempting to raise an issue with the RFP, not the Martin
proposal. Norman appears to conclude that because there is the possibility that some concrete
work may be required to be furnished by Martin in cairying out its obligations under the proposed
contract, it therefore needs a C 8 license to perform such work. It then asks this Board to find
the Martin proposal “non-responsive” because Martin did not state in the proposal that it
possesses such a license,

This argument elevates bootstrapping to an art form. As Norman points out, the RFP did
not have any requirement that any of the proposers possess a C 8 license to do concrete work.
Martin’s proposal did not, therefore, contain any such statement concerning a C 8 license. | dare
say, none of the proposers have C 8 licenses, no matter that the RFP did not request such a
license. I, and it really is an if, concrete repair work is reguired because of the of the state of
any sidewalk around an existing Norman bus bench, then Martin will be required to perform, or
get someone else o perform, that repair work. The City, in the contract negotiations, expressed
a belief that it may, is some instances, have to issue an “A" permit to Martin for such work if it
becomes necessary.

This Board and City staff are well aware that an "A” permit is a permit that is issued over
the counter to ANYONE who desires to repair their sidewalk or driveway in front of their house.
It no more requires a C 8 license than riding a bicycle requires a driver's license. “A” permits are
issued to homeowners every day in this City and no C 8 license is EVER required. Therefore, if
Martin is required to repair sidewalks that have been damaged around Norman's bus benches, it
will do so as every other "A” permittee within the City does, without a C 8 contractor’s license. It
should be noted that if the City were to require a “B” permit rather than an "A” permit, THEN a C
8 license would be required. “B” permits are issued when a developer or a confractor is
performing extensive public right of way construction {curb, gutter, sidewalk), not simple
sidewalk or driveway repairs. It was the City's determination to have this work performed under
the “A” permit process, which does not require a C 8 license, rather than the “B" permit process
which does. Once again, Martin is in full compliance with what was required by the RFP in this
instance and for Norman to even intimate that a C 8 license is required for simple sidewalk
repair, is most certainly disingenuous, | dare say that Norman, if it ever actually did any such
sidewalk repair work during its long tenure as the City’s bus bench provider, it did not, and
probably does not, possess a C 8 license.

To put this argument to rest once and for all, if the City were to determine that it wished
this work to be done under a C 8 license, something it has emphatically not done during
negotiations, then Martin would do such work with a subcontractor possessing the required C 8
license or would obtain a C 8 license itself. The amount of sidewalk repair work contemplated
by the City under this contract is very small in relation to all the work contemplated by the
contract. Even, assuming for arguments sake alone, that this contract is a public works
construction project, which it is not, then the amount of concrete work requiring a C 8 license
would be of such an amount that it would most assuredly be below %2 of 1% of the total contract
and, as such, Martin would not have been required to list a C 8 subcontractor in iis proposal to
begin with, and could hire such a subcontracior as needed. This whole argument is predicated
on false assumptions and gross bootstrapping by Norman, so Martin’s ability to do the work with
a C 8 subcontractor, if necessary, should put this baseless argument to rest for good.
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The undeniable truth is that the RFP did not require a C 8 license, the "A" permit
concrete repair work contemplated by the City under the contract does not require a C 8 license,
but even assuming i is required, Martin can do the work with a C 8 subcontractor if it is
ultimately found by the City to be necessary. Norman's argument on this issue simply does not
make Martin's proposal “non-responsive”.

Norman’s argument that Martin exceeded the subcontracting percentage
allowable by the RFP is faise.

Norman once again draws unsupportable conclusions, based on false assumptions
using figures from the Martin proposal in its attempt to declare Martin’s proposal “non
responsive”. Norman's math calculations include unwarranted assumptions, and are extremely
difficuit to follow, let alone reach the ultimate conclusion that Norman wishes and hopes to
reach. Additionally, Norman fails to look at the 51% subcontracting requirement in light of
common sense. There is not a single dollar of public money in this contract! This is a contract
where the contractor is paying the City, not the other way around and all costs of this contract
are to be borne by the contractor. The structure of this contract just simply does not lend itself to
a clear application of the 51% work requirement as in a typical arrangement where the City pays
the contractor for performing work for the City. Why would the City be interested in this 51%
work requirement when it is not financially responsible for any payments to the contractor?

The derivation of this 51% figure in the RFP is the Public Works Construction “"Green
Book”. While Martin disputes that this contract constitutes a “public works construction” project
(when was the last time that Los Angeles let a public works construction contract via an RFP?
The answer is NEVER.), Norman’s calculations are nonetheless, incorrect. First, the cost of the
manufacturing of the bus benches and trash receptacles needs to be subtracted from the total
amount of the contract which is subject to being performed by any of the proposers. Even in
routine Public Works Construction projects, (sewers, treatment plants, etc.), large capital
paymentis for materials (sewer pipe, large pumps, cold boxes, etc.) which must be purchased by
the contractor from third party vendors are always excluded from the total dollar amount of the
work which could be performed by the prime contractor before calculating how much of the
actual work is being performed by the prime or by the subcontractors.

Norman "selects” certain numbers from Martin's proposal, makes a gross assumption as
to “annual revenues”, a figure which is NOT any where in the proposal, nor was it required to be
submitted, ignores the complexity and nature of this contract, and leaps to its final conclusion
using bad math. Not a compelling argument.

Again, there is no support in Martin’s proposal, the RFP or anywhere else for the
assumption that the minimum fee is in any way related to the annual revenue. i Norman's
figures were correct, Martin would have spent $24.2 million, plus $2,760,000 in City fees (a fotal
of about $27 million) with a total income of $27.6 million prior to taking into account a myriad of
other operating costs such as sales costs, insurance, back office costs, etc., thus proving that
they could not possibly believe their own figures. In fact, the figures Norman cites prove beyond
a doubt that Martin expects revenues to be far higher than those derived from the minimum fee
payment.
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Norman then goes on to argue that “gross revenues would need to exceed $49,387,755"
and that revenues would need to increase by 79%, thereby setting forth a false comparison in
order to make it appear extremely difficult to reach the revenue target they put forth. There is no
supportable basis upon which Norman makes these statements. But, even using Norman's
numbers, paying operating costs of $18 million to subcontractors requires $36.7 million (not
$49,387,755) in revenue in order to meet the 51% test.

Norman continues stating “the speculation of the gross receipts is irrelevant” since
“clearly subcontracting exceeded the dollar amount permitted....” First, they are the one that is
speculating about revenues for which they have no basis. Norman then illogically states that
subcontracting clearly exceeds the permitted amount. Norman has essentially supported its own
conclusion with fake numbers and false assumptions and then essentially says “see, Martin isn't
doing enough of the contract’. You cannot “clearly exceed” an amount that was not submitted in
the proposal and is clearly an unknown. If you do speculate as to what revenues will be, not a
recommended approach, there is absolutely no reason to believe the figures picked out of thin
air by Norman.

For the record, Martin believes that its payments to subcontractors will be less than 40%
of revenues with respect to operating costs and less than 50% if capital expenditures are
included. (Not even this calculation fits the normal use of the 51% work requirement because
the City is not paying the Contractor).

What Norman’s discussion of this issue does make clear, is that this is a complex
contract that does not lend itself to an easy analysis of subcontracting, sales of bus bench ads
(the fundamental economic support for the whole contract) capital investment in the bus
benches and trash receptacles or other extremely diverse elements that make up this contract.
This is the precise reason that the bus bench program contractor is being selected by RFP and
not a bid. This contract is not just made up of apples and oranges, it is a complete fruit salad,
made up of manufacturing, maintenance, advertising sales, advertising revenues, installation of
benches and more, all leading to a payment from the contractor to the City. Trying to add,
subtract, divide or multiply numbers, especially numbers that no one knows at this point in the
process, on any of these tasks to come up with a percentage of subcontracting is pure
speculation. Unlike a Public Works Construction Contract, where prime contract work and sub
contract work are easily defined, this contract is not designed in that manner. The applicability
of the 51% number and how it applies to what figures in this complex contract should be left to
the City. It knows how it wishes the terms and conditions of the contract to read and have
negotiated it in that manner.

This is an installation contract, a service contract, a sales contract and an advertising
contract. Once installed, the benches need o be maintained and most importantly, advertising
sold. The sale of the advertising is the single most important aspect of the financial viability of
this contract, and that work is being done by and through Martin. Norman wishes this Board to
believe that this 51% requirement somehow is critical to this contract and that is simply not the
case. However, as stated above, Martin fully intends to do over 51% of the total work under this
contract over the 10 year term of the contract. While it fully intends to use Shelter Clean to
provide maintenance for the new bus benches for the first few years of the contract, Martin also
desires to have this work ultimately performed “in house” by its employees and has discussed
this with both Shelter Clean and the City.
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Once again, in fashioning its argument on this point Norman refers to Martin’s submittal
as a “bid”. Itis not a bid, it is a “proposal’. As such, the City is free to “improve” its position in
the contract, through negotiation, so if it believes that it is in the best interest of the City to have
the contract structured as it is, with or without the 51% number set forth in the RFP, it is free to
do so.

Martin’s failure to disclose a 2007 dispute with Hollywood Florida, does
not make its proposal to the City “non responsive”.

Once again, Norman misreads a single newspaper article and provides no other
available documentary evidence (readily available court records) to come to the baseless
conclusion that Martin's failure to disclose a non-existent law suit by "Miami Dade County”,
somehow makes Martin's proposal non-responsive. As set forth above, Martin through an
affiliated company, continues to be the bus bench contractor for Hollywood, Florida, the City that
is mentioned in the newspaper article, and was NEVER sued by Hollywood or as Norman
incorrectly suggests, “Miami Dade County”. No lawsuit, no failure to disclose, no issue.

MARTIN OUTDOOR MEDIA, LLC, IS THE SUCCESSOR LEGAL ENTITY TO MARTIN
OUTDOOR MEDIA, INC.

Norman would have this Board disqualify Martin Qutdoor Media, LLC because it was “not
the proposer”. If ever a disgruntled proposer made a “form over substance” argument in an
effort to undo a proposal process, this one should move to the head of the line. The simple fact
is, that the same individuals who proposed to the City, are the same individuals who met with
City staff during the proposal process, are the same individuals who participated in the
negotiating process and are the same individuals who will be operating the City's bus bench
program under the proposed contract. Martin Outdoor Media, Inc. had been in discussions with
additional financial partners to further strengthen their ability to perform under the terms and
conditions of the negotiated contract. However, the “on the ground” individuals who will be
carrying out this contract are all in place and are the same individuals who have been dealing
with City staff throughout this RFP process.

Companies are bought, sold, acquired, taken over, or change the nature of their
business status every day. Martin Outdoor Media, LLC is the legal successor entity o Martin
Outdoor Media, inc. This does not mean that the City is dealing with or will have to deal with
anyone who they were not dealing with before the name change. Martin Outdoor Media, LL.C is
in an even stronger financial position than Martin Cutdoor Media, Inc. who was selected by staff
as the winning proposer. This helps the City it does not hurt it.

Staff was made aware of Martin's intent to change the name of the contracting entity and
fully understands that this is a change in name only, not in the principals who will deliver the
contract. What would Norman contend if AT&T, CBS or some other large corporation had
bought Martin? Would this make it a different company? No. Would this disqualify the newly
acquired entity from signing a contract and delivering the services that were negotiated? No.
The question this Board needs to ask is whether or not this is essentially the same company that
submitted the winning proposal. If you put that question to staff, the answer will most assurediy
be, yes. Elevating form over substance in no way benefits the City or its citizens. This Board
has repeatedly approved company name changes when a contractor either changed its legal
status, was acquired or merged with another company. There is no doubt that if this name
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change had occurred after the award of the contract it would have been approved without
question. Do not penalize Martin for changing its name prior to the contract award, with the full
knowledge of City staff. Norman’'s accusation on this issue is without merit.

THE CITY CONDUCTED A FAIR AND UNBIASED RFP PROCESS.

The last refuge of all disgruntled bidders and proposers is to attack staff and the process.
Shame on Norman and its Counsel. This argument is particularly distasteful because Norman's
attorney used to be charged with defending the same City staff it now attacks.

The City of Los Angeles through its Board of Public Works awards countless contracts
through the bid and proposal processes every year. Staff's only interest is to ensure that the City
gets the best contractor for the proposed project. Nothing more, nothing less, Staff gets no
additional compensation, no more time off or any other “perk”, regardless of who it recommends
for a particular contract. In the RFP process which is the subject of this protest, no amount of
alleged "bias” on the part of any one individual could explain the dismal showing on behalf of
Norman.

Norman seems to be confusing "knowledge” with “bias”. Anyone who has any
knowledge of the dismal performance of Norman over the past decades could not help but take
that into consideration in evaluating Norman's proposal. In fact, all the evaluators were required
to review the past performance of Norman and consider its performance, or lack thereof (well
documented), in evaluating Norman’s proposal. The fact that Nerman NEVER paid the City
more than the minimum revenue under its contract; the fact that their accounting for “revenues”
was without support or substance; the fact that Norman has been in default repeatedly in failing
to transmit revenue fo the City in a timely manner; the fact that Norman failed to install the
contractually agreed number of bus benches (6,000); the fact that Norman has an abysmal
record when it comes to maintenance and repair of its bus benches may just have been why
NONE of the evaluation team ranked Norman in the evaluation process in any other position but
LAST. Norman's benches are ugly, uncomfortable, graffiti magnets and a complete eyesore on
the City's streetscape. Norman failed to perform its responsibilities under the terms of its long
standing contract with the City, not just intermittently, but continually.

Norman is asking this Board to make the issue about Mr. Lance Oishi when in fact it is
about Norman and its abject failure as the City’s bus bench contractor over decades, not just
months or years. What Norman does not seem to grasp, is that they finished LAST in the
process and even if one individual had an issue with Norman, that does not explain why every
member of the evaluation team came fo the same conclusion. Norman was and is its own worst
enemy and its failed performance was the reason it was doomed to failure during the selection
process, not “bias” by the City's contract administrator. Had the City wished to stack the deck
against Norman it would have made past performance a much higher portion of the evaluation
matrix. Instead, past performance was merely 20% of all the available points. Had it been more,
Norman would have lost by even a larger margin.

The most pathetic point made by Norman relating to its failed attempt to demonstrate
“hias”, is its argument relating to the scoring of its proposal. Norman may be entitled to the 4
points it seeks. However, like the student in school who got an "F” asking the teacher for an "F
plus”, it is not really going to make much of a difference in the final grade. Norman was a distant
third in the evaluation process, according to all evaluators, and no amount of mathematical
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recalculation is going to change that fact. No amount of "bias” on behalf of City staff can
account for the fact that Norman finished more than 25 points behind even the second ranked
proposer, let alone Martin.

Norman cites {o certain negotiated terms of the proposed contract o demonstrate
alleged bias on behalf of the City against Norman. First and foremost, the City was represented
by legal Counsel and two staff representatives in the contract negotiations. All terms and
conditions were subject to discussion, negotiation and agreement by both sides. Neither side
got all the terms and conditions that it desired as the process was one of give and take, as a
successful negotiation should be. Mr. Qishi was not the sole decider of the contract terms.
Further, if Martin had not agreed to the terms contained in the proposed contract that the City
desired, the City still had the second ranked proposer in the wings waiting to negotiate a
contract. So, if you believe the Norman allegations, the City and Mr. Oishi would have gotten
what it wanted without Martin by merely going to the second ranked proposer as opposed to
“giving in” to all of Martin's demands. Norman's position on this issue is without merit.

6,000 Benches.

It is interesting that Norman should choose this term as its first "example” of City bias
against Norman and towards Martin. The Board should be aware that Norman, under the terms
of its 10 year contract with the City, was required to place “6,000 bus benches” on the City's
streets. Does anyone, even Norman, know how many bus benches it actually has out on the
streets of Los Angeles? The City doesn’t know and neither does Norman because Norman has
continually refused to give the City a list of its bus bench locations. As of the writing of this letter,
there is now a detailed inventory of all existing bus benches, recently completed by Martin. This
bus bench inventory is a requirement of both the RFP and the proposed contract. This inventory
has been completed at a cost of tens of thousands of dollars to Martin, is months ahead of
schedule and completed by Martin without even having a signed contract. Apparently Norman
itself does not know how many bus benches it has placed on the City's streets, as they have
repeatedly used different numbers for their total bus bench placements, depending on who is
talking and what forum they are in. At the very least, Norman was CONTRACTUALLY
REQUIRED to place 6,000 bus benches within the first 30 months after the Notice to Proceed in
accordance with its latest contract with the City and has NEVER had that number of bus
benches installed. Ten years, still no 6,000 benches. The inventory taken by Martin shows the
Norman bus bench count at 5,259. Mattin is now aware of every location with a Norman bus
bench and how many are installed at each location based on its recent inventory work.

Norman has expressed its belief that the negotiated number of benches to be installed
over a two year period somehow demonstrates bias on the part of the City negotiating team
against Norman. Nothing could be farther from the truth. Before Martin can install its new bus
benches on the City’s streets, the Norman bus benches must be removed. Under the Norman
contract, Norman is required to remove its existing bus benches. However, this could produce
consequences which are not in the City's or the bus riding public's best interest. Removal of the
existing benches is a time consuming venture and also creates a disposal issue. i Norman
either refuses to remove its benches or refuses to cooperate with Martin in providing a removal
schedule, instaltation of the new benches becomes problematic. Martin, in order to solve this
problem, offered to be both financially and practically responsible for the removal of ali the
Norman bus benches at a cost to Martin of between $250,000 to $500,000. Martin offered this
option to the City if the process could be spread over two years, and they accepted. This
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process is also in the best interest of the bus riding public. With Martin in charge of both
removal and installation, it can schedule the process in such @ manner that the bus riding public
is without a bus bench for the shortest possible time. If Norman removes all its benches, Martin
has one year to install its new benches so there will be sections of this City which will not have
bus benches for a significant period of time.

The City has its choice. Martin will take full responsibility for removal and reinstallation,
saving Norman the headache and cost of removal, while providing the removed benches to
Norman, if Norman so desires, saving the City any cost of removal, provided that this is
accomplished over two years. The City also has the option of requiring Norman to remove its
benches under the Norman contract, leaving Martin with a clean palate, and Martin will install all
its benches over one year. (Causing some sections of the City to be without benches for up to a
year.) The City also has the choice to pay Martin the cost of removal of the Norman bus
benches and it wili remove and install all new benches within the one year period.

These options are not a material deviation from what was contemplated by the RFP. The
negotiating process is also a learning process and the City realized that a smooth transition from
the old contractor to a new contractor is not easily accomplished after the length of time that the
old contract has been in place. Martin will accommodate whichever option the City chooses.

Norman also wishes this Board to believe that the two year option somehow cheats the
City out of revenue. Again, nothing could be farther from the truth. The irony of this “claim” is
the simple fact that Norman NEVER paid the City more than the contractual minimum over the
entire length of its 10 year contract but somehow if Martin takes two years to remove all the old
Norman benches and replace them with Martin's new benches that this will deprive the City of
revenue. Inreality, the two year removal and installation protects the bus riding public and
allows for an organized, scheduled removal and installation process. While Martin believes that
it will be more successful with advertisers than has Norman, it will most certainly take time to
woo advertisers back to the bus bench advertising market after the terrible job Norman did in
maintaining its benches. Advertisers do not want their products advertised on dirty, graffiti
ridden bench stock and Martin will have to demonstrate its superior maintenance delivery to
improve the revenue from the bus bench program. The City's negotiation of this term of the
contract hardly demonstrates “bias”.

Liguidated Damages.

The whole purpose of liquidated damages is to establish a set amount of *damage” to the
damaged party because accessing the actual amount of damage is difficult or impossible. The
agreement to have a defined amount for each “breach” or failure serves both the purpose of
defining what the damage is as well as leiting the parties know what is at stake. Having a
‘range” of damages, as was set forth in the RFP, defeats the purpose of having the damages
“liquidated”, i.e, fully defined and delineated in the contract. This term was negotiated between
the parties and is in an amount which is not at all dissimitar {o the range in the RFP. Both
parties believe that putting the contractor on notice (hence, the first "notice” being a $0 charge),
was the appropriate way to deal with this contract term and is hardly a material deviation from
the RFP. The term "nit pick” certainly comes to mind.
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Reduced Compensation.

How this contract term amounts to “bias” against Norman is almost unfathomable.
Again, considering Norman's track record for paving the City the bare minimum, | guess the
compensation formula above the minimum would never seem to come into play if they had
received the contract. This is a City determined formula which Martin agreed to. Martin’s
minimum guarantee was greater than that of Norman and if Martin is at all successful, it will
surpass the 10 year Norman track record the first time that Martin pays the City more than the
minimum payment. Negotiations are just that, negotiations. Both parties appear to be in
agreement on this term and if the City wished to have to it stated differently, it would have
informed Martin of this during the negotiations.

Personal Property Tax Revenues.

This argument of “bias” defies logic. First and foremost, it was the City that wished to
“‘own” the benches. Martin did not demand this term. This contract term in no manner affects
any revenues received by the City. The City does not take part in the County's personal property
tax coliections, a fact that became painfully apparent to the City and its staff when this issue
came up after the implementation of the City's Street Furniture Contract. As plainly stated as it
can be, the City will own over $5,000,000 worth of physical bus bench infrastructure once it is
installed. How is this a bad thing? In fact, if Martin were to "default” under this contract any time
after installation, including the next day, the City maintains ownership of all the new bus bench
stock, insuring that the bus riding public has benches to use while a new contractor is put in
place. This term is a clear “incentive” for Martin to perform under this contract; perform or lose
you entire capital investment, some benefit to Martin. Norman's assertion is so illogical that they
should be embarrassed for making such an accusation. If the City wishes to give ownership of
the installed bus benches back to Martin, it will most assuredly accept it, no questions asked!
This term was requested by the City to obviate the uncertainties that now exist regarding the
removal of the Norman benches.

THE CITY’S RFP PROCESS WAS FUNDAMENTALLY FAIR AND
PROVIDED ALL PROPOSERS WiTH THE SAME RIGHTS AND
OBLIGATIONS.

Protest Procedures.

Norman’s argument seems to express a belief that it was treated unfairly by both staff
and the process. Nothing could be farther from the truth. In attacking the protest process, it
cites to Section 2.8 of the RFP and claims that this “protest process” is impossible to follow in an
RFP. Norman is incorrect.

There are at least three opportunities to mount a challenge or “protest” to an RFP
process. The first of these arises once the RFP is released. Any potential proposer can
challenge the content, the evaluation criteria or any other portion of the RFP itself that it believes
is in any manner incorrect or unfair. Section 2.8 of the RFP sets out the procedure and time line
to challengs the actual RFP itself. Norman has raised a number of issues that should have
been raised once the RFP was released to the public, NOT now, some 11 months after the
release of the RFP. Section 2.8 defines when and how a challenge to the RFP should be
conducted. Norman chose to participate in the RFP process and now belatedly challenges
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some of the fundamental portions of the RFP at this exceptionally late date. Section 2.8 makes
such challenges untimely.

The second opportunity where a proposer may raise a challenge to the RFP process is
after it has gone through the process and found it to be unfair and biased. Norman went through
the evaluation process, apparently felt is was unfair and has waited until now to raise the issues
in a formal written protest. if Norman did not like how it was treated during the “process” it
should have raised such issues at the time, not waited until the end, once it lost and another
contractor is before the Board for approval. If the process was biased, it was biased during the
evaluation and at the time staff made its recommendation to the Board. Norman failed to raise
these issues in writing to the staff or the Board within the 10 day period provided by Section 2.8
of the RFP. The Board authorized staff to negotiate with Martin back in January and Norman
should have filed its protest to the process at that time as set forth in Section 2.8. There has
been more than sufficient time to raise such issues since January and more than sufficient time
for such a protest to follow the time line set forth in Section 2.8.

The third opportunity to “protest” a proposed award of a contract under an RFP, is once
staff provides the Board with its negotiated contract and staff is legally obligated to release the
actual RFP responses and the evaluator's evaluations. In this situation, Section 2.8 cannot
apply and was never meant to apply. If a proposer believes the RFP is flawed or that they were
treated unfairly, there is more than sufficient time to follow the express procedures contained in
Section 2.8. The ONLY challenge that should be raised at the time the RFP responses and the
evaluations are released is a challenge to the content of the RFP responses and/or the terms
and conditions of the contract and a challenge to the evaluations themselves. This is a much
more limited scope of protest and the City only has to provide the offended proposer with due
process, not any particular schedule of due process but a chance {o file their challenge to the
recommended proposal, the proposed contract and the evaluations and then a chance to be
heard before the contract awarding authority. This right to due process has been met as
Norman actually had 10 calendar days to review the proposals, draft contract and evaluations
and mount this protest, although this protest goes far beyond a mere challenge to the content of
Martin's proposal, the City’s draft contract and the evaluations.

Norman will also be afforded an opportunity to address this Board on Wednesday, May
25, 2011. This time frame more than meets any fundamental requirement for due process. It
should also be noted that Norman was ordered by this Board to provide everyone, including
Martin, with a copy of their protest, if they filed one, by 9:.00 a.m. on Friday, May 20, 2011.
Norman failed to meet this Board mandate and only made its lengthy written protest available to
the City Attorney late in the day on the 20", denying both Martin and the City valuable time to
respond fo their shotgun approach in this protest. Martin is YET to receive a copy directly from
Norman and had to chase down a copy late in the day on Friday. Norman's intent to deny Martin
and the City valuable time cannot be overlooked or dismissed. Their timing was intentional and
calculated to frustrate both the City and Martin in preparing an adequate response.

BOTH THE CITY AND MARTIN DEMONSTRATED “INTEGRITY”
THROUGHOUT THE RFP PROCESS.

Norman'’s final attempt to demean the City's RFP process and Martin is nothing more
than a desperate effort to smear both City staff and Martin with a Florida blogger's baseless
allegations about a Martin related entity giving a political candidate “under valued” access to
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some if its bus bench ad space in Florida. In fact, the Mayor actually paid more for his benches
than the average rate charged by Martin. (See Martin’s letter to the City attached hereto as
Exhibit 8.) Anyone with a computer can claim that someone did or said anything without proof,
without evidence, without due process. If this unsupported allegation were to gain any traction
with anyone in a responsible position, Martin will cooperate fully and disclose all its records.
There is simply nothing to hide. This Country still adheres to the concept of “innocent until
proven gulilty”, a concept that should not be lost when evaluating this unsupported allegation by
Norman.

Norman seeks to have this Board delay this contract to investigate an allegation in an on
line bloggers internet posting; hardly a credible source of anything but gossip. As explained in
Exhibit8, no favoritism was afforded the alleged candidate. Norman’s argument should be
dismissed and treated as the desperate efforf that it is.

CONCLUSION

As with most unfounded bid or RFP protests, Norman paints with a broad brush, makes
baseless allegations, raises issues without documentary support and then claims staff and the
process were “biased” and against it from the beginning. The Board should not be taken in by
any of these tactics, you have all seen them before. The critical question you need to ask in
reviewing each of the Norman allegations is whether or not the allegation is first, supported by
credible evidence and then, if true, has it materially changed the level playing field in favor of one
proposer over the others. None of their allegations deserve to be given any credence by this
Board.

An in depth review of the entire RFP process reveals that it was both fair and equitable to
all proposers. [t held each proposer o the same set of standards in reviewing its submittals and
all evaluators came to the same conclusions. Martin was the highest rated proposer and
Norman was the lowest, by a wide margin. Norman put itself in this position by repeatedly failing
to provide the City and its citizens with the services it bargained for and should have demanded
from Norman for at least the last 20 years. Norman is a known commodity, a terrible contractor
with little regard for its responsibilities and has thumbed its nose at the City all the way through
its dismal performance on the existing bus bench contract. Please do not reward their past
failures by giving them one more chance. They do not deserve it nor do the citizens of this City.
It is time for a change, and Martin is that change. Thank you for your consideration.

Sincerely,

“ChristopHer M. Westhoff, s
FREEMAN, FREEMAN & SfilEY, LLP
Attorneys for Mariin Outdoor Media, LLC

CMW:1349021.1

ce. Ted Jordan, Esq., Assistant City Attorney
Wir. Lance Dishi, Bureau of Street Services
Ms. Shannon Eastenson, Bureau of Street Services
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Secretary of State

CERTIFICATE OF REGISTRATION

|, DEBRA BOWEN, Secretary of State of the State of California, hereby certify:

That on the 10th day of January, 2011, MARTIN QUTDOOR MEDIA OF LOS
ANGELES, LLC, complied with the requirements of California law in effect on that date
for the purpose of registering to transact intrastate business in the State of California;
and further purports to be a limited liability company organized and existing under the
laws of Delaware as MARTIN OUTDOOR MEDIA OF LOS ANGELES, LLC and that
as of said date said limited liability company became and now is duly registered and
authorized to transact intrastate business in the State of California, SUBJECT,
HOWEVER, TO:

(a) any licensing requirements otherwise imposed by the laws of this State and;

(b) that subject foreign limited liability company shall transact all intrastate
business within this State under the above name elected.

IN WITNESS WHEREOQF, | execute
this certificate and affix the Great Seal -
of the Staie of California this day of
February 5, 2011.

DEBRA BOWEN
Secretary of State
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The First State

I, JEFFREY W. BULLOCK, SECRETARY OF STATE OF THE STATE OF
DELAWARE, DO HEREBY CERTIFY "MARTIN OUTDOOR MEDIA OF LOS
ANGELES, LLC" IS DULY FORMED UNDER THE LAWS OF THE STATE OF
DELAWARE AND 15 IN GOOD STANDING AND HAS A LEGAL EXISTENCE SO
FAR AS THE RECORDS OF THIS OFFICE SHOW, 'AS OF THE THIRD DAY OF

”JANUARY A.D. 2011.
AND T DO HEREBY FURTHER CERTIFY THAT THE ANNUAL TAXES HAVE

NOI' BEEN ASSESSED T0 DATE.
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State of California
Secretary of State

AMENDED CERTIFICATE OF REG!STRAT!QETI

I, DEBRA BOWEN, Secretary of State of the State of California, hereby ce}tify:

That on the 1st day of March, 2011, there was filed in this office an Amended
Application for Registration, Foreign Limited Liability Company whereby the name,
under which the foreign limited liability company was registered and transacting
business in California, as MARTIN OUTDOOR MEDIA OF LOS ANGELES, LLC a limited

liability company organized and existing under the laws of Delaware was changed to
MARTIN OUTDOOR MEDIA, LL.C.

This limited liability company complied with the requirements of California law in
effect on that date for the purpose of registering to transact intrastate business in the
State of California and as of the said date has been and is qualified and authorized to
transact intrastate business in the State of California. Subject, however to any
licensing requirements otherwise imposed by the laws of this State.

iN WITNESS WHEREOF, | execute
this certificate and affix the Great
Seal of the State of California this
21st day of March, 2011.

DEBRA BOWEN
Secretary of State

by
=% 0SP 06 99731

NP-25 (REV 1/2007)
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Departtnent of Pubhc Utlhtlcs
Al Engineering and Construction Services « PO. Box 229045 + Hollywood, Florida 33022-9045
Phone {954) 921-3930 » PFax (954) 921-3258 + www hollywoodfl.org

May, 5, 2011

Re: Sunshine State Media, Inc. Bus Bench Agreement

To Whom It May Concern;

Please accept this letter as notice that as of this day, May 5, 2011, Sunshine State Media is
current with contractual fees that are paid to this City as part of the bus bench agreement
between the City and Sunshine State Media.

Should you have any questions or concerns in regards to this matter, do not hesitate to
contact me.

Sincerely,

Wﬁgmgw

Laura A, Borgesi, EI, PSM
Project Engineer

Hollywaod

Ouwr Mission: We are dedicated to providing municipal services for our diverse community in an atmosphere of cooperation, courtesy and respect.
‘ i g E “We do this by ensuring all whe live, work and play in the City of Hollywood enjoy a high quality of life.

2007 “An Equa2l Opportunity and Service Provider Agency” :é‘-g‘s‘-‘iﬁ



From: <AFallik@hollywoodfl.org>

Date: Fri, 06 May 2011 13:25:05 -0400

To: <scoti@gobenches.com>

Subject: Re: FW! MOM v City of Hollywood - Case Closed - Dismissal filed 3/07/07

Dear Scott:

As you have requested, I am sending this e-mail to confirm that there is no pending lmgataon between Martan Outdoor Media, Inc. and
the City of Hollywood. However, It occurs to me that no one need rely on this e-mail, since this infermation is available on the Clerk of
the Courts website.

Alan Fallik

Deputy City Attorney

2600 Hollywood Bivd.
Hollywood, FL 33020
(telephone) (954) 921-3435
(facsimile) (954) 921-3081

>>% "Seott Martin" <scott@gobenches.com> 5/6/2011 11:51 AM >>>

From: Barbl Domino {mailto:ctplaw@msn.com]

Sent: Thursday, May 05, 2011 5:41 PM

To: scott martin; dmaelion@aol.com

Cc: eswpa@aol.com

Subject: MOM v City of Hollywood - Case Closed - DISB’NSS&| filed 3/07/07

CASE DETAIL

Broward County Case Number: CACE(6002286 State Reporting Mumber: 082006CA002286AXXXCE
Court Type: Givil Division - Circuit Court Case Type: Temporary / Permanent Injunction
incident Date: N/A Filing Date: 02/17/12008

Court Location: Gentral Courthouse ‘ Case Status: Disposition Entered

Magistrate |D / Name: N/A Judge (D f Name: 18 Singer, Michele Towhin

Style; Martin Quidoor Media Inc Plaintiff vs. Hollywood Florida City Of Defendant

= f — e

(21 Party Detail

Address (Per AOSC07-49, only the addresses of counsel can be Attorneys [ Address
Party Type Party Name ( displayed.} . Danotes Lead Attomey
Plaintiff Martin Outdoor Media """“E;E?J’;Jt b
Inc Wintter & Associates Pa

2239 Hollywood Bivd-
Hollywood, FL 33020-0000 |

Defendant Hollywood Florida City omershggt,amtéert M

Of . . 2600 Hollywood Bivd Rm-

407
Holiywood, FL 33020-0000

{?] Disposition Detail

Date Statistical Closure(s)
03/07/2007 Dismissed, Settled or Disposed After Hearing
Date Dis;wsltion(s)
Motice of Voluntary Dismissal
03/07/2007 ) _ Converted Disposition:
Notice Of Vol Distmissal: Fid & Rec W/prej (9jo0)




~ Law Offices of Steven R. Fox
Bankruptey & Related Matters

17835 Veniura Boulevard

Sulie 306

Encino, CA 91316

818, 774, 3545 Ph/ 818, 774. 3707 £AX
emails@ioxaw,.com

May 23, 2011

Martin Qutdoar Media, LLC.
1317 Beverly Estate Drive
Los Angeles, CA 90210-2117

Attention: Mike Friend, General Counsel

Re:  LNI; Business Relationship with Martin Outdoor Media, LLC
To Whom it May Concern:

| represent LNI Custom Manufacturing, Inc. {"LNI") in its chapter 11 case. |
write this letter with respect to certain allegations raised in a protest dated May 20,
2011, made by Norman Bench Advertising {“"Norman”) in connection with a "Request
for Proposal for Bus Bench Program Contract Calendar Years 2011 through 2021.”

In its protest, Norman Bench Advertising states LN} is a debtor in o chapter 11
proceeding and that LNI may liquidate its business instead of reorganizing. While o
debtor in chapter 11 may liquidate its business, this is not LNI's intention. Norman
infers a liquidation without knowledge of LNI's chapter 11 case and LNI's steps to
reorganize. With the brief history of LNI | provide below and the steps LNI has taken
(and will continue 1o take) to reorganize, | am comforiable the Board of Public Works
can safely conclude that LN can perform its contraciual obligations.

LN! was established in 1995, LNI designs, manufactures, sells, and installs
custom sign and shelter solutions for fransit systems. Scott Blakely has been the
owner and president/CEQ of the business since 1995, He has over 30 years of
experience in the industry. LNI employs some 39 employees in the Los Angeles area.

LNI filed chapter 11 for a number of reasons but they ultimately come down
to LNI's lender, Comerica Bank, unexpectedly pulling a million dollar line of credit.
There were other factors, e.g., the recession, but the Bank’s act caused the filing.
LN filed its chapter 11 petition earlier this year; since then, LNI has taken many steps
to improve its financial position.

First, in the context of hearings on the use of cash collateral, LNI has obtained |
approval on several occasions from the Bankruptey Court to use its monies and
to operate its business. To obtain these approvals, LNI had to present detailed
financial information including detailed cash forecasts showing LNI would be
profitable going forward and that it could handle work going forward. In
effect, LNI ﬁad to convince a Federal bankruptey judge four times in the past
few months that LNI could operate profitably {or at least not lose monsy) and
its management was worthy of operating LNI's business. The Bankruptcy Court



Letter to Mike Friend
Martin Quidoor Medig, Inc.
May 23, 2011

Page 2

has unique expertise to make this determination. On each of these occasions
when LNI has requested authority to use its monies to operate its business, the
Bankruptcy Court has granted each request.

Second, LNI retained a chief financial officer, the Pairick Rettig Corporation
(“Rettig”), which is well trained in working with financially froubled companies
and moving these companies to financial health. Rettig has worked with LN
to implement cost cutting procedures, lower costs of goods sold, increase
revenue and develop and implement cash flow projections.

Third the economy is slowly improving.

Fourth, LNl reduced costs including eliminofing a remote sales department and
overhead.

Fifth, since the chapter 11 filing, local governments have awarded contracts to
LNI to manufaciure and, in some instances, to install product as well,  These
municipalities include the City of El Monte, the City of San Diego LACMTA and
the City of Ventura. Also, LN| has contracted for work for Walt Disney, WDI.

Sixth with the new CFO, LNl is operating its business from existing monies and
not relying on a line of credit,

Seventh, LNl is a sizeable company. LNI's total revenues in year 2010 were
$6.21 million.

LNI expecis to emerge from bankruptcy before the end of 2011. LNl is in full
operational mode. Since January 1, 2017, LNI has booked over $2,000,000 in
business. LNI has high expectations that in addition to this contract with Martin, LNI
will book an estimated additional six to ten million dollars in business this year. LNI
has completed approximately $1,700,000 in business since January 1, 2011.

LNI is a local company which employs some 39 workers in the Los Angeles
area. Through its chapter 11 case, LN| expects to save these jobs and to again grow,
LNI has met all of its manufacturing obligations to other municipalities and general
contractors and expects that it will meet all of its manufacturing obligations o Martin
Qutdoor Media, Inc. and the City of Los Angeles.

Please feel free 1o contact me if you have any further questions.

Sincerely yours,

ICES\OF STEVEN-R. FOX

//)) v
(

cc:  Scoft Blakely (LNI Manufacturing)




1675 Locust Street A [P AYCORIE company
Red Bud, liinois 62278

Martin Qutdoor Media, LLC
May 23, 2011

First of all, we would like to thank you for the City of Los Angeles opportunity. We
want to assure you that UltraPlay Systems will commit all the necessary resources to
manage this project from start to finish, UltraPlay is one of 9 divisions of PlayCore
which is a $200M company with over 1 million square feet of manufacturing space
located in 7 states with redundant manufacturing capabilities.

UltraPlay is capable and prepared to produce the quantity of 6,000 AD3H-W7 advertising
benches required for the City of Los Angeles project. We will also assure you that we can
supply these benches within the 12 month schedule and comfortably have 40% additional
capacity in our Red Bud, Illinois facility. We will also have an expertenced team assigned
to this project including a design engineer, a dedicated quality supervisor and a dedicated
shipping / logistics supervisor.

We have been preparing for this project for several months and look forward to supplying
Martin Outdoor Media, LL.C with all the benches and other site amenities required Lo
make this project a success for your company.

Mark Burgess
Vice President Recreation Brands Groups, PlayCore

Mike Moll
General Manager Ultra Play Systems

Philip Clemons _
Sales Manager Ultra Play Systems

I-800-45-ULTRA 1-618-282-8200 1-618-282-8202 FAX -

shelter

& N AYCORE comrpany

A [P AYCORE tompany




Scott Martin
Martin Outdoor Media, LLC
150 NW 70" Avenue, Suite #3
Plantation, Florida 33317

May 11, 2011

Ms. Shannon Eastenson

Bureau of Street Services

1149 South Broadway, Suite 400
Los Angeles, California 90015

Re: Allegations by Blogger Stephanie Kienzle Against Martin Qutdoor Media.

Dear Shannon:

I wanted to alert you to a situation in the City of North Miami Beach as a result of a
complaint filed with the City’s election commission by blogger Stephanie Kienzle regarding
campaign ads for Mayor Myron Rosner on bus benches owned Martin Cutdoor Media
(“MOM?"). In her complaint, Ms. Kienzel alleged that MOM provided the Mayor with bus bench
ads at below market costs, thereby making illegal contributions to the campaign of the Mayor.
Ms. Kienzel's allegations were purportedly based on the rate card for ads contained in MOM’s
website.

MOM quotes rates on its website in the amount of $135 for a standard bench, and $300
for premium locations. As you can imagine, the rates quoted in MOM’s website are aspirational,
and the average rate charged by MOM is approximately $136 per bench. Also, discounts are
given to those customers contracting for a larger number of benches, such as 30 benches.

What is important is that the Mayor did not receive a better rate than anyone else. Mayor
Rosner paid MOM $4,500 for 30 bench ads at the rate of $150 per bench ad for one month. As
you can see, the Mayor paid above MOM's average bench rate, even though he contracted for a
large number of benches. The Mayor’s bench locations were the usual mix of standard and
premium locations. Accordingly, Mayor Rosner did not receive a sweetheart deal on the bus
bench ads he purchased from MOM.

As 1t turned out, the Mayor’s ads remained on the benches for more than one month
because they were so heavily and constantly defaced with graffiti. Paragraph 6 of MOM's
standard contract deals with ads that are “defaced for any cause beyond the control of the
Company” and provides that “the Company will extend if requested to do so, the term of this-
contract equivalent to the lost time without additional cost to the Advertiser other than the fees
pursuant to this contract”. Therefore, as is MOM’s policy, the term of the Mayor’s contract was
extended for an amount of time equivalent to the time during which his defaced ads were
displayed before they could be replaced. '



Finally, MOM made an in *in kind” contribution to the Mayor’s campaign in amount
equal to no more than $500 as a result of the fact that the Mayor’s ads were installed a day or
two early. The monthly rate of $150 per ad pane! translaies to $5 per day per bench ad.
Assuming that MOM installed all of the Mayor’s panels (30 of them) 2 days early, the campaign
contribution was approximately $300.

If you have any questions regarding any of the foregoing, please feel free to give me a
call at (954) 558-4973.

Bedt regards,

Scott Martin



DIRECT DIAL:  310/255-6123

EMAIL, cmw@ffstaw.com
REPLY TO: Los Angeles
FILENO.: 22763-210

May 24, 2011

Honorable Board of Public Works
Room 350, Los Angeles City Hall
200 N. Spring Strest

l.os Angeles, California 90012

Re: Response fo Request for Proposal Protest Filed by Norman Bench Advertising

Honorable Members:

This letter shall serve as a partial response to the baseless Request for Proposal
(hereinafter “RFP") “protest” filed by Norman Bench Advertising (hereinafter “Norman”) against
the proposal submitted by the recommended proposer, Martin Outdoor Media, LLC (hereinafter,
“Martin”). Due to the short time that this protest has been in the hands of Martin, additional
responses may be provided to the Board at the hearing now scheduled for Wednesday, May 25,
2011 at 9:30 a.m.

INTRODUCTION.

Norman has been the sole provider of bus benches in the City of Los Angeles for well
over two decades. During that time frame, it has failed miserably in this effort. Throughout the
last 10+ year reign of the Norman empire, it has NOT ONCE paid the City of Los Angeles more
than the bare minimum in revenue, as required in its contract with the City, as the City’s sole
provider of bus benches. its accounting of its revenues would not even pass muster for a
roadside lemonade stand, let alone a multi-million dollar corporation. This is significant in that
Norman was to pay to the City the minimum payment, plus additional fees if Norman’'s annual
gross receipts exceeded $1,200,000. Even with the fact that Norman NEVER paid more than
the minimum, it has repeatedly been in default with even this “minimum” payment to the City'.
More importantly, Norman’s abject failure to meet even the barest minimum of its contractual
requirements to “maintain” its bus benches in an acceptable manner, has left both the City of
Los Angeles embarrassed and the bus riding public at risk.

Viewed in light these facts, Norman’s shotgun approach to its protest of Martin's
selection as the highest rated proposer for the new bus bench program rings exiremely hollow.
Norman not only lost out to Martin in the selection process, it was ranked a very distant third,
based on its miserable track record as the incumbent bus bench contractor in l.os Angeles and
its failed efforts in the proposal process. Norman's only avenue to rescue itself is to attack the
process and hope that one or more of its baseless arguments strikes a note with this Board. In
reviewing the various arguments put forth by Norman, this Board must ask itself if anything that
Norman has raised is a “material” defect in the process and not merely an attempt to elevate

' This is of particular note considering that Norman has had minimal capital expense since it completed its bench
installation many years ago and Los Angeles remains one of the richest advertising venues in the United States.

L0 ANGELES 3415 S SEPULVEDA BOULEVARD SUITE 1200 LOS ANGELES CALIFDRNIA 90034 T7316/256-6100 F 310/391-4042
IRVINE 2 PARK PLAZA SUITE 1245 IRVINE CALIFORNIA 92614 T 949/252-2777 F M%252-7775 fistaw.eom



Honorable Board of Public Works
May 24, 2011
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“form over substance”. As this response will make abundantly clear, as with its contractual
obligations over the last two decades, Norman has once again failed miserably.

BACKGROUND.

in June, 2010, the City of Los Angeles issued a “Request for Proposal” for the City's Bus
Bench Program. Martin Cutdoor Media, Inc. submitted a response to this RFP. Martin
submitted all required documentation to the City, participated in the evaluation process and was
selected by the City staff as the highest rated proposer out of those entities submitting proposals
to the City. Martin has been diligently “negotiating” with City staff pursuant to the staff's request
and the authorization given to staff by this Board on January 14, 2011. Throughout Norman's
protest letter, Counsel for Norman continually cites to cases and uses arguments which involve
a competitive “bid" process rather than an RFP process. Not a single case cited by Norman is
analogous to the facts present here. As set forth in the City's own documents, this was a
“proposal’ process NOT a “bid” process, By its very nature, the proposal process is a different,
much more flexible process than a "bid” process. While each of the two processes must be fair,
impartial and allow for competition, the City is free in a proposal process to “negotiate” the terms
of the ultimate contract between the City and the selected vendor. Any contract which evolves
out of this negotiating process to provide the services requested in the "Request for Proposal’,
must be substantially as requested in the RFP, but is necessarily a compromise reached during
negotiations. Unlike a “bid” where there is little if any wiggle room to deviate from the bid
specifications or the bid response®, the RFP process necessarily recognizes the fact that the City
does not know exactly what it wants in the final “contract” and as such, solicits proposals from
which it chooses the best one and negotiates the terms of the final contract, as was done here.
In fact, the City's RFP at section 3.5 included the following language:

“Prior to award of the contract, the successful Proposer may be required to attend
negotiation meetings that will be scheduled at a later date. The intent of the meeting(s)
will be to discuss and negotiate contract requirements, compensation, service level
agreements, detailed scope of work specifications, ordering, invoicing, delivery,
receiving, payment procedures, etc., in order to insure successful administration of the
contract.”

The contract now before you is the result of this negotiating process and presents the
City with an even better set of terms and conditions than contemplated by the RFP. It was the
process of honest give and take between the parties, as contemplated by the process, and in
this instance the select vendor, Martin, was both diligent and creative in providing the City with
contract conditions that will allow for a smooth transition from the existing contractor to Martin.
For the sake of the Board, this protest response will address the alleged issues raised by the
protest in the same order as presented in the protest so that the Board will have an easier time
comparing both the allegation and the response.

* A typical City bid contract consists of the bid specifications, the bid response from the bidder, and a cover sheet.
There is no “negotiation” of the terms of the contract,



Honorable Board of Fublic Works
May 24, 2011
Page 3

MARTIN IS A “RESPONSIBLE” PROPOSER.

Mariin has no quarrel with the general legal principals cited by Norman's Counsel
outlining the concept of bidder responsibility, as they are long standing legal principals that the
undersigned as Counsel for Martin has cited numerous times as this Board's past General
Counsel®. However, Norman’s misguided attempt to apply the general concepts of bidder
responsibility to the actions of Martin in this matter in its effort to convince the Board that Martin
is a "non-responsible” proposer, miss the mark completely.

Martin is fully qualified to conduct business within the State of California.

What is absent from the Norman claim that this alleged “fact’ makes Martin a “non
responsible” bidder/proposer, is the citation to any case or statute which would make this
‘requirement” a mandate at the time that a proposal is submitted to a governmental entity in
California in response to an RFP. Martin is not now conducting business within the state of
California, nor was it doing so when it submitted its proposal to the City. Martin was seeking to
do business in this State by submission of its proposal to the City. Once Martin became the
recommended proposer for the bus bench contract, obviously long before the contract is to be
signed, Martin, in January of this year, became fully qualified to conduct business within the
State of California in contemplation of a successful negotiation of the contract with the City.
(See Exhibits 1, 2, and 3 attached hereto.)

This situation is analogous to one where a bidder on a City construction contract needs a
required license to perform the work contemplated by the request for bid. In that instance where
the license is required, the license need not be in place at the time of bid, but must be in full
force and effect at the time the contract is awarded. This concept has been articulated to this
Board by the Bureau of Contract Administration and the Board's legal Counsel on numerous
occasions. If one follows the reasoning of the Norman argument, every out of state entity that
contemplated doing work within this State would have to procure that license or other right, prior
to actually having any business o do in this State. This is an absurd application of the
requirement and would have a chilling effect on any out of state entity seeking to do business in
this State. The State and City economy grows when firms decide to do business in this State
and City; hardly something that the City or State wishes to dissuade in these tough economic
times.

Martin, through an affiliated company, continues, to this day, to be the bus bench
provider for Hollywood, Florida.

Rather than providing this Board with the legal documentation of Martin’s alleged issues
with “Miami Dade County”, Norman attaches a 2007 newspaper article which alludes to an
alleged lawsuit between a Martin related entity and Hollywood, Florida, NOT “Miami Dade
County”". This argument is indicative of the complete lack of integrity contained in this protest.
Needless to say, Norman, seems not to be able to get it right. First and foremost, the issue
mentioned in the newspaper article involves Martin and Hollywood, Florida, not Martin and Miami
Dade County. Martin was in a business dispute with Hollywood, Florida but it was Martin that
had to sue the City in an effort to resolve the dispute over a contract interpretation. NEITHER
HOLLYWOOD, FLORIDA NOR MIAMI DADE COUNTY EVER SUED MARTIN! It is interesting

* Norman has cited this Board only to cases involving “bids” and not a single case involves a “proposal” process.
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to note that there is not a single official document attached to the Norman protest (only a terse
newspaper article) which discusses neither the dispute, the resolution of the dispute or the
ongoing nature of the business relationship between Martin and Hollywood, Florida. Norman
knows quite well that it is very easy to verify if a lawsuit was filed by merely checking the court’s
records. Not only did they not check the records, they did not even read the newspaper article
correctly. Suffice it to say that the matter was resolved in Martin's favor through negotiations, not
litigation, and Martin, through an affiliated company, remains the bus bench vendor for
Hollywood, Florida in full compliance with all terms of its contract with that City. Hardly a matter
that would render Martin “non-responsible”. (See Exhibits 4 and 5, attached hereto.)

LNI Custom Manufacturing’s bankruptey is irrelevant to Martin’s status as a
“responsible” proposer.

Norman's allegation in respect to LNI's bankruptcy somehow creating a “responsibility”
issue for Martin is disingenuous. How does LNI being in bankruptcy/reorganization relate to
Martin being a “responsible proposer’? The simple answer is, it does not. Martin will be
contractually obligated to provide for the manufacture of all the bus benches necessary to meet
its obligations under the proposed contract. The City is to receive its first year payment PRIOR
to the performance of this contract by Martin. Additionally, the City can sue Martin for any
breach of its contractual obligations under the contract and Martin will have posted a
$500,000.00 performance bond to insure its performance according to the terms of the contract.

Martin is using a local supplier, LNI, so as to insure that the contract dollars spent under this
contract remain in the Southern California region. However, Martin has worked with other
manufacturers around this Country and remains obligated to the City regardiess of whether LNI|
can or cannot provide the new bus benches. Martin will meet its obligations through LNI or other
means if necessary, the City will have its first year payment and be able to sue Martin or take
advantage of the performance bond if it fails. Needless to say, this issue is NOT one that
reflects on the “responsibility” of Martin and the argument should be rejected out of hand by this
Board.

As set forth in the letter attached hereto as Exhibit 6 from LNI's legal Counsel, LNI
remains in full manufacturing mode, its bankruptcy was a legal strategy to deal with a business
dispute and LNI continues to book and complete work regardless of the bankruptcy. Further, as
set forth in Exhibit 7 attached hereto, Martin already has a backup manufacturer available in
case LNl has difficulty meeting its manufacturing obligations to Martin. This is simply a non-
issue as far as Martin’s “responsibility” to perform this contract is concerned.

MARTIN’S PROPOSAL WAS “RESPONSIVE”.

The proposal submitted by Martin was in full compliance with all the requirements of the
RFP issued by the City. Norman has chosen to attack Martin's proposal response on four
grounds, claiming that Martin's “failure” in these four areas somehow renders the Martin
proposal ‘non-responsive”. A review of these arguments once again demonstrates that Norman
missed its mark.

Again, Martin has little to argue about the general legal principals that extol the need to
have a fair and impartial selection process, whether it be by bid or proposal. However, Norman
coniinues io cite to cases which are cases involving a “bid” process, not a “proposal” process.
As stated before, the City retains substantial discretion in a proposal process that it does not
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have in a bid process. Nonetheless, none of Norman's arguments demonstrate that the process
was materially flawed or in any way gave Martin an unfair advantage over any of the other
proposers. Martin's “proposal” was, and remains “responsive” to the City's RFP.

Martin complied with all the requirements of the City’s RFP, including the
City’s request to declare, under penaity of perjury, that it did not collude on
its proposal.

Norman’s allegation concerning the City's non-collusion affidavit is puzzling. It claims
that Martin signed its proposal, under penaity of perjury, that it did not “collude” on the proposal
and then seems to argue that this was insufficient fo place Martin in compliance with this
requirement of the RFP. Martin obviously did EXACTLY what the City asked it to do; declare
under penalty of perjury that it did not collude on its proposal submittal. All proposers were
asked to do the same thing, and, Martin assumes, all proposers, including Norman, did what
they were asked to do by the City on this issue. Norman appears to be arguing that Martin
should have gone farther and created an “affidavit” of non-collusion in addition to its statement
“under penalty of perjury”, even though the City did not have such a requirement in its RFP. This
argument strains credibility.

First, this is not an issue with Martin’s proposal, it is an issue with the RFP. Second, if
Norman thought there was an issue with the RFP, it has long since lost its opportunity to
challenge any such RFP problems by waiting almost a year to raise the issue. You cannot
engage in a year long process, lose legitimately, and then cry “foul” about the nature of the
process. But more importantly, the substance of a non-collusion affidavit and a statement of
non-coflusion under penalty of perjury is, in sum and substance, the same thing. Norman
wishes, at this belated date, to attempt to raise form over substance, not because they have any
evidence or information that Martin “colluded” on it proposal (or any of the other proposers for
that matter) but merely fo try to strike down the year long process and protect its incumbency as
the City’s bus bench provider.

Had the City asked for an affidavit, rather than a statement under penalty of perjury,
Martin would have provided it, as | am sure all the proposers would. However, the real need for
such an “affidavit” is decidedly reduced by the fact that this is a “proposal” process rather than a
“bid” process. Here, the City gets to negotiate the contract terms and therefore collusion
becomes infinitely less likely and of no benefit to a proposer, unlike a bid situation where the low
bidder MUST be selected by the City and if the bidders collude, it could cost the City
unnecessary contract dollars.

None of the proposers were disadvantaged by the City's use of the non-collusion
statement under penalty of perjury rather than an actual non-collusion affidavit. The playing field
was level and the only beneficiary of the non-collusion statement or affidavit, the City, got exactly
what it asked for from each proposer, Therefore, this is simply NOT a situation where Martin's
proposal was “non-responsive” for failure to contain a non-collusion affidavit. It was simply not
asked to provide one.
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Martin is not required to have a C 8 license to conduct any work under the
proposed coniract.

Here again, Norman is attempting to raise an issue with the RFP, not the Martin
proposal. Norman appears to conclude that because there is the possibility that some concrete
work may be required to be furnished by Martin in carrying out its obligations under the proposed
contract, it therefore needs a C 8 license to perform such work, i then asks this Board to find
the Martin proposal “non-responsive” because Martin did not state in the proposal that it
possesses such a license.

This argument elevates bootstrapping to an art form. As Norman points out, the RFP did
not have any requirement that any of the proposers possess a C 8 license to do concrete work.
Martin's proposal did not, therefore, contain any such statement concerning a C 8 license. | dare
say, none of the proposers have C 8 licenses, no matter that the RFP did not request such a
license. If, and it really is an if, concrete repair work is required because of the of the state of
any sidewalk around an existing Norman bus bench, then Martin will be required to perform, or
get someone else to perform, that repair work. The City, in the contract negotiations, expressed
a belief that it may, is some instances, have to issue an “A” permit to Martin for such work if it
becomes necessary.

This Board and City staff are well aware that an "A” permit is a permit that is issued over
the counter to ANYONE who desires to repair their sidewalk or driveway in front of their house.
it no more requires a C 8 license than riding a bicycle requires a driver's license. "A” permits are
issued to homeowners every day in this City and no C 8 license is EVER required. Therefore, if
Martin is required to repair sidewalks that have been damaged around Norman's bus benches, it
will do so as every other “A” permittee within the City does, without a C 8 contractor's license, it
should be noted that if the City were to require a “B” permit rather than an "A" permit, THEN a C
8 license would be required. “B” permits are issued when a developer or a contractor is
performing extensive public right of way construction (curb, gutter, sidewalk), not simple
sidewalk or driveway repairs. It was the City's determination to have this work performed under
the “A” permit process, which does not require a C 8 license, rather than the "B” permit process
which does. Once again, Martin is in full compliance with what was required by the RFP in this
instance and for Norman to even intimate that a C 8 license is required for simple sidewalk
repair, is most certainly disingenuous. | dare say that Norman, if it ever actually did any such
sidewalk repair work during its long fenure as the City's bus bench provider, it did not, and
probably does not, possess a C 8 license.

To put this argument to rest once and for all, if the City were to determine that it wished
this work to be done under a C 8 license, something it has emphatically not done during
negotiations, then Martin would do such work with a subcontractor possessing the required C 8
license or would obtain a C 8 license itself. The amount of sidewalk repair work contemplated
by the City under this contract is very small in relation to all the work contemplated by the
contract. Even, assuming for arguments sake alone, that this contract is a public works
construction project, which it is not, then the amount of concrete work requiring a C 8 license
would be of such an amount that it would most assuredly be below ¥ of 1% of the total contract
and, as such, Martin would not have been required to list a C 8 subcontractor in its proposal to
begin with, and could hire such a subcontractor as needed. This whole argument is predicated
on false assumptions and gross bootstrapping by Norman, so Martin's ability to do the work with
a C 8 subcontractor, if necessary, should put this baseless argument to rest for good.
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The undeniable truth is that the RFP did not require a C 8 license, the "A” permit
concrete repair work contemplated by the City under the contract does not require a C 8 license,
but even assuming it is required, Martin can do the work with a C 8 subcontractor if it is
ultimately found by the City to be necessary. Norman’s argument on this issue simply does not
make Martin's proposal “non-responsive”.

Norman’s argument that Martin exceeded the subcontracting percentage
allowable by the RFP is false.

Norman once again draws unsupportable conclusions, based on false assumptions
using figures from the Martin proposal in its attempt to declare Martin’s proposal “non
responsive”. Norman's math calculations include unwarranted assumptions, and are extremely
difficult to follow, let alone reach the ultimate conclusion that Norman wishes and hopes to
reach. Additionally, Norman fails to look at the 51% subcontracting requirement in light of
common sense. There is not a single doliar of public money in this contract! This is a contract
where the contractor is paying the City, not the other way around and all costs of this contract
are to be borne by the contractor. The structure of this contract just simply does not lend itself to
a clear application of the 51% work requirement as in a typical arrangement where the City pays
the contractor for performing work for the City. Why would the City be interested in this 51%
work requirement when it is not financially responsible for any payments to the contractor?

The derivation of this 51% figure in the RFP is the Public Works Construction “Green
Book”. While Martin disputes that this contract constitutes a “public works construction” project
{when was the last time that Los Angeles let a public works construction contract via an RFP?
The answer is NEVER.), Norman's calculations are nonetheless, incorrect. First, the cost of the
manufacturing of the bus benches and trash receptacles needs to be subtracted from the total
amount of the contract which is subject to being performed by any of the proposers. Evenin
routine Public Works Construction projects, (sewers, treatment plants, etc.), large capital
payments for materials (sewer pipe, large pumps, cold boxes, et¢.) which must be purchased by
the contractor from third party vendors are always excluded from the total dollar amount of the
work which could be performed by the prime contractor before calculating how much of the
actual work is being performed by the prime or by the subcontractors.

Norman “selects” certain numbers from Martin's proposal, makes a gross assumption as
to "annual revenues”, a figure which is NOT any where in the proposal, nor was it required to be
submitied, ignores the complexity and nature of this contract, and leaps to its final conclusion
using bad math. Not a compelling argument.

Again, there is no support in Martin’s proposal, the RFP or anywhere else for the
assumption that the minimum fee is in any way related to the annual revenue. If Norman's
figures were correct, Martin would have spent $24.2 million, plus $2,760,000 in City fees (a total
of about $27 million) with a total income of $27.6 million prior to taking into account a myriad of
other operating costs such as sales costs, insurance, back office costs, etc., thus proving that
they could not possibly believe their own figures. In fact, the figures Norman cites prove beyond
a doubt that Martin expects revenues to be far higher than those derived from the minimum fee
payment.
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Norman then goes on to argue that “gross revenues would need to exceed $49,387,755"
and that revenues would need to increase by 79%, thereby setting forth a false comparison in
order to make it appear extremely difficult to reach the revenue target they put forth. There is no
supportable basis upon which Norman makes these statements. But, even using Norman's
numbers, paying operating costs of $18 million to subcontractors requires $36.7 million (not
$49,387,755) in revenue in order to meet the 51% test.

Norman continues stating “the speculation of the gross receipts is irrelevant” since
“clearly subcontracting exceeded the dollar amount permitted....” First, they are the one that is
speculating about revenues for which they have no basis. Norman then illogically states that
subcontracting clearly exceeds the permitted amount. Norman has essentially supported its own
conclusion with fake numbers and false assumptions and then essentially says “see, Martin isn't
doing enough of the contract”. You cannot “clearly exceed” an amount that was not submitted in
the proposal and is clearly an unknown. If you do speculate as to what revenues will be, not a
recommended approach, there is absolutely no reason to believe the figures picked out of thin
air by Norman.

For the record, Martin believes that its payments to subcontractors will be less than 40%
of revenues with respect to operating costs and less than 50% if capital expenditures are
included. (Not even this calculation fits the normal use of the 51% work requirement because
the City is not paying the Contractor).

What Norman’s discussion of this issue does make clear, is that this is a complex
contract that does not lend itself to an easy analysis of subcontracting, sales of bus bench ads
(the fundamental economic support for the whole contract) capital investment in the bus
benches and trash receptacies or other extremely diverse elements that make up this contract.
This is the precise reason that the bus bench program contractor is being selected by RFP and
not a bid. This contract is not just made up of apples and oranges, it is a complete fruit salad,
made up of manufacturing, maintenance, advertising sales, advertising revenues, installation of
benches and more, all leading to a payment from the contractor to the City. Trying to add,
subtract, divide or multiply numbers, especially numbers that no one knows at this point in the
process, on any of these tasks to come up with a percentage of subcontracting is pure
speculation. Unlike a Public Works Construction Contract, where prime contract work and sub
contract work are easily defined, this contract is not designed in that manner. The applicability
of the 51% number and how it applies to what figures in this complex contract should be left to
the City. It knows how it wishes the terms and conditions of the conifract to read and have
negotiated it in that manner.

This is an installation contract, a service contract, a sales contract and an advertising
contract. Once installed, the benches need to be maintained and most importantly, advertising
sold. The sale of the advertising is the single most important aspect of the financial viability of
this contract, and that work is being done by and through Martin. Norman wishes this Board to
believe that this 51% requirement somehow is critical to this contract and that is simply not the
case. However, as stated above, Martin fully intends to do over 51% of the total work under this
contract over the 10 year term of the contract. While it fully intends to use Shelter Clean to
provide maintenance for the new bus benches for the first few years of the contract, Martin also
desires to have this work ulimately performed “in house” by its employees and has discussed
this with both Shelier Clean and the City.
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Once again, in fashioning its argument on this point Norman refers to Martin's submittal
as a “bid". Itis not a bid, it is a "proposal’. As such, the City is free to “improve” its position in
the contract, through negotiation, so if it believes that it is in the best interest of the City to have
the contract structured as it is, with or without the 51% number set forth in the RFP, it is free to
do so,

Martin’s failure to disclose a 2007 dispute with Hollywood Florida, does
not make its proposal to the City “non responsive”,

Once again, Norman misreads a single newspaper article and provides no other
available documentary evidence (readily available court records) to come to the baseless
conclusion that Martin's failure fo disclose a non-existent law suit by “Miami Dade County”,
somehow makes Martin's proposal non-responsive. As set forth above, Martin through an
affiliated company, continues to be the bus bench contractor for Hollywood, Florida, the City that
is mentioned in the newspaper article, and was NEVER sued by Hollywood or as Norman
incorrectly suggests, “Miami Dade County”. No lawsuit, no failure to disclose, no issue.

MARTIN OUTDOOR MEDIA, LLC, IS THE SUCCESSOR LEGAL ENTITY TO MARTIN
QUTDOOR MEDIA, INC.

Norman would have this Board disqualify Martin Outdoor Media, LLC because it was "not
the proposer”. If ever a disgruntied proposer made a “form over substance” argument in an
effort to undo a proposal process, this one should move to the head of the line. The simple fact
is, that the same individuals who proposed to the City, are the same individuals who met with
City staff during the proposal process, are the same individuals who participated in the
negotiating process and are the same individuals who will be operating the City’s bus bench
program under the proposed contract. Martin Qutdoor Media, Inc, had been in discussions with
additional financial partners to further strengthen their ability to perform under the terms and
conditions of the negotiated contract. However, the “on the ground” individuals who will be
carrying out this contract are all in place and are the same individuals who have been dealing
with City staff throughout this RFP process.

Companies are bought, sold, acquired, taken over, or change the nature of their
business status every day. Martin Outdoor Media, LLC is the legal successor entity to Martin
Outdoor Media, Inc. This does not mean that the City is dealing with or will have to deal with
anyone who they were not dealing with before the name change. Martin Qutdoor Media, LLC is
in an even stronger financial position than Martin Qutdoor Media, Inc. who was selected by staff
as the winning proposer. This helps the City it does not hurt it.

Staff was made aware of Martin’s intent to change the name of the contracting entity and
fully understands that this is a change in name only, not in the principals who wil deliver the
contract. What would Norman contend if AT&T, CBS or some other large corporation had
bought Martin? Would this make it a different company? No. Would this disqualify the newly
acquired entity from signing a contract and delivering the services that were negotiated? No.
The question this Board needs to ask is whether or not this is essentially the same company that
submitted the winning proposal. If you put that guestion to staff, the answer will most assuredly
be, yes. Elevating form over substance in no way benefits the City or its citizens. This Board
has repeatedly approved company name changes when a contractor either changed its legal
status, was acquired or merged with another company. There is no doubt that if this name
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change had occurred after the award of the contract it would have been approved without
guestion. Do not penalize Martin for changing its name prior to the contract award, with the full
knowledge of City staff. Norman's accusation on this issue is without merit.

THE CITY CONDUCTED A FAIR AND UNBIASED RFP PROCESS.

The last refuge of all disgruntled bidders and proposers is to attack staff and the process.
Shame on Norman and its Counsel. This argument is particularly distasteful because Norman's
attorney used to be charged with defending the same City staff it now attacks,

The City of Los Angeles through its Board of Public Works awards countless contracts
through the bid and proposal processes every year. Staff's only interest is to ensure that the City
gets the best contractor for the proposed project. Nothing more, nothing less. Staff gets no
additional compensation, no more time off or any other “perk”, regardless of who it recommends
for a particular contract. In the RFP process which is the subject of this protest, no amount of
alleged “bias” on the part of any one individual could explain the dismal showing on behalf of
Norman.

Norman seems to be confusing "knowledge” with *bias”. Anyone who has any
knowledge of the dismal performance of Norman over the past decades could not help but take
that into consideration in evaluating Norman's proposal. In fact, all the evaluators were required
to review the past performance of Norman and consider its performance, or lack thereof (well
documented), in evaluating Norman's proposal. The fact that Norman NEVER paid the City
more than the minimum revenue under its confract; the fact that their accounting for ‘revenues”
was without support or substance; the fact that Norman has been in default repeatedly in failing
to transmit revenue to the City in a timely manner; the fact that Norman failed to install the
contractually agreed number of bus benches (6,000); the fact that Norman has an abysmal
record when it comes to maintenance and repair of its bus benches may just have been why
NONE of the evaluation team ranked Norman in the evaluation process in any other position but
LAST. Norman’s benches are ugly, uncomfortable, graffiti magnets and a complete eyesore on
the City’s streetscape. Norman failed to perform its responsibilities under the terms of its long
standing contract with the City, not just intermittently, but continually.

Norman is asking this Board to make the issue about Mr. Lance Oishi when in fact it is
about Norman and its abject failure as the City's bus bench contractor over decades, not just
months or years, What Norman does not seem to grasp, is that they finished LAST in the
process and even if one individual had an issue with Norman, that does not explain why every
member of the evaluation team came to the same conclusion. Norman was and is its own worst
enemy and its failed performance was the reason it was doomed to failure during the selection
process, not “bias” by the City's contract administrator. Had the City wished to stack the deck
against Norman it would have made past performance a much higher portion of the evaluation
matrix. Instead, past performance was merely 20% of all the available points. Had it been more,
Norman would have lost by even a larger margin.

The most pathetic point made by Norman relating to its failed attempt to demonstrate
‘bias’, is its argument relating to the scoring of its proposal. Norman may be entitled to the 4
points it seeks. However, like the student in school who got an “F” asking the teacher for an 'F
plus”®, it is not really going to make much of a difference in the final grade. Norman was a distant
third in the evaluation process, according to all evaluators, and no amount of mathematical
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recalculation is going o change that fact. No amount of "bias” on behalf of City staff can
account for the fact that Norman finished more than 25 points behind even the second ranked
proposer, let alone Martin.

Norman cites to certain negotiated terms of the proposed contract to demonstrate
alleged bias on behalf of the City against Norman. First and foremost, the City was represented
by legal Counsel and two staff representatives in the contract negotiations. All terms and
conditions were subject o discussion, negotiation and agreement by both sides. Neither side
got all the terms and conditions that it desired as the process was one of give and take, as a
successful negotiation should be. Mr. Oishi was not the sole decider of the contract terms.
Further, if Martin had not agreed to the terms contained in the proposed contract that the City
desired, the City still had the second ranked proposer in the wings waiting to negotiate a
contract. So, if you believe the Norman allegations, the City and Mr. Oishi would have gotten
what it wanted without Martin by merely going to the second ranked proposer as opposed to
“giving in” to all of Martin’s demands. Norman's position on this issue is without merit.

8,000 Benches.

It is interesting that Norman should choose this term as its first “example” of City bias
against Norman and towards Martin. The Board should be aware that Norman, under the terms
of its 10 year contract with the City, was required to place “6,000 bus benches” on the City's
streets. Does anyone, even Norman, know how many bus benches it actually has out on the
streets of Los Angeles? The City doesn’'t know and neither does Norman because Norman has
continually refused to give the City a list of its bus bench locations. As of the writing of this letter,
there is now a detailed inventory of all existing bus benches, recently completed by Martin. This
bus bench inventory is a requirement of both the RFP and the proposed contract. This inventory
has been completed at a cost of tens of thousands of dollars to Martin, is months ahead of
schedule and completed by Martin without even having a signed contract. Apparently Norman
itself does not know how many bus benches it has placed on the City’s streets, as they have
repeatedly used different numbers for their total bus bench placements, depending on who is
talking and what forum they are in. At the very least, Norman was CONTRACTUALLY
REQUIRED to place 6,000 bus benches within the first 30 months after the Notice to Proceed in
accordance with its latest contract with the City and has NEVER had that number of bus
benches installed. Ten years, still no 6,000 benches. The inventory taken by Martin shows the
Norman bus bench count at 5,259. Martin is now aware of every location with a Norman bus
bench and how many are installed at each location based on its recent inventory work.

Norman has expressed its belief that the negotiated number of benches to be installed
over a two year period somehow demonstrates bias on the part of the City negotiating feam
against Norman. Nothing could be farther from the truth. Before Martin can install its new bus
benches on the City’s streets, the Norman bus benches must be removed. Under the Norman
contract, Norman is required to remove its existing bus benches. However, this could produce
consequences which are not in the City's or the bus riding public's best interest. Removal of the
existing benches is a time consuming venture and also creates a disposal issue. If Norman
either refuses to remove its benches or refuses to cooperate with Martin in providing a removal
schedule, installation of the new benches becomes problematic. Martin, in order to solve this
problem, offered to be both financially and practically responsible for the removal of all the
Norman bus benches at a cost to Martin of between $250,000 to $500,000. Martin offered this
option to the City if the process could be spread over two years, and they accepted. This
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process is also in the best interest of the bus riding public. With Martin in charge of both
removal and installation, it can schedule the process in such a manner that the bus riding public
is without a bus bench for the shortest possible time. If Norman removes all its benches, Martin
has one year to install its new benches so there wili be sections of this City which will not have
bus benches for a significant period of time.

The City has its choice. Martin will take full responsibility for removal and reinstallation,
saving Norman the headache and cost of removal, while providing the removed benches to
Norman, if Norman so desires, saving the City any cost of removal, provided that this is
accomplished over two years. The City also has the option of requiring Norman to remove its
benches under the Norman contract, leaving Martin with a clean palate, and Martin will install all
its benches over one year. (Causing some sections of the City {o be without benches forup to a
year.) The City also has the choice to pay Martin the cost of removal of the Norman bus
benches and it will remove and install all new benches within the one year period.

These options are not a material deviation from what was contemplated by the RFP. The
negotiating process is also a learning process and the City realized that a smooth transition from
the old contractor to a new contractor is not easily accomplished after the length of time that the
old contract has been in place. Martin will accommodate whichever option the City chooses.

Norman also wishes this Board to believe that the two year oplion somehow cheats the
City out of revenue. Again, nothing could be farther from the truth. The irony of this “claim” is
the simple fact that Norman NEVER paid the City more than the contractual minimum over the
entire length of its 10 year contract but somehow if Martin takes two years to remove all the old
Norman benches and replace them with Martin's new benches that this will deprive the City of
revenue. In reality, the two year removal and installation protects the bus riding public and
allows for an organized, scheduled removal and installation process. While Martin believes that
it will be more successful with advertisers than has Norman, it will most certainly take time to
woo advertisers back to the bus bench advertising market after the terrible job Norman did in
maintaining its benches. Advertisers do not want their products advertised on dirty, graffiti
ridden bench stock and Martin will have to demonstrate its superior maintenance delivery to
improve the revenue from the bus bench program. The City's negotiation of this term of the
contract hardly demonstrates "bias”.

Liguidated Damages.

The whole purpose of liquidaied damages is to establish a set amount of "damage” to the
damaged party because accessing the actual amount of damage is difficult or impossible. The
agreement to have a defined amount for each "breach” or failure serves both the purpose of
defining what the damage is as well as letting the parties know what is at stake. Having a
‘range” of damages, as was set forth in the RFP, defeats the purpose of having the damages
“liquidated”, i.e, fully defined and delineated in the contract. This term was negotiated between
the parties and is in an amount which is not at all dissimilar to the range in the RFP. Both
parties believe that putting the contractor on notice (hence, the first “notice” being a $0 charge),
was the appropriate way to deal with this contract term and is hardly a material deviation from
the RFP. The term “nit pick” certainly comes to mind.
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Reduced Compensation.

How this contract term amounts to "bias” against Norman is almost unfathomable,
Again, considering Norman’s track record for paying the City the bare minimum, | guess the
compensation formula above the minimum would never seem to come into play if they had
received the contract. This is a City determined formula which Martin agreed to. Martin's
minimum guarantee was greater than that of Norman and if Martin is at all successful, it will
surpass the 10 year Norman track record the first time that Martin pays the City more than the
minimum payment. Negotiations are just that, negotiations. Both parties appear to be in
agreement on this term and if the City wished to have to it stated differently, it would have
informed Martin of this during the negotiations.

Personal Property Tax Revenues.

This argument of "bias” defies logic. First and foremost, it was the City that wished to
“‘own” the benches. Martin did not demand this term. This contract term in no manner affects
any revenues received by the City. The City does not take part in the County's personal property
tax collections, a fact that became painfully apparent to the City and its staff when this issue
came up after the implementation of the City’'s Street Furniture Contract. As plainly stated as it
can be, the City will own over $5,000,000 worth of physical bus bench infrastructure once itis
installed. How is this a bad thing? In fact, if Martin were to "default” under this contract any time
after installation, including the next day, the City maintains ownership of all the new bus bench
stock, insuring that the bus riding public has benches to use while a new contractor is put in
place. This term is a clear “incentive” for Martin to perform under this contract; perform or lose
you entire capital investment, some benefit to Martin. Norman's assertion is so illogical that they
should be embarrassed for making such an accusation. If the City wishes to give ownership of
the installed bus benches back to Martin, it will most assuredly accept it, no questions asked!
This term was requested by the City to obviate the uncertainties that now exist regarding the
removal of the Norman benches.

THE CITY’'S RFP PROCESS WAS FUNDAMENTALLY FAIR AND
PROVIDED ALL PROPOSERS WITH THE SAME RIGHTS AND
OBLIGATIONS,

Protest Procedures.

Norman's argument seems to express a belief that it was treated unfairly by both staff
and the process. Nothing could be farther from the fruth. In attacking the protest process, it
cites to Section 2.8 of the RFP and claims that this “protest process” is impossible to follow in an
RFP. Norman is incorrect.

There are at least three opportunities to mount a chalienge or “protest” to an RFP
process. The first of these arises once the RFF is released. Any potential proposer can
challenge the content, the evaluation criteria or any other portion of the RFP itself that it believes
is in any manner incorrect or unfair. Section 2.8 of the RFP sets out the procedure and time line
to challenge the actual RFP itself. Norman has raised a number of issues that should have
been raised once the RFP was released to the public, NOT now, some 11 months after the
release of the RFP. Section 2.8 defines when and how a challenge to the RFP should be
conducted. Norman chose to participate in the RFP process and now belatedly challenges
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some of the fundamental portions of the RFP at this exceptionally late date. Section 2.8 makes
such challenges untimely.

The second opportunity where a proposer may raise a challenge to the RFP process is
after it has gone through the process and found it to be unfair and biased. Norman went through
the evaluation process, apparently felt is was unfair and has waited until now to raise the issues
in a formal written protest. If Norman did not like how it was treated during the “process” it
should have raised such issues af the time, not waited until the end, once it lost and another
contractor is before the Board for approval. I the process was biased, it was biased during the
evaluation and at the time staff made its recommendation to the Board. Norman failed to raise
these issues in writing to the staff or the Board within the 10 day period provided by Section 2.8
of the RFP. The Board authorized staff to negotiate with Martin back in January and Norman
should have filed its protest to the process at that time as set forth in Section 2.8. There has
been more than sufficient time to raise such issues since January and more than sufficient time
for such a protest to follow the time line set forth in Section 2.8.

The third opportunity to “protest” a proposed award of a contract under an RFP, is once
staff provides the Board with its negotiated contract and staff is legally obligated to release the
actual RFP responses and the evaluator’s evaluations. In this situation, Section 2.8 cannot
apply and was never meant to apply. If a proposer believes the RFP is flawed or that they were
treated unfairly, there is more than sufficient time to follow the express procedures contained in
Section 2.8. The ONLY challenge that should be raised at the time the RFP responses and the
evaluations are released is a challenge to the content of the RFP responses and/or the terms
and conditions of the contract and a challenge to the evaluations themseives. This is a much
more limited scope of protest and the City only has to provide the offended proposer with due
process, not any particular schedule of due process but a chance to file their challenge to the
recommended proposal, the proposed contract and the evaluations and then a chance to be
heard before the contract awarding authority. This right to due process has been met as
Norman actually had 10 calendar days to review the proposals, draft contract and evaluations
and mount this protest, although this protest goes far beyond a mere challenge to the content of
Martin’s proposal, the City's draft contract and the evaluations.

Norman will also be afforded an opportunity to address this Board on Wednesday, May
25, 2011, This time frame more than meets any fundamental requirement for due process. |t
should also be noted that Norman was ordered by this Board to provide everyone, including
Martin, with a copy of their protest, if they filed one, by 9:00 a.m. on Friday, May 20, 2011,
Norman failed to meet this Board mandate and only made its lengthy written protest available to
the City Attorney late in the day on the 20, denying both Martin and the City valuable time to
respond to their shotgun approach in this protest. Martin is YET to receive a copy directly from
Norman and had to chase down a copy late in the day on Friday. Norman's intent to deny Martin
and the City valuable time cannot be overlooked or dismissed. Their fiming was intentional and
calculated to frustrate both the City and Martin in preparing an adequate response.

BOTH THE CITY AND MARTIN DEMONSTRATED “INTEGRITY”
THROUGHOUT THE RFP PROCESS.

Norman’s final attempt to demean the City's RFP process and Martin is nothing more
than a desperate effort to smear both City staff and Martin with a Florida blogger's baseless
allegations about a Martin related entity giving a political candidate “under valued” access to
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some if its bus bench ad space in Florida. In fact, the Mayor actually paid more for his benches
than the average rate charged by Martin. (See Martin's letter to the City attached hereto as
Exhibit 8.} Anyone with a computer can claim that someone did or said anything without proof,
without evidence, without due process. If this unsupported allegation were to gain any traction
with anyone in a responsible position, Martin will cooperate fully and disclose all its records.
There is simply nothing to hide. This Country still adheres to the concept of “innocent until
proven guilty”, a concept that shouid not be lost when evaluating this unsupported allegation by
Norman.

Norman seeks to have this Board delay this contract to investigate an allegation in an on
line bloggers internet posting,; hardly a credible source of anything but gossip. As explained in
Exhibit8, no favoritism was afforded the alleged candidate. Norman’'s argument should be
dismissed and treated as the desperate effort that it is.

CONCLUSION

As with most unfounded bid or RFP protests, Norman paints with a broad brush, makes
baseless allegations, raises issues without documentary support and then claims staff and the
process were “biased” and against it from the beginning. The Board should not be taken in by
any of these tactics, you have all seen them before. The critical guestion you need to ask in
reviewing each of the Norman allegations is whether or not the allegation is first, supported by
credible evidence and then, if true, has it materially changed the level playing field in favor of one
proposer over the others. None of their allegations deserve to be given any credence by this
Board.

An in depth review of the entire RFP process reveals that it was both fair and equitable to
all proposers. It held each proposer to the same set of standards in reviewing its submittals and
all evaluators came to the same conclusions. Martin was the highest rated proposer and
Norman was the lowest, by a wide margin. Norman put itself in this position by repeatedly failing
to provide the City and its citizens with the services it bargained for and should have demanded
from Norman for at least the last 20 years. Norman is a known commodity, a terrible contractor
with little regard for its responsibilities and has thumbed its nose at the City all the way through
its dismal performance on the existing bus bench coniract. Please do not reward their past
failures by giving them one more chance. They do not deserve it nor do the citizens of this City.
It is time for a change, and Martin is that change. Thank you for your consideration.

Sincerely,

Chnstop er M. Westhoff for
FREEMAN, FREEMAN & SKHEEY ' LLP

Attorneys for Martin Qutdoor Media, LLC
CMW:1349021,1

cc. Ted Jordan, Esq., Assistant City Attorney
Mr. Lance Qishi, Bureau of Street Services
Ms. Shannon Zastenson, Bureau of Strest Services



State of California
Secretary of State

CERTIFICATE OF REGISTRATION

I, DEBRA BOWEN, Secretary of State of the State of California, hereby cerlify;

That on the 10th day of January, 2011, MARTIN OUTDOOR MEDIA OF LOS
ANGELES, LL.C, complied with the requirements of California law in effect on that date
for the purpose of registering to transact intrastate business in the State of California;
and further purports to be a limited liability company organized and existing under the
laws of Delaware as MARTIN OQOUTDOOR MEDIA OF LOS ANGELES, LLC and that
as of said date said limited liability company became and now is duly registered and
authorized to transact intrastate business in the State of California, SUBJECT,
HOWEVER, TO:

(a) any licensing requirements otherwise imposed by the laws of this State and;

(b) that subject foreign limited liability company shall transact all intrastate
business within this State under the above name elected.

IN WITNESS WHEREOF, | execute
this certificate and affix the Great Seal
of the State of California this day of
February 5, 2011.

DEBRA BOWEN
Secretary of State

NP-25 (REV 1/2007)

&2 cg.g]os 99731
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e Application to Register a Foreign 1 1
LLC-5 | | imited Liability Company (LLC) 201102510190

To r,eglster an LLC from another state or country in California, 7l out fhis ENDORSED - FILED
fonm and subrmit for filing along with: - | in the office of the Secretary of Stale
- A $70 fling foe, of the State of Califomia
- Acertificate of good standing from the agency whers yolr L.LC was

farmed originally, and JAN 19 2011

— A separate, hen-refundable $15 service fee, if you drop off the
compieted form,

lmpsﬂantf LLCs in California may have. to pay a riunimur $800 yearly |
tax & the Franchise Tax Board.

LLC?. that provide profassional’ services cannait register in. California. ‘ This Space For Dffice Use Only
. ? For questlons about th:s form, go 1o Wwiv.sos.0a,90v/business/be/filing-tips. htrm
7 @ Name to be used for this LLC in California

¢ Marlin Qutdoor Media of Los Angeles, LLC

i {Proposed LG nams) The proposed LLG name; must snd with oie of thess tarms: ‘LLC." L.L.G.," “Limitad Liaiity Gompary,”
: “Limied Liablity Co.," "Ltd: Uiabliity-Co." or “Lid. Liabilly Company;" and may: nut nclude these words:
“bank,” "trust," "inusted,” Mingdmorated,” ing.," "tdrporation,” of “corp: " Mindurer,” of “insuranice company”

@ I.jLC History
& If the proposed LLC name you listed above ts different than the LLG name you 52 NOW (as ligted on:vour certrﬁcate
i of good standrng), list-the complete LLC name uSed now;

Da’t'e your E_LC Was‘fa‘rmad'(MM .DD YYYY} ;
¢ State o Gountry where your LLC was formed: 'E? B
d. Your LLG cugrerily has powers.and privileges to eonduct bt.asiness in the state or couniry itsted above

e

@ Service of Process
Lést a California resident or a qualified 1505 corporation in California that agrees to be your agent to accept service of
process in case your LLG | is, sued You. may llsl any. aduit who lives i Canfornea‘ You may notdist an LLC.as your agent.

a Agent'sname:

~ b Agent‘saddmss L%ff’l e 4 Lty ENEAR G T
stredt-address: I c:ty (nor abbrawet:ons) state #ip
If the agert listed abiove has resigned or-eannot be found or served after reasonable aliempts, the California Secretary

of State will be appointed thé agent for service of protess for your LLG.

'@ LLC Address
a.. LtSt address for your Ligs headquarters.

 ftigingre, -3, Pk WTRT jo 8

‘sﬁnefaddrm‘sﬁ - Gty (o aanmviaﬁons)' ‘
b List address for your LLC’s maln oﬂ‘ e tn Cahforn§a fany;

® R{ead and sign below:
‘ | eclaré that | am the person who signed this form, and that | am authorized to- do so undéi thié faws of the slate or
coémiry whera this LLG was formed

Pnni‘your nama here'

" Make cheikirhoniey order payable to: Sacretary of State By Mgl Drop-0ff
We-can give you up lo 2 freercertified copies.of Secretary of Sfate Secretary of Sixle
your i fitee: form if you subniit up 0 2 cormpleted Business Entities, P.O. Boy 944228, 18004 1th St., 3nd Floor,

copias of this form {with =il attaghrnenis), ‘ ‘ Sagramenio, GA 94244-2280 Sactamento, CA 95814

Pornorifinnn Pado &8 17978 AFAR A1TARD Qavarnd anr Tavatinmnils & 17014 AR aRlasfn Barmlar ot Qoo




The First State

I, JEFFREY W. BULLOCK, SHCRETARY OF STATE OF THE STATE oF
DELAWARE, DO HEREBY CERTIFY "MARTIN OUTDOOR MEDIA OF LOS
ANGELES, LLC" IS DULY FORMED UNDER THE LAWS OF THE STATE OF
DELAWARE AND IS TN GOOD STANDING AND HAS A LEGALlEXISTENCE-' S0
FAR AS THE RECORDS OF THIS OFFICE SHOW, AS OF THE THIRD DAY OF
JANUARY, A.D. 2011. ' ' o L

AND I DO HEREBY FURTHER CERTIFY THAT THE ANNUAL TAXES HAVE

NOT BEEN ASSESSED TO DATE.

N

Vel e

i

sk, e QS; effrey W, Bullock, Secretary of State
4821316 8300 AUTHENTYCATION: B466862

DATE: 01-03-11

110001885

You may verify this certificate online
at corp,delawaze.gov/authver.sh

BTN}
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Californie Secrelary of State's office.

FEB 05 201 ?/

OEERABOWER, Secrotry o Stote




State of California
Secretary of State

AMENDED CERTIFICATE OF REGESTRAT!OE?I |

1, DEBRA BOWEN, Secretary of State of the State of California, hereby ceﬁify:

That on the 1st day of March, 2011, there was filed in this office an Amended
Application for Registration, Foreign Limited Liability Company whereby the name,
under which the foreign limited liability company was registered and transacting
business in California, as MARTIN OUTDOOR MEDIA OF LOS ANGELES, LLC a limited
liability company organized and existing under the laws of Delaware was changed to
MARTIN OUTDOOR MEDIA, LL.C.

This limited liability company complied with the requirements of California law in
effect on that date for the purpose of registering fo transact intrastate business in the
State of California and as of the said date has been and is qualified and authgrized to
transact intrastate business in the State of California. Subject, however, to any
licensing requirements otherwise imposed by the laws of this State.

IN WITNESS WHEREOF, | execute
this certificate and affix the Great
Seal of the State of California this
21st day of March, 2011.

DEBRA BOWEN
Secretary of State

by
NP-25 (REV 1/2007) £ 08P 0§ 99797



State of California | '
Secretary of State ENDORSED .

in the office of the Secreg
a
of the State.of Camogg Stete

MAR 01 201

LIMITED LIABILITY COMPANY |
APPLICATION FOR REGISTRATION |
CERTIFICATE OF AMENDMENT

A $30.00 filing fee must accompany this form
IMPORTANT - Read Instructions befora completing this form,

Tris Spaca For Filing Use Only

1. Secretary of Stale File Numbar - |

2010 251010\ |

2. Name under which this foreign limited liability company is condusiing business in California:
MAZEIN QuTBl M EDINE OoF L PMNIGELES (LG

3. COMPLETE ONLY THE SECTIONS WHERE INFORMATION IS BEING CHANGED. ADDITIONAL PAGES MAY
BE ATTACHED, IF NECESSARY. CONSULT THE INSTRUCTIONS BEFORE COMPLETING THIS FORM,

A. The nama under which this foreign limited liability compan canducls business in California, (End the name
with the words “Limited Liabllity Company.” or "Ld. Liabillty Co.,” or the abbreviations "LLC" or “L.LIC.")

MALTIN QUTDOIR Mmook, L G
B. The name of the foreign limiled liability company has been changed as follows and has bean racorded in the
home stale or country,

MARTEY OUTDEOR. MAEDU | LG
C. State or country of formation of the foreign limitad Habiilly company, if false or arroneous at lime of registration.

D. Date on which the foreign limited tiability company was lormed, if false or erroneous at time of registration,

E. Address of the principal exscutive offlca; City Siate Zip Code
F. Address of the principal office in California: Gty Stala CA ZipCode
4, Fulure effactive dale, if any; Cor Month Day Voar

—

5. Number of pages allached, il any; ;

claration: Itis hereby declared that | am the person who execuled this instrurnent, which execution s my act and deed,

Wl 4 W,J LB L b ERLEND
Signature of AilHorized Perst Type or Print Name and Tille of Authorized Perzon
Egooutive Nice "¥resy eart

2\22) 2.01

Oate ;
RETURMN TO: 4 _ |
HAME {'“:,Ao.,:\, A THRen 1 ‘

© O FIRM / Qs\dxqfar Modia LLT
"ADDRESS . .- \3\'\ &ﬁugﬂ\;{ Tedode “DAvE.

3 —c:TWSTATE Beverh ' co- agz00

#ip cODE’ L— er t% _,_J
SEC/BTATE (RBV, 0372005) mum F!UNG FE& séom

v TANS 2R 0 T Syrem Dabing



| hereby cerlify that the {oregoing
franscript of_____,zl__. paga(s)
is @ full, trua and carect copy of lslg
original record in the custody of e

California Secratary of Slat's offica.

MAR 21 201

DEBRA BOWEN, Secretary of State
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| CETY__d HOLLYWOOD, FLORIDA

ya Department of Public Utilities '
"r.;«,%./;ﬂ:‘h' Engineering and Construction Services + PO. Box 229045 » Hollywood, Florida 33022-9045
Phone {954) 921-3930 « Fax (954) 921-3358 « wwwholiywoodfl.org

May, 5, 2011

Re: Sunshine State Media, Inc. Bus Bench Agreement

To Whom It May Concern;

Please accept this letter as notice that as of this day, May 5, 2011, Sunshine State Media is
current with contractual fees that are paid to this City as part of the bus bench agreement
between the City and Sunshine State Media.

Should you have any questions or concerns in regards to this matter, do not hesitate to
contact me.

Sincerely,

Laura A. Borgesi, EI, PSM
Project Engineer

Qur Mission: We are dedicated 10 providing municipal servicss for our diverse community in an atmosphere of cooperation, courtesy and respect,

e do this by ensuring all who live, work and play in the Ciry o T Hollywood enjoy 1 high quality of life,

‘An Equal Opportunity and Service Provider Agency” :é.'f‘":éﬁ;;;;




From: <AFallik@hollywoodil.org>

Date: Fri, 06 May 2011 13;25:05 -0400

To: <scott@gobenches,com>

Subject: Re: FW: MOM v City of Hollywood - Case Closed - Dismissal filed 3/07/07

Dear Scott:

As you have requested, I am sending this e-mall to confirm that there is no pending !itigation' between Martin Qutdoor Media, Inc. and
the City of Hollywood. However, it occurs to me that no one need rely on this e-mail, since this information is avallable on the Clerk of
the Courts website, - .

Alan Fallik

Deputy City Attorney

2600 Hoflywood Bivd.
Hollywood, FL 33020
(telephone) (954) 921-3435
(facsimile) (954) 921-3081

>>> “Scott Martin® <scott@gobenches.com> 5/6/2011 11:51 AM >>>

-----0Original Message-----

From: Barbi Domino [mailto: ctplaw@msn.com]

Sent: Thursday, May 05, 2011 5:41 PM

To: scott martin; dmaelion@aol.com

Ce: eswpa@aol.com

Subject: MOM v City of Hollywood - Case Closed ~ Dismissal fited 3/07/07

CASE DETAIL

Broward County Case Number; CACE(5002286 State Reporting Number: 062006CAQ02286AXXXCE
Court Type: Civil Bivision - Circuit Court Case Type: Temporary / Permanent Injunction
incident Date: N/A Filing Date: 02/17/2006

Court Location: Central Courthouse : Case Status: Disposition Entered

Magistrate 1D / Name: N/A Judge D / Name: 18 Singer, Michele Towbin

Style: Martin Quidoor Media Inc Plaintiff vs. Hollywood Florida Gity Of Defendant

[ " T " " Pyt - i

1?] Party Detail

Address {Per AOSCO7-49, only the addresses of counsel can be Attorneys [ Address
Pasty Type Party Name displayed.) ; Denotes Lead Attorney )
Phaintiff Martin Outdoor Media Pu"aﬁégﬁﬁﬁ L
Inc : Wintter & Assoclates Pa

2239 Hollywood Blvd
Hollywood, FL 33020-0000 {

Defendant Hollywood Florida City O‘dewhg‘g;am*;m M

Of : 2600 Hollywood Blvd Rm-

407
HoHlywood, FL 33020-0000

[?] Disposition Detail

Date Statistical Closure{s)
03/07/2007 Dismissed, Settled or Disposed After Hearing
Date Disposition(s)
Notice of Yoluntary Dismissal
03/07/2007 Converted Disposition:
Notice Of Vol Dismissal: Fid & Rec W/prej (9jo)




Law Offices of Steven R. Fox
Bankruptcy & Related Matters

17835 VYenhxa Boulevard

Suite 306

Encino, CA 91316

818. 774, 3545 Ph / 818, 774, 3707 £AX

emdlis@ioxaw.com

May 23, 2011

Martin QOutdoor Media, LLC.

1317 Beverly Estate Drive

Los Angeles, CA 90210-2117
Attention: Mike Friend, General Counsel

Re: LNI; Business Relationship with Martin Qutdoor Media, LLC

To Whom it May Concern:

| represent LNI Custom Manufacturing, Inc. ("LNI"} in its chapter 11 case. |
write this letter with respect to certain allegations raised in a protest dated May 20,
2011, made by Norman Bench Advertising (“Norman®) in connection with a "Request
for Proposal for Bus Bench Program Contract Calendar Years 2011 through 2021."

In its protest, Norman Bench Advertising states LNI is a debtor in a chapter 11
proceeding and that LNI may liquidate its business instead of reorganizing. While a
debtor in chapter 11 may liquidate iis business, this is not LNI's intenfion. Norman
infers a liquidation without knowledge of LNI’s chapter 11 case and LNI's steps to
reorganize. With the brief history of LNI | provide below and the steps LNI has taken
{and will continue to take) to reorganize, | am comfortable the Board of Public Works
can safely conclude that LNI can perform its contractual obligations.

LNI was established in 1995. LNI designs, manufaciures, sells, and installs
custom sign and shelter solutions for fransit systems. Scott Blakely has been the
owner and president/CEQ of the business since 1995. He has over 30 years of
experience in the industry. LNI employs some 39 employees in the Los Angeles area.

LNI filed chapter 11 for a number of reasons but they ultimately come down
to LNI's lender, Comerica Bank, unexpectedly pulling a million dollar line of credit.
There were other factors, e.g., the recession, but the Bank’s act caused the filing.
LNI fied its chapter 11 petition earlier this year; since then, LNI has taken many steps
to improve its financial position, '

First, in the context of hearings on the use of cash collateral, LN has obtained
approval on several occasions from the Bankrupicy Court to use its monies and
to operate its business. To obfain these approvals, LNI had to present detailed
financial information including detailed cash forecasts showing LNI would be
profitable going forward and that it could handle work going forward. In
effect, LNI gmd to convince a Federal bankruptey judge four times in the past
few months that LNI could operate profitably (or at least not lose money) and
its managemeni was worthy of operating LNI's business. The Bankruptcy Court



Letter to Mike Friend
Martin Quidoor Media, inc.
May 23, 2011
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has unique expertise to moke this determination. On each of these occasions
when LNI has requested authority fo use its monies o operate ifs business, the
Bankruptcy Court has granted each request.

Second, LNI retained a chief financial officer, the Patrick Rettig Corporation
(“Rettig”), which is well trained in working with financially froubled companies
and moving these companies to financial health. Rettig has worked with LNI
to implement cost cutting procedures, lower costs of goods sold, increase
revenue and develop and implement cash flow projections,

Third the economy is slowly improving.

Fourth, LNI reduced costs including eliminating a remote sales department and
overhead,

Fifth, since the chapter 11 filing, local governments have awarded coniracis to
LNI to manufacture and, in some instances, to install product as well.  These
municipalities include the City of El Monte, the City of San Diego LACMTA and
the City of Ventura. Also, LNI has contracted for work for Walt Disney, WDI.

Sixth with the new CFO, LNl is operating its business from existing monies and
not relying on a line of credit.

Seventh, LNl is a sizeable company. LNi's total revenues in year 2010 were
$6.21 million.

LNI expects o emerge from bankruptcy before the end of 2011, LNl is in full
operational mode. Since January 1, 2011, LNI has booked over $2,000,000 in
business. LNI has high expectations that in addition to this contract with Martin, LNI
will book an estimated additional six to ten million dollars in business this year. LNI
has completed approximately $1,700,000 in business since January 1, 2011,

LNI is a local company which employs some 39 workers in the Los Angeles
area. Through its chapter 11 case, LN| expects to save these jobs and to again grow.
LNI has met all of its manufacturing obligations to other municipalities and general
contractors and expects that it will meet all of its manufacturing obligations to Martin
Qutdoor Media, Inc. and the City of Los Angeles.

Please feel free to contact me if you have any further questions.

Sincerely yours,

cc:  Scott Blakely {LNI Manufacturing)



1675 Locust Street A [P AYCORE" company
Red Bud, Illinois 62278

Martin Qutdoor Media, LLC
May 23, 2011

First ol all, we would like to thank you for the City of Los Angeles opportunity, We
want to assure you that UltraPlay Systems will commit all the necessary resources to
manage this project from start to finish. UltraPlay is one of 9 divisions of PlayCore
which is a $200M company with over 1 million square feet of manufacturing space
located in 7 states with redundant manufacturing capabilities.

UltraPlay is capable and prepared to produce the quantity of 6,000 AD3H-W7 advertising
benches required for the City of Los Angeles project. We will also assure you thal we can
supply these benches within the 12 month schedule and comfortably have 40% additional
capacity in our Red Bud, Hinois facility. We will also have an experienced team assigned
to this project including a design engineer, a dedicated quality supervisor and a dedicated
shipping / logistics supervisor,

We have been preparing for this project for several months and look forward to supplying
Martin Outdoor Media, LI.C with all the benches and other site amenities required to
malke this project a success for your company.

Mark Burgess :
Vice President Recreation Brands Groups, PlayCore

Mike Moll
General Manager Ultra Play Systems

Philip Clemons
Sales Manager Ultra Play Systems

1-800-45-ULTRA 1-618-282-8200 ' 1-018-282-8202 FAX -

T JDAY um!tea‘!

» FHLAYCORE Compant

A [PLANCORE Compant




Scott Martin
Martin Outdoor Media, LLC
150 NW 70™ Avenue, Suite #3
Plantation, Florida 33317

May 11, 2011

Ms. Shannon Eastenson

Bureau of Street Services

1149 South Broadway, Suite 400
Los Angeles, California 90015

Re: Allegations by Blogeer Stephanie Kienzle Against Martin Qutdoor Media,

Dear Shannon:

1 wanted to alert you to a situation in the City of North Miami Beach as a resultof a
complaint filed with the City’s election commission by blogger Stephanie Kienzle regarding
campaign ads for Mayor Myron Rosner on bus benches owned Martin Outdoor Media
(“MOM”). In her complaint, Ms. Kienzel alleged that MOM provided the Mayor with bus bench
ads at below market costs, thereby making illegal contributions to the campaign of the Mayor.
Ms. Kienzel’s allegations were purportedly based on the rate card for ads contained in MOM’s
website.

MOM quotes rates on its website in the amount of $135 for a standard bench, and $300
for premium locations. As you can imagine, the rates quoted in MOM’s website are aspirational,
and the average rate charged by MOM is approximately $136 per bench. Also, discounts are
given 1o those customers contracting for a larger number of benches, such as 30 benches.

What is important is that the Mayor did not receive a better rate than anyone else. Mayor
Rosner paid MOM $4,500 for 30 bench ads at the rate of $150 per bench ad for one month. As
you can see, the Mayor paid above MOM's average bench rate, even though he contracted for a
large number of benches. The Mayor’s bench locations were the usual mix of standard and
premium locations. Accordingly, Mayor Rosner did not receive a sweetheart deal on the bus
bench ads he purchased from MOM.

As it turned out, the Mayor’s ads remained on the benches for more than one month
because they were so heavily and constantly defaced with graffiti. Paragraph 6 of MOM's
standard contract deals with ads that are “defaced for any cause beyond the control of the
Company” and provides that “the Company will extend if requested to do so, the term of this
contract equivalent to the lost time without additional cost to the Advertiser other than the fees
pursuant to this contract”. Therefore, as is MOM’s policy, the term of the Mayor’s contract was
extended for an amount of time equivalent to the time during which his defaced ads were '
displayed before they could be replaced.



Finally, MOM made an in “in kind” contribution to the Mayor’s campaign in amount
equal to no more than $500 as a result of the fact that the Mayor’s ads were installed a day or
two early. The monthly rate of $150 per ad panel translates to $5 per day per bench ad.
Assuming that MOM installed all of the Mayor’s panels (30 of them) 2 days early, the campaign
contribution was approximately $300.

If you have any questions regarding any of the foregoing, please feel free to give me a

call at (954) 558-4973.
W ( 2 %

Scott Martin
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Janice Takimoto <janice.takimoto@lacity.org>

Fw: Keep Alcohol Ads off L.A. Bus Benches - JUST SAY
NO, PLEASE!

2 messages

William Weeks <william.weeks@lacity.org> Thu, Jun 9, 2641 at 1:18 PM
To: janice takimoto@lacity.org

----- Original Message -

From: ingrid mueller <ingridinvenice@yaheco.com>

To: Executive Officer Wiliam Woeeks <william weeks@lacity org>

Sent: Tue Jun 07 11:29:01 2011

Subject: Keep Alcohol Ads off L.A. Bus Benches - JUST SAY NO, PLEASE!

Alcohol is adult entertainment! We need not cram very potentially abused
substances into
waiting bus dwellers' minds, including a whole lot of minors!

Please have truly 'common' sense: Simply Say No to those advertisers that
simply do not care.

With the cost of alcohol in L.A County estimated to be $10.8 billion
annually, the city should not be a partner in promoting alcohol.

Yet the proposed 10-year bus hench contract with Martin Outdoor Media LLC,
inexplicably allows the company to place alcchol ads on public property.

Currently the L.A. MTA does not allow alcohol advertising on its buses,
trains and other transi facilities. | respectfully urge you to adopt this

wise policy and not approve the Martin Qutdoor Media confract until an
amendment is added to not allow alcohol ads on city-owned bus benches.
Thank you.

Let's help create more angels than evil in this City.

Sincerely,

ingrid mueller

1027 Elkgrove Ave Apt 3
Venice, CA 90291

Janice Takimoto <janice.takimoto@lacity.org> Fri, Jun 10, 2011 at 7:23 AM
To: Andrea Alarcon <andrea.alarcon@lacity.org>, Paula Daniels <paula.daniels@lacity.org>,
steve.nutter@lacity.org, Valerie SHAW <valerie shaw@lacity.org>

Cc: Teri Schmidt <teri.schmidi@lacity.org>

One hard copy is available on the Executive Officer's desk.
Thank you.
it

https://mail.google.com/a/lacity.org/?ui=2&ik=b7aad3 1513 &view=pt&search=inbox&th=... 6/10/2011
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[Quoted text hidden)

Janice Takimoto

Senior Clerk Typist, Board of Public Works

City of Los Angeles, Department of Public Works
213-978-0275 voicemall

213-978-0278 fax

Mail Stop 465

https://mail.google.com/a/lacity.org/fui=2&ik=b7aad31513&view=pt&search=inbox&th=... 6/10/2011
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Janice Takimoto <janice.takimoto@lacity.org>

Fw: Keep Alcohol Ads off L.A. Bus Benches

23 messages

William Weeks <william.weeks@lacity.org> Thu, Jun 3, 2011 at 1:17 PM
To: janice.takimoto@lacity.org

--—- (riginal Message ~--

From: Monroe Pederson <jnmpS52@alumni.usc.edu>

To: Executive Officer Wiliam Weeks <william.weeks@lacity.org=
Sent: Tue Jun 07 15:09:02 2011

Subject: Keep Alcohot Ads off L.A. Bus Benches

| am deeply troubled by alcohol-ads on public property. With the cost of
alcohol in L.A County estimated to be $10.8 billion annually, the city
should not be a partner in promoting alcohol.

The L.A. Department of Public Health recently recommended that "reducing
alcohol advertising in public spaces and in areas commonly seen by minors,”
would help discourage underage drinking. Yet the proposed 10-year bus bench
contract with Martin Outdoor Media LLC, inexplicably allows the company io
place alcohol ads on public property.

The research is clear: the more alcohol advertisements young people see, the
more likely they are to drink and drink to excess. Restricting youth

exposure to alcohol advertising has important benefits, including reducing
youth drinking and binge drinking. Currently the L.A. MTA does not allow
alcohol advertising on its buses, trains and other transit facilities. |

respectfully urge you to adopt this wise paolicy and not approve the Martin
QOutdoor Media contract until an amendment is added to not allow alcoho! ads
on city-owned bus benches.

Thank you.
Sincerely,
Monroe Pederson

515 W Avenue J12
Lancaster, CA 93534

William Weeks <william.weeks@lacity.org> Thu, Jun 9, 2011 at 1:17 PM
To: janice.takimoto@lacity.org

————— Original Message -—--

From: Raul Anorve <ranorve@idepsca.org>

To: Executive Officer Wiliam Weeks <willlam.weeks@lacity.org>
Sent: Tue Jun 07 13:01:01 2011

Subject: Keep Alcohol Ads off L.A. Bus Benches

1

I am deeply troubled by alcohol-ads on public property. With the cost of

https://mail.google.com/a/lacity.org/Tui=2&1k=b7aad3 1513 & view=pt&search=inbox&th=... 6/11/2011
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alcohol in L.A County estimated to be $10.8 billion annually, the city
should not be a partner in promaoting alcohaol.

The L.A. Department of Public Health recently recommended that "reducing
alcohol advertising in public spaces and in areas commonly seen by minors,"
would help discourage underage drinking. Yet the proposed 10-year bus bench
contract with Martin Outdoor Media LLC, inexplicably allows the company to
place alcohol ads on public property.

The research is clear: the more alcohol advertisements young people see, the
more likely they are to drink and drink to excess. Restricting youth

exposure to alcohol advertising has important benefits, including reducing
youth drinking and hinge drinking. Currently the L.A. MTA does not allow
alcohol advertising on its buses, trains and other transit facilities. |

respectfully urge you to adopt this wise policy and not approve the Martin
Qutdoor Media contract until an amendment is added to not aliow alcohol ads
on city-owned bus benches.

Thank you.
Sincerely,
Raul Anorve

4401 Berkshire Ave
Los Angeles, CA 90032

Page 2 of 24

William Weeks <william.wesks@lacity.org>
To: janice.takimoto@lacity.org

————— Original Message --—-

From: Denis Quinonez <dguinonez@salesianclubs-la.org>

To: Executive Officer Wiliam Weeks <william.weeks@ilacity.org>
Sent: Tue Jun 07 12:06:01 2011

Subject: Keep Alcohol Ads off L.A. Bus Benches

Dear City leaders,

t am deeply troubled by alcohol-ads on public property. With the cost of
alcohol in L.A County estimated to be $10.8 billion annually, the city
should not be a partner in promoting alcohol.

The L.A. Department of Public Health recently recommended that "reducing
alcohol advertising in public spaces and in areas commonly seen by minors,”
would help discourage underage drinking. Yet the proposed 10-year bus bench
contract with Martin Outdoor Media LLC, inexplicably allows the company to
place alcohol ads on public property.

The research is clear: the more alcohol advertisements young people see, the
more likely they are to drink and drink to excess. Restricting youth

exposure to alcohol advertising has important benefits, including reducing
youth drinking and binge drinking. Currently the L.A. MTA does not allow
alcohol advertising on its buses, trains and other transit facilities. |

respectfully urge you to adopt this wise policy and not approve the Martin
QOutdoor Media contract until an amendment is added to not altow alcohol ads
on city-owned bus benches.

Thu, Jun 9, 2011 at 1:18 PM

https://mail.google.com/a/lacity.org/Tui=2&ik=bTaad3 151 3&view=pt&search=inbox&th=... 6/11/2011
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Thank you.

Denis Quinonez
Director, Boyle Heights Coalition for a Safe and Drug-Free Community

Sincerely,
Denis Quinonez

3248 Wabash Ave
L.os Angeles, CA 20063

William Weeks <william.weeks@lacity.org> Thu, Jun 9, 20191 at 1:18 PM
To: janice.takimoto@lacity.org

---— QOriginal Message -—--

From: Don Knutson <vegdon@macnexus.org>

To: Executive Officer Wiliam Weeks <william.weeks@lacity.org>
Sent: Tue Jun 07 11:56:01 2011

Subject: Keep Alcohol Ads off L.A. Bus Benches

| am deeply troubled by alcohol-ads on public property. With the cost of
alcohol in L.A County estimated to be $10.8 billion annually, the city
should not be a partner in promoting alcohol.

The L.A. Depariment of Public Health recently recommended that "reducing
alcohol advertising in public spaces and in areas commonly seen by minors,”
would help discourage underage drinking. Yet the proposed 10-year bus bench
contract with Martin Outdoor Media LLC, inexplicably allows the company o
ptace alcohol ads on public property.

The research is clear: the more alcohol advertisements young people see, the
mare likely they are to drink and drink to excess. Restricting youth

exposure to alcohol advertising has important benefits, inciuding reducing
youth drinking and binge drinking. Currently the L.A. MTA does not allow
alcohol advertising on its buses, trains and other transit facilities. |

respectiully urge you to adopt this wise policy and not approve the Martin
Outdoor Media contract until an amendment is added to not allow alcohol ads
on city-owned bus benches.

Thank you,
Sincerely,
Don Knutson

2004 5th St
Sacramento, CA 95818

William Weeks <william.weeks@lacity.org> Thu, Jun 8, 2611 at 1:18 PM
To: janice.takimoto@lacity.org

----- Original Message -

From: David Weinberger <davidandroheria@gmail.com>

To: Executive Officer Wiliam Weeks <william.weeks@lacity.org>
Sent: Tue Jun 07 11:26:01 2011

Subject: Keep Alcohol Ads off L.A. Bus Benches

https://mail.google.com/a/lacity.org/7ui=2&ik=b7aad3 1513 &view=pté&search=inbox&th=... 6/11/2011
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H]

i am deeply troubled by alcohol-ads on public property. With the cost of
alcohol in LA County sstimated to be $10.8 billion annually, the city
should not be a partner in promoting alcohol.

The L.A. Department of Public Health recently recommended that "reducing
alcohol advertising in public spaces and in areas commaonly seen by minors,”
would help discourage underage drinking. Yet the proposed 10-year bus bench
contract with Martin Cutdoor Media LLC, inexplicably allows the company to
place alcohol ads on public property.

The research is clear: the more alcohol advertisements young people see, the
more likely they are to drink and drink to excess. Restricting youth

exposure to alcohol advertising has important benefits, including reducing
youth drinking and binge drinking. Currently the L.A. MTA does not allow
alcohol advertising on its buses, trains and other transit facilities. |

respectfully urge you to adopt this wise policy and not approve the Martin
Outdoor Media contract until an amendment is added to not allow alcohol ads
on city-owned bus benches.

Thank you.
Sincerely,
David Weinberger

PO Box 81
Arroyo Grande, CA 93421

William Weeks <william.weeks@lacity.org> Thu, Jun 9, 2011 at 1:18 PM
To: janice.fakimoto@lacity.org

————— Originat Message —-—

From: Howard Cohen <howard@cohensw.com>

To: Executive Officer Willam Weeks <william.weeks@lagity. org>
Sent: Tue Jun 07 11:05:01 2011

Subject: Keep Alcohol Ads off L.A. Bus Benches

H

| am deeply troubled by alcohol-ads on public property. With the cost of
alcohol in L.A County estimated to be $10.8 hillion annually, the city
should not be a partner in promoting alcohol,

The L.A. Department of Public Health recently recommended that "reducing
alcohol advertising in public spaces and in areas commonly seen by minors,”
would help discourage underage drinking. Yet the proposed 10-year bus bench
contract with Martin Cutdoor Media LLC, inexplicably allows the company to
place alcohol ads on publc property.

The research is clear: the more alcohol advertisements young people see, the
more likely they are to drink and drink to excess. Restricting youth

exposure to alcohol advertising has important benefits, including reducing
youth drinking and binge drinking. Currently the L.A. MTA does not allow
alcohol advertising on its buses, trains and other transit facilities. |

respectfully urge you to adopt this wise policy and not approve the Martin
Outdoor Media contract until an amendment is added to not allow alcohol ads
on city-owned bus benches.

https://mail.google.com/a/lacity.org/Tui=2&1k=b7aad3 1513 &view=pt&search=inbox&th=... 6/11/2011
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Thank vou.
Sincerely,
Howard J Cohen, Ph.D.

3272 Cowper 5t
Palo Alto, CA 94306

William Weeks <william.weeks@Ilacity.org> Thu, Jun 9, 2011 at 1:1% PM
To: janice.takimoto@lacity.org

————— Original Message --—--

From: Janet Rowse <irowse@gmail.gom>

To: Executive Officer Wiliam Weeks <william.weeks@lacity.org>
Sent: Tue Jun 07 11:02:01 2011

Subject: Keep Alcohol Ads off L.A. Bus Benches

Media messages are critically important to our youth. Like role models, all
messages have the poiential to have a positive or a negative effect on their
health and future success. The most important test of any leader's character
must be how their decisions affect the youth. Please DO MAKE THE RIGHT
CHOICE and say NO fo any and all addictive substance advertisement.

| am deeply iroubled by alcohol-ads on public property. With the cost of
alcohol in L.A County estimated to be $10.8 billion annually, the city
should not be a partner in promoting alcohol.

The L.A. Department of Public Health recently recommended that "reducing
alcohol advertising in public spaces and in areas commonty seen by minors,”
would help discourage underage drinking. Yet the proposed 10-year bus bench
contract with Martin Outdoor Media LLC, inexplicably allows the company to
place alcohol ads on public property.

The research is clear: the more alcohol advertisements young people see, the
more likely they are to drink and drink to excess. Restricting youth

exposiure to alcohol advertising has important benefits, including reducing
youth drinking and binge drinking. Currently the L.A. MTA does not allow
alcohol advertising on its buses, trains and other transit facilities. |

respectfully urge you to adopt this wise policy and not approve the Martin
Outdoor Media contract until an amendment is added to not allow alcohol ads
on city-owned bus benches,

Thank you.
Sincerely,
Janet Rowse

201 Las Ondas
Santa Barbara, CA 93109

William Weeks <william.weeks@lacity.org> Thu, Jun 8, 20111 at 1:19 PM
To: janice. takimoto@lacity.org

————— Criginal Message -~
From: Chris Wladen <chrisclean32@yahoo.com:=

https://mail.google.com/a/lacity.org/Tui=2&ik=bTaad31513 & view=pt&search=inboxd&th=... 6/11/2011
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To: Executive Officer Wiliam Weeks <william.weeks@|acity.org>
Sent: Tue Jun 07 10:45:01 2011
Subject: Keep Alcoho! Ads off L.A. Bus Benches

Hello | run a non profit rehabilitation home for recovering alcoholics. | am
well away of the the troubles that alcoholics go thru on a day to day basis.
Having ads on public property put in there face will do much harm to the
city and to the community who is trying to abstain from this nasty disease.

| am deeply troubled by alcohol-ads on public property. With the cost of
alcohol in L.A County estimated to be $10.8 billion annually, the city
should not be a pariner in promsting alcohol,

The L.A. Department of Public Health recently recommended that "reducing
alcohol advertising in public spaces and in areas commeonly seen by minors,”
would help discourage underage drinking. Yet the proposed 10-year bus bench
contract with Martin Outdoor Media LLC, inexplicably allows the company o
place alcohol ads on public property.

The research is clear; the more alcohol advertisements young people see, the
more likely they are fo drink and drink to excess. Restricting youth

exposure to alcohol advertising has important benefits, including reducing
youth drinking and binge drinking. Currently the L.A. MTA does not allow
alcohol advertising on its buses, trains and other transit facilities. |

respectfully urge you to adopt this wise policy and not approve the Martin
Qutdoor Media contract until an amendment is added to not allow alcohol ads
on city-owned bus benches.

Thank you.
Sincerely,
Chris Wladen

5750 Franklin Ave
Hollywood, CA 90028

Page 6 of 24

William Weeks <william.weeks@lacity.org>
To: janice.takimoto@lacity.org

----- Original Message -—---

From: Virginia Shabaik <Vshabaik@aol.com>

To: Executive Officer Wiliam Weeks <william.weeks@lacity.org>
Sent: Tue Jun 07 10:36:01 2011

Subject: Keep Alcohol Ads off L.A. Bus Benches

H

} am deeply troubled by alcohol-ads on public property. With the cost of
alcohol in L.A County estimated to be $10.8 billion annually, the city
should not be a partner in promoting alcohol.

The L.A. Department of Public Health recently recommended that "reducing
alcohol advertising in public spaces and in areas commonly seen by minors,"
would help discourage underage drinking. Yet the proposed 10-year bus banch
confract with Martin Outdoor Media L1.C, inexplicably allows the company to
place alcohol ads on public property.

Thu, Jun 9, 2011 at 1:19 PM

https://mail.google.com/a/lacity.org/7ui=2 &ik=b7aad3 151 3&view=pt&search=inbox&th=... 6/11/2011
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The research is clear: the more alcohol advertisements young people see, the
more likely they are to drink and drink to excess. Restricting youth

exposure to alcohol advertising has important benefits, including reducing
youth drinking and binge drinking. Currently the L.A. MTA does not allow
alcohol advertising on its buses, trains and other transit facilities. |

respectfully urge you to adopt this wise policy and not approve the Martin
Outdoor Media contract until an amendment is added to not allow alcchol ads
on city-owned bus benches.

Thank you.
Sincerely,
Virginia Shabaik

4133 Sunnyslope Ave
Sherman Oaks, CA 91423

William Weeks <william.weeks@lacity.org> Thu, Jun 9, 2011 at 1:20 PM
To: janice.takimoto@lacity.org

----= Qriginal Message --—--

From: Jim Doeppers <jimdoeppers@gmail.com>

To: Executive Officer Wiliam Weeks <william.weeks@lacity.org>
Sent: Tue Jun 07 10:03:01 2011

Subject: Keep Alcohol Ads off L.A. Bus Benches

| am deeply troubled by alcohol-ads on public property. With the cost of
alcohol in L A County estimated o be $10.8 billion annually, the city
should not be a partner in promoting alcohol.

The L.A. Depariment of Public Health recently recommended that "reducing
alcohol advertising in public spaces and in areas commonly seen by minors,”
would help discourage underage drinking. Yet the proposed 10-year bus bench
contract with Martin Qutdoor Media LLC, inexplicably allows the company to
piace alcohol ads on public property.

The research is clear: the more alcohol advertisements young people see, the
more likely they are to drink and drink fo excess. Restricting youth

exposure to alcohol advertising has important benefits, including reducing
youth drinking and binge drinking. Currently the L.A. MTA does not allow
alcohol advertising on its buses, trains and other transit facilities. |

respectfully urge you to adopt this wise policy and not approve the Martin
Qutdoor Media contract until an amendment is added to not allow aicohol ads
on city-owned bus benches.

Thank you.
Sincerely,
Jim Doeppers

259 Richardson Dr
Mill Valley, CA 94941

William Weeks <william.weeks@lacity.org> Thu, Jun 9, 2041 at 1:20 PM
To: janice.takimoto@lacity.org

https://mail.google.com/a/lacity.org/Tui=2&i1k=b7aad3 1513 &view=pt&search=inbox&th=... 6/11/2011
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————— Criginal Message -——--

From: Dennis Hathaway <venicedd@amail.com>

To: Executive Officer Wiliam Weeks <william.weeks@lacity.org>
Sent: Tue Jun 07 09:45:01 2011

Subject: Keep Alcobol Ads off L.A. Bus Benches

3

| am deeply troubled by alcohol-ads on public property. With the cost of
alcohol in L.A County estimated to be $10.8 biflion annually, the city
should not be a partner in promoting alcohol.

The L.A. Department of Public Health recently recommended that "reducing
alcohol advertising in public spaces and in areas commonly seen by minors,”
would help discourage underage drinking. Yet the propased 10-year bus bench
contract with Martin Outdoor Media LLC, inexplicably allows the company to
place alcohol ads on public property.

The research is clear: the more alcohol advertisements young people see, the
more likely they are to drink and drink to excess. Restricting youth

exposure o alcohol advertising has important benefits, including reducing
youth drinking and binge drinking. Currently the L.A. MTA does not allow
alcohol advertising on its buses, trains and other transit facilities. |

respectfully urge you to adopt this wise policy and not approve the Martin
Outdoor Media contract until an amendment is added to not allow alcohof ads
on city-owned bus benches.

Thank you.
Sincerely,
Dennis Hathaway

1072 Palms Blvd
Venice, CA 90291

Page 8 0f 24

William Weeks <williarmn.weeks @lacity.org>
To: janice takimoto@lacity .org

————— Original Message «----

From: Joan Kiley <jlkiley@pacbell.net>

To: Executive Officer Wiliam Weeks <william. weeks@lacity.org>
Sent: Tue Jun 07 09:31:01 2011

Subject: Keep Alcohol Ads off L.A. Bus Benches

i am deeply troubled by alcohol-ads on public property. With the cost of
alcohol in L.A County estimated to be $10.8 billion annually, the city
should not be a partner in promoting alcohol.

The L.A. Department of Public Health recently recommended that "reducing
alcohol advertising in public spaces and in areas commonly seen by minors,”
would help discourage underage drinking. Yet the proposed 10-year bus bench
contract with Martin Quidoor Media LLC, inexplicably allows the company to
place alcohol ads on public property.

The research is clear: the more alcohol advertisements young people see, the
more likely they are to drink and drink to excess. Restricting youth

Tha, Jun 9, 2011 at 1:20 PM
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City of Los Angeles Mail - Fw: Keep Alcohol Ads off L.A. Bus Benches

expasure {0 alcohol advertising has important benefits, including reducing
youth drinking and binge drinking. Currently the L.A. MTA does not allow
alcohol advertising on its buses, trains and other transit facilities. |
respectfully urge you to adopt this wise policy and not approve the Martin
Outdoor Media contract until an amendment is added to not allow alcohol ads
on city-owned bus benches.

Thank you.
Sincerely,
Joan Kiley

3792 Harrison 5t Apt 32
Qakland, CA 94611

Page 90f24

William Weeks <william.weeks@lacity.org> Thu, Jun 9, 2011 at 1:20 PM

To: janice.takimoto@lacity.org

----- Original Message -—--

From: Diana Plotkin <Plotkindi@aol com>

To: Executive Officer Wiliam Weeks <william. weeks@lacity.org>
Sent: Tue Jun 07 09:22:01 2011

Subject: Keep Alcohol Ads off L.A. Bus Benches

1

| am deeply troubled by alcohol-ads on public property. With the cost of
alcohol in L.A County estimated to be $10.8 billion annually, the city
should not be a partner in promoting alcohol.

The L.A. Department of Public Health recently recommended that "reducing
alcohol advertising in public spaces and in areas commonly seen by minors,”
would help discourage underage drinking. Yet the proposed 10-year bus bench
contract with Martin Qutdoor Media LLC, inexplicably allows the company to
place alcohol ads on public property.

The research is clear: the more alcchol advertisements young people see, the
more likely they are to drink and drink to excess. Restricting youth

exposure o alcohol advertising has important benefits, including reducing
youth drinking and binge drinking. Currently the L.A. MTA does not allow
alcohol advertising on its buses, trains and other transit facilities. |

respectfully urge you to adopt this wise policy and not approve the Martin
Outdoor Media contract until an amendment is added {o not allow alcohol ads
on city-owned bus benches.

Thank you.
Sincerely,
Diana Plotkin

B443 W 4th St
Los Angeles, CA 90048

William Weeks <william. weeks@lacity.org> Thu, Jun 9, 2011 at 1:22 PM

To: janice.takimoto@lacity.org

————— Original Message -
From: Crissteen Doll <cdoll@ncaddsac.org>

https://mail.google.com/a/lacity.org/Tui=2&ik=b7aad3 1513 &view=pt&search=inbox&th=...
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To: Executive Officer Wiliam Weeks <william.weeks@lacity.org>
Sent: Thu Jun 09 13:20:01 2011
Subject: Keep Alcohol Ads off L.A. Bus Benches

| am deeply troubled by alcohol-ads on public property. With the cost of
alcohol in L.A County estimated to be $10.8 billion annually, the city
should not be a partner in promoting alcohol.

The L.A. Department of Public Health recently recommended that "reducing
alcohol advertising in public spaces and in areas commonly seen by minors,”
would help discourage underage drinking. Yet the proposed 10-year bus bench
contract with Martin Qutdoor Media LLC, inexplicably allows the company io
place alcohol ads on public property.

The research is clear: the more alcohol advertisements young people see, the
more likely they are to drink and drink to excess. Restricting youth

exposure to alcohol advertising has important benefits, including reducing
youth drinking and binge drinking. Currently the L.A. MTA does not allow
alcohol advertising on its buses, trains and other transit facilities. |

respectfully urge you to adopt this wise policy and not approve the Martin
Outdoor Media contract until an amendment is added to not allow alcohol ads
on city-owned bus benches.

| know that | am not located in L.A. or in the surrounding county, however
heing a resident of California, | am interested in what happens in other
counties in California. The L.A. area is a catalyst for other counties and
what you allow will stear the rest of the state.

Thank you.
Sincerely,

Criss Doll, SAPS

Family and Youth Services Coordinator
NCADD

2143 Hurley Way Ste 101

Sacramento, CA 95825

William Weeks <william.weeks@lacity.org> Thu, Jun 9, 2011 at 2:37 PM
To: janice.takimoto@lacity.org

----- (Jriginal Message ---—-

From: mark miller <mem@adventgm.org>

To: Executive Officer Wiliam Weeks <william.weeks@lacity.org>
Sent: Thu Jun 09 14:23:02 2011

Subject: Keep Alcohol Ads off L.A. Bus Benches

| am deeply troubled by alcohoi-ads on public property. With the cost of
alcohol in L.A County estimated to be $10.8 billion annually, the city
should not be a pariner in promating alcohol.

The L.A. Department of Public Health recently recommended that "reducing

alcohol advertising in public spaces and in areas commonly seen by minors,”
would help discourage underage drinking. Yet the proposed 10-year bus bench

https://mail.google.com/a/lacity.org/Ti=2&ik=b7aad31513&view=pt&search=inbox&th=... 6/11/2011
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contract with Martin Qutdoor Media LLC, inexplicably allows the company to
place alcoho! ads on public property.

The research is clear: the more alcohol advertisements young people see, the
more likely they are to drink and drink to excess. Restricting youth

exposure to alcohol advertising has important benefits, including reducing
youth drinking and binge drinking. Currently the L.A. MTA does not allow
alcohol advertising on its buses, trains and other transit facilities. |

respectfully urge you {o adopt this wise policy and not approve the Martin
Qutdoor Media contract until an amendment is added to not allow alcohol ads
on city-owned hus benches.

Thank you.

this seems like such an obvious issue. With all of the problems that LA
faces, do you really want to use public property to encourage more drinking?
Surely, there is a less expensive way to raise money.

Sincerely,

mark miller

90 Great Oaks Blvd
San Jose, CA 95119

William Weeks <william.weeks@lacity.org> Thu, Jun 9, 2011 at 3:43 PM
To: janice.takimoto@lacity.org

~~~~~ Original Message «-w-

From: Bruce Wolfe <brucewolfe.sf@gmail.com>

To: Executive Officer Willam Weeks <william.weeks@lacity.org>
Sent: Thu Jun 09 15:41:01 2611

Subject: Keep Alcohol Ads off LA, Bus Benches

L

As a Social Worker, | am deeply troubled by alcohol-ads on public property.
With the cost of alcohol in L.A County estimated to he $10.8 biliion
annually, the city should not be a partner in promoting alcohol that is so
widely apparent 1o our youth. We all know the industry spends millions on
creating suggestive advertising that is repeated over and over again to
entice kids to use their product, no less, pay for it

The L.A. Department of Public Health recently recommended that "reducing
alcohol advertising in public spaces and in areas commonly seen by minors,”
would help discourage underage drinking. Yet the proposed 10-year bus bench
contract with Martin Outdoor Media LLC, inexplicably allows the company to
place alcohol ads on public property.

The research is clear: the more alcohol advertisements young people see, the
more likely they are to drink and drink to excess. Restricting youth

exposure to alcohol advertising has important benefits, including reducing
youth drinking and binge drinking. Currently the L.A. MTA does not allow
alcohol advertising on its buses, trains and other transit facilities. |
respectfully urge you to adopt this wise policy and not approve the Martin
Outdoor Media contract untit an amendment is added to not allow alcohol ads
on city-owned bus benches.

The job of social workers is to seek putting themselves out of a job. | know
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for a fact with the loose reins government allows on the alcohol industry
that we will never, ever win this struggle for the health and well being of
our society and community.

Please do the right thing and prohibit all alcohol ads from city furniture
and assets today!

Thank you.
Sincerely,
Bruce Wolfe, M.5.W.

1951 Page St
San Francisco, CA 24117

William Weeks <william.wesks@lacity.org> Thu, Jun 9, 2011 at 4:17 PM
To: janice.takimoto@lacity.org

-—-- QOriginal Message --—---

From: Paul Ellender, Jr. <pellender@votervoice.net>

To: Executive Officer Wiliam Woeeks <william weeks{@lacity.org=
Sent: Thu Jun 09 16:12:01 2011

Subject: Keep Alcohol Ads off L.A. Bus Benches

| am deeply troubled by alcohol-ads on public property. With the cost of
alcohol in L.A County estimated to be $10.8 billion annually, the city
should not be a partner in promoting alcohol.

The L.A. Department of Public Health recently recommended that "reducing
alcohol advertising in public spaces and in areas commonly seen by minors,”
would help discourage underage drinking. Yet the proposed 10-year bus bench
contract with Martin Outdoor Media LLC, inexplicably allows the company to
place aicohol ads on public property.

The research is clear: the more alcohol advertisements young people see, the
more likely they are to drink and drink to excess. Restricting youth

exposure to alcohol advertising has important benefits, including reducing
youth drinking and binge drinking. Currently the L.A. MTA does not allow
alcohol advertising on its buses, trains and other transit facilities. |

respectfully urge you fo adopt this wise policy and not approve the Martin
OCutdoor Media contract until an amendment is added to not allow alcohol ads
on city-owned bus benches.

Thank you.
Sincerely,
Paul Eliender, Jr.

5615 Corporate Bivd
Baton Rouge, LA 70808

William Weeks <william.weeks@lacity.org> Thu, Jun 9, 2011 at 5:36 PM
Cc: janice.takimoto@lacity.org

————— Criginal Message ~--
From: Luis Lozano <|lozano@aol.com>
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To: Executive Officer Wiliam Weeks <william.weeks@lacity.org=>
Sent: Thu Jun 09 17:15:01 2011
Subject: Keep Alcohol Ads off L.A. Bus Benches

{ am deeply troubled by alcohol-ads on public property. With the cost of
alcohol in L.A County estimated to be $10.8 billion annually, the city
should not be a partner in promoting alcohol,

The LA, Department of Public Health recently recommended that "reducing
alcohol advertising in public spaces and in areas commonly seen by minors,"
would help discourage underage drinking. Yet the proposed 10-year bus bench
contract with Martin Qutdoor Media LLC, inexplicably allows the company to
place alcohol ads on public property.

The research is clear: the more alcohol advertisements young people see, the
more likely they are to drink and drink to excess. Restricting youth

exposure to alcohol advertising has important benefits, including reducing
youth drinking and binge drinking. Currently the L.A. MTA does nof allow
alcohol advertising on its buses, trains and other transit facilities. |

respectfully urge you to adopt this wise policy and not approve the Matrtin
Outdoor Media contract until an amendment is added o not allow alcohol ads
on city-owned bus benches.

Thank you.
Sincerely,
Luis Lozano

225 Pomona Ave Apt 3
Long Beach, CA 90803

Page 13 of 24

Janice Takimoto <janice.takimoto@lacity.org> Fri, Jun 10, 2011 at 7:25 AM

To: Andrea Alarcon <andrea.alarcon@lacity.org>, Paula Daniels <paula.daniels@lacity.org>,
steve.nutter@lacity.org, Valerie SHAW <valerie.shaw{@lacity.org>
Cc: Teri Schmidt <teri.schmidi@lacity.org>

One hard copy is available for viewing on the Executive Officer's desk.
Thank you. it

Forwarded conversation
Subject: Fw: Keep Alcohol Ads off L.A. Bus Benches

From: William Weeks <william.weeks@lacity.org>
Date: Thu, Jun 9, 2011 at 1:17 PM
To: janice.takimoto@lacity.org

-—- Qriginal Message ----—-

From: Monroe Pederson <inmp52@alumni.usc.edu>

To: Executive Officer Wiliam Weeks <william.weeks@lacity.org>
Sent: Tue Jun 07 15:09:02 2011

Subject: Keep Alcohol Ads off L.A. Bus Benches

https://mail.google.com/a/lacity org/7ui=2&ik=b7aad31513 &view=pt&secarch=inbox &th=...
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| am deeply troubled by alcohol-ads on public property. With the cost of
alcohol in L.A County estimated to be $10.8 billion annually, the city
should not be a partner in promaoting alcohol.

The L.A. Department of Public Health recently recommended that "reducing
alcohol advertising in public spaces and in areas commonly seen by minors,”
would help discourage underage drinking. Yet the proposed 10-year bus bench
contract with Martin Outdoor Media LLC, inexplicably allows the company to
place alcohot ads on public property.

The research is clear: the more alcohol advertisements young people see, the
more likely they are to drink and drink to excess. Restricting youth

exposure to alcohol advertising has important benefits, including reducing
youth drinking and binge drinking. Currently the L.A. MTA does not allow
alcohol advertising on its buses, trains and other {ransit facilities. |

respectfully urge you to adopt this wise policy and not approve the Martin
Outdoor Media contract untit an amendment is added to not allow alcohol ads
on city-owned bus benches.

Thank you.
Sincerely,

Monroe Pederson
515 W Avenue J12
Lancaster, CA 93534

From: William Weeks <william.weeks@lacity.org>
Date: Thu, Jun 9, 2011 at 1:17 PM
To: janice.takimoto@®lacity.org

Raul Anorve
4401 Berkshire Ave
Los Angeles, CA 90032

From: William Weeks <william.weeks@lacity.org>
Date: Thu, Jun 9, 2011 at 1:18 PM
To: janice.takimoio@lacity.org

Dear City leaders,
Denis Quinonez
Director, Boyle Heights Coalition for a Safe and Drug-Free Community

Sincerely,

Denis Quinonez
3248 Wabash Ave
L.os Angeles, CA 20063

From: William Weeks <william weeks@lacity.org>
Date: Thu, Jun 9, 2011 at 1:18 PM

To: ianice. lakimoto@lacity.org
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Sincerely,

Don Knutson
2004 5th 5t
Sacramento, CA 95818

From: William Weeks <william.weeks@lacity.org>
Date: Thu, Jun 2, 2011 at 1:18 PM
To: janice takimoto@lacity.org

David Weinberger
PO Box 81
Arroyo Grande, CA 93421

From: William Weeks <william.weeks@lacity.org>
Date: Thu, Jun 9, 2011 at 1:18 PM

To: janice lakimoto@lacity.org

Howard J Cohen, Ph.D.
3272 Cowper St
Palo Alto, CA 94306

From: William Weeks <william.weeks@lacity.org>
Date: Thu, Jun 9, 2011 at 1:19 PM
To: janice takimoto@lacity.org

Media messages are critically important to our youth. Like role models, ail
messages have the potential to have a positive or a negative effect on their
health and future success. The most important test of any leader's character
must be how their decisions affect the youth. Please DO MAKE THE RIGHT
CHOICE and say NO fo any and all addictive substance advertisement.
Janet Rowse

201 Las Ondas

Santa Barbara, CA 93109

From: William Weeks <william.weeks@lacity.org>
Date: Thu, Jun 9, 2011 at 1:19 PM
To: janice.takimoto@lacity.org

Hello | run a non profit rehabilitation home for recovering alcoholics. { am
well away of the the troubles that alcoholics go thru on a day to day basis.
Having ads on public property put in there face will do much harm to the
city and to the community who is trying to abstain from this nasty disease.
Chris Wladen

5750 Franklin Ave

Hollywood, CA 90028

From: William Weeks <william.weeks@lacity.org>
Date: Thu, Jun 9, 2011 at 1:19 PM
To: ianice takimoio@lacity.org

https://mail.google.com/a/lacity.org/Tui=2&1k=b7aad3 1513 &view=pt&search=mbox&th=... 6/11/2011



City of Los Angeles Mail - Fw: Keep Alcohol Ads off L.A. Bus Benches Page 16 of 24

Virginia Shabaik
4133 Sunnyslope Ave
Sherman Oaks, CA 91423

From: William Weeks <william.weeks@lacity.org>
Date: Thu, Jun 9, 2011 at 1:20 PM
To: janice.takimoto{@lacity.org

Jim Doeppers
259 Richardson Dr
Mill Valley, CA 94941

From: William Weeks <william.weeks@lacity.org>
Date: Thu, Jun 9, 2011 at 1:20 PM
To: janice.takimoto@lacity.org

Dennis Hathaway
1072 Paims Blvd
Venice, CA 90291

From: William Weeks <william.weeks@lacity.org>
Date: Thu, Jun 9, 2011 at 1:20 PM
To: janice.takimotofdlacity.org

Joan Kiley
3792 Harrison 5t Apt 32
Qakland, CA 94611

From: William Weeks <william.weeks@lacity.org>
Date: Thu, Jun 9, 2011 at 1:20 PM
To: janice.takimoto@lacity.orq

Diana Plotkin
8443 W 4th St
Los Angeles, CA 90048

From: William Weeks <william.weeks@lacity.org>
Date: Thu, Jun 9, 2011 at 1:22 PM
To: janice.takimoto@lacity.org

| know that | am not located in L..A. or in the surrounding county, however
being a resident of California, | am interested in what happens in other
counties in California. The L.A. area is a catalyst for other counties and
what you allow will stear the rest of the state.

Thank vou,
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Sincerely,

Criss Doll, SAPS

Family and Youth Services Coordinator
NCADD

2143 Hurley Way Ste 101

Sacramento, CA 95825

From: William Weeks <william.weeks@lacity.org:=
Date: Thu, Jun 9, 2011 at 2:37 PM
To: janice.takimoto@lacity.org

Thank you.

this seems like such an obvious issue. With all of the problems that LA
faces, do you really want to use public property to encourage more drinking?
Surely, there is a less expensive way 1o raise money.

Sincerely,

mark miller
90 Great Oaks Blvd
SanJose, CA 85119

From: William Weeks <william.weeks@lacity.org>
Date: Thu, Jun 9, 2011 at 3:43 PM
To: janice.takimoto@lacity.org

As a Social Worker, | am deeply troubled by alcohol-ads on public property.
annually, the city should not be a partner in promoting alcohel that is so
widely apparent to our youth. We all know the industry spends millions on
creating suggestive advertising that is repeated over and over again to
entice Kids to use their product, no less, pay for it.

The job of social workers is to seek putting themselves out of a job. | know
for a fact with the loose reins government allows on the alcohol industry
that we will never, ever win this struggle for the health and well being of
our society and community.

Please do the right thing and prohibit all alcohol ads from city furniture
and assets today!

Thank you.
Sincerely,

Bruce Wolfe, M.S.W.
1951 Page 5t
San Francisco, CA 94117

From: William Weeks <william.weeks@lacity.org>
Date: Thu, Jun 9, 2011 at 4:17 PM
To: janice.takimaio@lacity.org
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should not be a partner in promoting alcohol.
Thank you.

Sincerely,

Paul Ellender, Jr.
5615 Corporate Blvd
Baton Rouge, LLA 70808

From: William Weeks <william.wesks@lacily.org>
Date: Thu, Jun 9, 2011 at 5:36 PM

To:

Cc: janice. takimoto@lacity.org

{uis Lozano
225 Pomona Ave Apt 3
Long Beach, CA 90803

Janice Takimoto

Senior Clerk Typist, Board of Public Works

City of Los Angeles, Department of Public Works
213-978-0275 voicemail

213-978-0278 fax

Mail Stop 465

William Weeks <william.weeks@lacity.org> Fri, Jun 10, 2011 at 8:05 AM
To: janice.takimoto@lacity.org

----- Original Message --—--

From: Matilda Sakai <iillies2@verizon.nei>

To: Executive Officer Wiliam Weeks <william.weeks@lacity.org>
Sent: Fri Jun 10 02:30:08 2011

Subject: Keep Alcohol Ads off LA, Bus Benches

| am deeply froubled by alcohol-ads on public property. With the cost of
alcohol in L.A County estimated to be $10.8 billion annually, the city
should not be a partner in promoting alcohol.

The L.A. Department of Public Health recently recommended that "reducing
alcohol advertising in public spaces and in areas commonly seen by minors,”
would help discourage underage drinking. Yet the proposed 10-year bus bench
contract with Martin Outdoor Media LLC, inexplicably allows the company to
place alcohol ads on public property.

The research is clear: the more alcohol advertisements young people see, the
more likely they are to drink and drink to excess. Restricting youth

exposure to alcohol advertising has important benefits, including reducing
youth drinking and binge drinking. Currently the L.A. MTA does not allow
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City of Los Angeles Mail - Fw: Keep Alcohol Ads off L.A. Bus Benches Page 19 of 24

alcohol advertising on its buses, trains and other transit facilities. |
respectfully urge you to adopt this wise policy and not approve the Martin
QOutdoor Media contract until an amendment is added to not allow alcohol ads
on city-owned bus benches.

Thank you.
Sincerely,
Matilda Sakai

2991 Diana Ct
Newbury Park, CA 91320

William Weeks <william.weeks@iacity.org> Fri, Jun 10, 2011 at 11:06 AM
To: janice.takimoto@lacity.org

--—- QOriginal Message ---—--

From: GLADYS ISINGER <gladysadier@sbcglobal.net>

To: Executive Officer Wiliam Weeks <william.weeks@lacity org>
Sent: FriJun 10 11:01:01 2011

Subject: Keep Alcohol Ads off L.A. Bus Benches

{ am deeply troubled by alcohol-ads on public praperty. With the cost of
alcohol in L.A County estimated to be $10.8 billion annually, the city
should not be a partner in promoting alcohol.

The L.A. Department of Public Health recently recommended that "reducing
alcohol advertising in public spaces and in areas commanly seen by minors,”
would help discourage underage drinking. Yet the proposed 10-year bus bench
contract with Martin Qutdoor Media LLC, inexplicably allows the company to
place alcohol ads on public property.

The research is clear: the more alcohol advertisements young people see, the
more likely they are to drink and drink {o excess. Restricting youth

exposure to alcohol advertising has important benefits, including reducing
youth drinking and binge drinking. Currently the L.A. MTA does not allow
alcohol advertising on its buses, trains and other transit facilities. 1

respectfully urge you to adopt this wise policy and not approve the Martin
Qutdoor Media contract until an amendment is added o not alfow alcoho! ads
on city-owned bus benches.

Thank you.
Sincerely,
GLADYS ISINGER

26682 Country Creek .n
Calabasas, CA 91302

Janice Takimoto <janice.takimoto@iacity.org> Fri, Jun 10, 2011 at 1112 AM
To: Andrea Alarcon <andrea.alarcon@lacity.org>, Paula Daniels <paula.daniels@lacity.org>,
steve.nuiter@lacity.org, Valerie SHAW <valerie.shaw@lacity.org>

Ce: Teri Schmidt <teri.schmidi@lacity.org>
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Forwarded conversation
Subject: Fw: Keep Alcohol Ads off L.A. Bus Benches

From: William Weeks <william.weeks@lacity.org>
Date: Thu, Jun 9, 2011 at 1:17 PM

To: janice.takimoto@lacity.org

————— Original Message ---—-

From: Monroe Pederson <inmpb2@alumni.usc.edu>

To: Executive Officer Wiliam Weeks <william.weeks@lacity org=>
Sent: Tue Jun 07 15:09:02 2011

Subject: Keep Alcohol Ads off L.A. Bus Benches

| am deeply troubled by alcohol-ads on public property. With the cost of
alcohol in L.A County estimated to be $10.8 billion annually, the city
should not be a partner in promoting alcohol.

The L.A. Department of Public Health recently recommended that "reducing
alcohol advertising in public spaces and in areas commonly seen by minors,”
would help discourage underage drinking. Yet the proposed 10-year bus bench
contract with Martin Outdoor Media LLC, inexplicably allows the company to
place alcohol ads on public property.

The research is clear: the more alcohol advertisements young people see, the
more lkely they are te drink and drink to excess. Restricting youth '
exposure to alcohol advertising has important benefits, including reducing
youth drinking and binge drinking. Currently the L.A. MTA does not allow
alcohol advertising on its buses, frains and other transit facilities. |

respectfully urge you to adopt this wise policy and not approve the Martin
QOutdoor Media confract until an amendment is added to not allow alcohol ads
on city-owned bus benches.

Thank you.

Sincerely,

[Quoted text hidden]

should not be a partner in promoting alcohol.
Thank you.

Sincerely,

Paul Ellender, Jr.
5615 Corporate Blvd
Baton Rouge, LA 70808

From: William Weeks <william. weeks@lacity.org>
Date: Thu, Jun 9, 2011 at 5:36 PM

To:

Cc: janice takimoto@lacity.org

Luis Lozano
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225 Pomona Ave Apt 3
Long Beach, CA 90803

From: Janice Takimoto <ianice.takimoto@lacity.org>

Date: Fri, Jun 10, 2011 at 7:25 AM

To: Andrea Alarcon <andrea.alarcon@lacity.org>, Paula Daniels <paula.daniels@lacity.org>,
steve.nuiter@lacity.org, Valerie SHAW <valerie.shaw@lacity.org>

Cc: Teri Schmidt <teri.schmidi@lacity.org>

One hard copy is available for viewing on the Executive Officer's desk.
Thank you. jt

Forwarded conversation
Subject: Fw: Keep Alcohol Ads off L.A. Bus Benches

From: William Weeks <william.weeks@lacity.org>
Date: Thu, Jun 9, 2011 at 1:17 PM
To: janice takimoto@lacity.org

From: William Weeks <william.weeks@lacity.org>
Date: Thu, Jun 9, 2011 at 1:17 PM
To: janice.takimoto@®lacity.org

From: William Weeks <william.weeks@lacity org>
Date: Thu, Jun 9, 2011 at 1:18 PM
To: janice.takimoto@lacity.org

Dear City leaders,——--—-

From: William Weeks <william.weeks@lacity.org>
Date: Thu, Jun 9, 2011 at 1:18 PM

To: janice.takimoto@lacity.org

From: William Weeks <william.weeks@lacity org>
Date: Thu, Jun 9, 2011 at 1:18 PM

To: janice takimoto@lacity.org

From: William Weeks <willlam.weeks@lacity.org>
Date: Thu, Jun 9, 2011 at 1:18 PM
To: janice.takimoto@lacity.orq

From: William Weeks <william.weeks@lacity.org>
Date: Thu, Jun 8, 2011 at 1:19 PM
To: janice.takimoto@lacity.org

From: William Weeks <william.weeks@lacity.org>
Date: Thu, Jun 9, 2011 at 1:18 PM
To: janice.takimoto@lacity.org
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From: Witliam Weeks <william.weeks@lacity.org>
Date: Thu, Jun §, 2011 at 1:19 PM
To: janice.takimolo@lacity.org

From: Witliam Weeks <william.weeks@iacity.org>
Date: Thu, Jun §, 2011 at 1:20 PM
To: janice.takimoto@lacity.org

From: William Weeks <william.weeks@lacity.org=
Date: Thu, Jun 9, 2011 at 1:20 PM
To: janice.lakimoto@iacity.org

From: William Weeks <william.weeks@lacity.org>
Date: Thy, Jun @, 2011 at 1:20 PM
To: janice.takimoto@lacity.org

From: William Weeks <william.weeks@lacity.org>
Date: Thu, Jun 9, 2011 at 1:20 PM
To: janice.takimoto@lacity.org

From: William Weeks <william.weeks@lacity.org>
Date: Thu, Jun 9, 2011 at 1:22 PM
To: janice.takimoto@lacity.org

From: William Weeks <william.weeks@lacity.org>
Date: Thu, Jun 9, 2011 at 2:37 PM
To: janice.takimoto@lacity.org

From: William Weeks <william.weeks@lacity.org>
Date: Thu, Jun 9, 2011 at 3:43 PM
To: janice.takimoto@lacity.org

As a Social Worker, | am deeply troubled by alcohol-ads on public property.-—--—--—
From: William Weelks <william.weeks@lacity.org>
Date: Thu, Jun @, 2011 at 4:17 PM

To: janice takimoto@lacity.org

From: William Weeks <william.weeks@lacity.org>
Date: Thu, Jun 9, 2011 at 5:36 PM

To:

Cc: janice.takimoto@lacity.org

Janice Takimoto
Senior Clerk Typist, Board of Public Works
City of Los Angeles, Department of Public Works
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213-8978-0275 voicemail
213-978-0278 fax
Mait Stop 465

From: William Weeks <william.weeks@lacity.org>"
Date: Fri, Jun 10, 2011 at 8:05 AM
To: janice.takimoto@lacity.org

Matilda Sakai
2991 Diana Ct
Newbury Park, CA 91320

From: William Weeks <willlam.weeks@lacity.org>
Date: Fri, Jun 10, 2011 at 11:06 AM

To: janice.takimoto@lacity.org

GLADYS ISINGER
26682 Country Creek L.n
Calabasas, CA 91302

[Quoted text hidden]
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William Weeks <wililam.weeks@lacity.org> Fri, Jun 10, 2011 at 12:00 PM

To: janice.takimoto@lacity.org

Sl coming!

----- Original Message -

From: Amanda Rodriguez <amandamflintern@gmail.com>

To: Executive Officer Wiliam Weeks <william.weeks@lacity.org>
Sent: Fri Jun 10 10:10:02 2011

Subject: Keep Alcohol Ads off L.A. Bus Benches

{ am deeply froubled by alcohol-ads on public property. With the cost of
alcohol in L.A County estimated to be $10.8 hillion annually, the city
should not be a partner in promoting alcohol.

The L.A. Department of Public Health recently recommended that "reducing
alcohol advertising in public spaces and in areas commonly seen by minors,”
would help discourage underage drinking. Yet the proposed 10-year bus bench
contract with Martin Outdoor Media LLC, inexplicably allows the company to
place alcohol ads on public property.

The research is clear: the more alcohol advertisements young people see, the
more likely they are to drink and drink to excess. Restricting youth

exposure to alcohol advertising has important benefits, including reducing
youth drinking and binge drinking. Currently the L.A. MTA does not allow
alcohol advertising on its buses, trains and other transit facilities. |
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respectfully urge you to adopt this wise policy and not approve the Martin
Qutdoor Media contract until an amendment is added to not allow alcohol ads
on city-owned bus benches.

Thank you.

As someone who works in public health with teens (and families) plagued by
alcohol use and dependence, I've seen the harrowing effects and influence of
alcohol ads on teens. Please know that this population is already saturated
with ads for alcohol and commaon community spots (like public transit

locales) are an absolutely inappropriate place for advertisements of this

kind. Let's protect families together!

Sincerely,
Amanda Rodriguez, MFTI

175 21st Ave Apt 202
San Francisco, CA 94121
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Janice Takimoto <janice.takimoto@iacity.org>

Fwd: Keep Alcohol Ads off L.A. Bus Benches

62 messages

William Weeks <william.weeks@lacity.org> Mon, Jun &, 2011 a1 11:30 AM
To: Janice Takimoto <janice.takimoto@lacity.org>

—————————— Forwarded message -----mr--

From: Michael Scippa <mnjscippa@amail.com>

Date: Mon, Jun 6, 2011 at 11:27 AM

Subject: Keep Alcohol Ads off L.A. Bus Benches

To: Executive Officer Wiliam Weeks <william. weeks@lacity.org>

!

Please do your job and protect the health and safety of L.A. residents and visitors.

| am deeply troubled by alcohol-ads on public property. With the cost of alcohol in LA County estimated to be
$10.8 billion annually, the city should not be a partner in promoting alcohol.

The L.A. Department of Public Health recently recommended that "reducing alcohol advertising in public
spaces and in areas commonly seen by minors,” would help discourage underage drinking. Yet the proposed
10-year bus bench contract with Martin Outdoor Media LLC, inexplicably allows the company to place alcohol
ads on public property.

The research is clear: the more alcohol advertisements young people see, the more likely they are to drink
and drink to excess. Restricting youth exposure to alcohol advertising has important benefits, including
reducing youth drinking and binge drinking. Currently the L.A. MITA does not allow alcohol advertising on its
buses, trains and other transit facilities. | respectfully urge you to adopt this wise policy and not approve the
Martin Cuidoor Media contract until an amendment is added 1o not allow alcohot ads on city-owned bus
benches.

Once again, please do your job and protect the health and safety of L A, residents and visitors.
Thank you.

Sincerely,

Michael Scippa

PO Box 412
Tiburon, CA 84920

William Weeks <william.weeks@lacity.org> Mon, Jun 6, 2011 at 11:30 AM
To: Janice Takimoto <janice.takimoto@lacity.org>

---------- Forwarded message —-——-
From: Bert Saavedra <bertbluzz@verizon.net>
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Date: Mon, Jun 6, 2011 at 11:28 AM
Subject: Keep Alcohol Ads off L.A. Bus Benches
To: Executive Officer Willam Weeks <william.weeks@lacity.org>

Please do not place ads on street benchs...aren't billboards and lighted building ads enough? Our city will
begin to look like Las Vegas, Seoul,or some less than desirable city. Enough is enought!

{ am deeply troubled by alcohol-ads on public property. With the cost of alcoho! in L.A County estimated to be
$10.8 billion annually, the city should not be a partner in promoting aicohol.

The L.A. Department of Public Health recently recommended that "reducing alcohol advertising in public
spaces and in areas commonly seen by minors," would help discourage underage drinking. Yet the proposed
10-year bus bench contract with Martin Outdoor Media LLC, inexplicably allows the company to place alcohol
ads on public property.

The research is clear: the more alcohol advertisements young people see, the more likely they are to drink
and drink to excess. Restricting youth exposure to alcohol advertising has important benefits, including
reducing youth drinking and binge drinking. Currently the L.A. MTA does not allow alcohol advertising on its
buses, trains and other transit facilities. | respectfully urge you to adopt this wise policy and not approve the
Martin Outdoor Media contract until an amendment is added to not allow alcohol ads on city-owned bus
benches.

Thank you.

| hope you hear this message and do the right thing.
Sincerely,

Bert Saavedra

14890 Jeremie St
Baldwin Park, CA 91706

William Weeks <william.weeks@lacity.org> Mon, Jun 6, 20191 at 1:00 PM
To: janice.takimoto@lacity.org

--—- Original Message -----

From: Meredyth Reinhard <twelvepaws54@yahoo.com:>

To: Executive Officer Wiliam Weeks <william . weeks@lacity.org>
Sent: Mon Jun 06 11:40:01 2011

Subject: Keep Alcohol Ads off L.A. Bus Benches

{ am deeply troubled by alcohol-ads on public property. With the cost of
alcohol in LA County estimated to be $10.8 billion annually, the city
should not be a partner in promoting alcohol.

The L.A. Department of Public Health recently recommended that "reducing
alcohol advertising in public spaces and in areas commonly seen by minors,”
would help discourage underage drinking. Yet the proposed 10-year bus bench
contract with Martin Qutdoor Media LLC, inexplicably alfows the company to
place alcohol ads on public property.
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The research is clear: the more alcohol advertisements young people see, the
more likely they are {o drink and drink to excess. Restricting youth

exposure to alcohol advertising has important benefits, including reducing
youth drinking and binge drinking. Currently the L.A. MTA does not allow
atcohol advertising on its buses, trains and other transit facilities. |

respectfully urge you to adopt this wise policy and not approve the Martin
Qutdoor Media contract untit an amendment is added to not allow alcohol ads
on city-owned bus benches.

Thank you.
Sincerely,
Meredyth Reinhard

PO Box 154
Redwood Valley, CA 95470

William Weeks <william.weeks@lacity.org> Mon, Jun 6, 2011 at 3:14 PM
To: Janice Takimoto <janice.takimoto@lacity.org>

—————————— Forwarded message ~~--=vmmm

From: Jean Bushnell <jeanbush@aol.com>

Date: Mon, Jun 6, 2011 at 11:57 AM

Subject: Keep Alcohol Ads off L A. Bus Benches

To: Executive Officer Willam Weeks <william.weeks@lacity.org>

3

I am deeply troubled by alcohol-ads on public property. With the cost of alcohol in L.A County estimated to be
$10.8 billion annually, the city should not be a partner in promoting alcohol.

The L.A. Department of Public Health recently recommended that "reducing alcohol advertising in public
spaces and in areas commonly seen by minors,” would help discourage underage drinking. Yet the proposed
10-year bus bench contract with Martin Outdoor Media LLC, inexplicably allows the company to place alcohol
ads on public property.

The research is clear: the more alcohol advertisements young people see, the more likely they are to drink
and drink to excess. Restricting youth exposure {o alcohol advertising has important benefits, including
reducing youth drinking and binge drinking. Currently the L.A. MTA does not allow alcohol advertising on its
buses, trains and other transit facilities. | respectfully urge you io adopt this wise policy and not approve the
Martin Cuidoor Media contract untit an amendment is added fo not allow alcohol ads on city-owned bus
benches.

Thank you.

As a mother of three and grandmother of one | hope you will prohibii alcohol ads on public property.
Sincerely,

Jean Bushneli

10348 Easthorne Ave
Los Angeles, CA 80024
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William Weeks <william.weeks@lacity .org> FMon, Jun 6, 2041 at 3:14 P
To: Janice Takimoto <janice.takimoto@lacity.org>

—————————— Forwarded message ~--r------

From: Gayla McDowell <gayla2@att.net>

Date: Mon, Jun 6, 2011 at 11:58 AM

Subject: Keep Alcohol Ads off L.A. Bus Benches

To: Executive Officer Wiliam Weeks <william.weeks@lacity.org>

3

{ am deeply troubled by alcohol-ads on public property. With the cost of alcohol in L.A County estimated to be
$10.8 billion annually, the city should not be a partner in promeoting alcohol.

The L.A. Department of Public Health recently recommended that "reducing alcohol advertising in public
spaces and in areas commonly seen by minors,” would heip discourage underage drinking. Yet the proposed
10-year bus bench contract with Martin Outdoor Media LLC, inexplicably allows the company to place alcohol
ads on public property. '

The research is clear: the more alcohol advertisements young people see, the more likely they are to drink
and drink to excess. Restricting youth exposure to alcohol advertising has imporiant benefits, including
reducing youth drinking and binge drinking. Currently the L.A. MTA does not allow alcohol advertising on its
buses, trains and other transit facilities. | respectfully urge you to adopt this wise policy and not approve the
Martin Ouidoor Media contract until an amendment is added fo not allow alcohol ads on city-owned bus
benches.

Thank you.
Sincerely,
Gayla McDoweli

2005 W Culver Ave Apt 18
Orange, CA 92868

William Weeks <william.wecks@lacity.org> Mon, Jun §, 2011 at 3:14 PM
To: Janice Takimoto <janice.takimoto@lacity.org>

—————————— Forwarded message --—--—--—-

From: Chris Ford, Esq. <cfordlaw@earthlink.net>

Date: Mon, Jun 6, 2011 at 12:00 PM

Subject: Keep Alcohol Ads off L.A. Bus Benches

To: Executive Officer Wiliam Weeks <william.weeks@lacity.org>

| think we should live in a world in which we do not have to be inundated with marketing from every angle.
How about installing bus benches with ... NO advertising? If you just can't get the money-stars out of your
eyes, then please see the further message below:

| am deeply troubled by alcohol-ads on public property. With the cost of alcohol in L.A County estimated 1o be
$10.8 billion annually, the city should not be a partner in promoting alcohol.
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The L.A. Department of Public Health recently recommended that "reducing alcohol advertising in public
spaces and in areas commonly seen by minors,” would help discourage underage drinking. Yet the proposed
10-year bus bench contract with Martin Outdoor Media LLC, inexplicably allows the company to place alcohol
ads on public property.

The research is clear: the more alcohol advertisements young people see, the more likely they are to drink
and drink to excess. Restricting youth exposure o alcohol advertising has important benefits, including
reducing youth drinking and binge drinking. Currently the L.A. MTA does not aliow alcohol advertising on its
buses, trains and other transit facilities. | respectfully urge you {o adopt this wise policy and not approve the
Martin Outdoor Media coniract until an amendment is added to not allow alcohol ads on city-owned bus
benches.

Thank you.
Sincerely,

Chris Ford, Esq.
Chris Ford

3435 Wilshire Blvd Ste 2900
Los Angeles, CA 80010

Williamm Weeks <william.weeks@lacity.org> Mon, Jun §, 2011 at 3:16 PM
To: Janice Takimoto <janice.takimoto@iacity.org>

—————————— Forwarded message -~

From: ehris van hook <ccvanhook@gmail.com>

Date: Mon, Jun 6, 2011 at 12:09 PM

Subject: Keep Alcohol Ads off L.A. Bus Benches

To: Executive Officer Wiliam Weeks <william.weeks@lacity.org>

B

t am deeply troubled by alcohol-ads on public property. With the cost of alcohol in L.A County estimated to be
$10.8 bitlion annually, the city should not be a pariner in promoting alcohol,

The L.A. Department of Public Health recently recommended that "reducing alcohol advertising in public
spaces and in areas commonly seen by minors," would help discourage underage drinking. Yet the proposed
10-year bus bench contract with Martin Outdoor Media LLC, inexplicably allows the company to place alcohol
ads on public property.

The research is clear: the more alcohol advertisements young people see, the more likely they are to drink
and drink to excess. Restricting youth exposure to alcoho! advertising has important benefits, including
reducing youth drinking and binge drinking. Currently the L.A. MTA does not allow alcohol advertising on its
buses, trains and other transit facilities. | respectfully urge you to adopt this wise policy and not approve the
Martin Cutdoor Media contract until an amendment is added o not allow alcohol ads on city-owned bus
benches.

Thank you.

Sincerely,
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chris van hook
337 Via de la Paz
Pacific Palisades, CA 80272

William Weeks <william.weeks@lacity.org> Mon, Jun 6, 2011 at 3:20 PM
To: Janice Takimoto <janice.takimoto@lacity.org= '

—————————— Forwarded message -----—--

From: Margarita Lopez <lopez 5.0rg>

Date: Mon, Jun 6, 2011 at 3:12 PM

Subject: Keep Alcohol Ads off L.A. Bus Benches

To: Executive Officer Wiliam Weeks <william weeks@lacity.org>

1

| am deeply troubled by alcohol-ads on public property. With the cost of alcohol in L.A County estimated to be
$10.8 billion annually, the city should not be a partner in promoting alcohol.

The L.A. Department of Public Health recently recommended that "reducing aicohol advertising in public
spaces and in areas commonly seen by minors," would help discourage underage drinking. Yet the proposed
10-year bus bench contract with Martin Outdoor Media LLC, inexplicably allows the company to place alcohol
ads on public property.

The research is clear: the more alcohol advertisements young people see, the more likely they are to drink
and drink to excess. Restricting youth exposure to alcohol advertising has important benefits, including
reducing youth drinking and binge drinking. Currently the L.A. MTA does not altow alcohol advertising on its
buses, trains and other transit facilities. | respectiully urge you to adopt this wise policy and not approve the
Martin Outdoor Media contract until an amendment is added to not allow alcohol ads on city-owned bus
benches.

Thank you.
Sincerely,
Margarita Lopez

1024 N Mactay Ave
San Fernando, CA 91340

William Weeks <william.weeks@lacity.org> fion, Jun 6, 2011 at 3:21 PM
To: Janice Takimoto <janice.takimoto@lacity.org>

---------- Forwarded message -----=--~-

From: Zenon Marko, Zenon <zm@zenonmarko.com:>

Date: Mon, Jun 6, 2011 af 12:34 PM

Subject: Keep Alcohol Ads off L.A. Bus Benches

To: Executive Officer Willam Weeks <william. weeks@lacity.org>
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| am deeply troubled by alcohol-ads on public property. With the cost of alcohot in LA County estimated to be
$10.8 billion annually, the city should not be a partner in prometing alcohol.

The LA, Department of Public Health recently recommended that "reducing alcohol advertising in public
spaces and in areas commonly seen by minors,” would help discourage underage drinking. Yet the proposed
10-year bus bench contract with Martin Cutdoor Media LLC, inexplicably allows the company to place alcohol
ads on public property.

The research is clear: the more alcohol advertisements young people see, the more likely they are to drink
and drink to excess. Restricting youth exposure to alcohol advertising has important benefits, including
reducing youth drinking and binge drinking. Currently the LA, MTA does not allow alcohol advertising on its
buses, trains and other transit facilities. | respectfully urge you to adopt this wise policy and not approve the
Martin Outdoor Media contract until an amendment is added to not allow alcohol ads on city-owned bus
benches.

Thank you.
Sincerely,
Zenon Marko

202 E 6th St Apt 11
New York, NY 10003

William Weeks <william.weeks@lacity.org> Mon, Jun 6, 2011 at 3:23 PM
To: Janice Takimoto <janice.takimoto@lacity.org>

—————————— Forwarded message —-———-—-

From: Marsha Lyon <marsha lvon@yahoo.com>

Date: Mon, Jun 6, 2011 at 12:49 PM

Subject: Keep Alcohol Ads off L.A. Bus Benches

To: Executive Officer Wiliam Weeks <wiliam.weeks@lacity.org>

E]

| am deeply troubled by aicohol-ads on public property. With the cost of alcohol in L.A County estimated to be
$10.8 billion annually, the city should not be a partner in promoting aicohol.

The L.A. Department of Public Health recently recommended that "reducing alcohol advertising in public
spaces and in areas commonly seen by minors,” would help discourage underage drinking. Yet the proposed
10-year hus bench contract with Martin Outdoor Media LLC, inexplicably allows the company to place alcohol
ads on public property.

The research is clear: the more alcohol advertisements young people seeg, the more likely they are to drink
and drink to excess. Restricting youth exposure to alcohol advertising has importani benefits, including
reducing youth drinking and binge drinking. Currently the L.A. MTA does not allow alcohol advertising on its
buses, trains and other transit facilities. | respectfully urge you to adopt this wise policy and not approve the
Martin Outdoor Media contract until an amendment is added to not allow alcohol ads on city-owned bus
benches.

Thank you.

Sincerely,
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Marsha Lyon
1712 Bervy St
San Diego, CA 92110

William Weeks <william.weeks@lacity.org> Mon, Jun 6, 2011 at 3:24 PM
To: Janice Takimoto <janice.takimoto@lacity.org>

—————————— Forwarded message ~mr=m---

From: mMichael Cuihane <mighael culhanef@mac.com>

Date: Mon, Jun 6, 2011 at 12:53 PM

Subject: Keep Alcohol Ads off L.A. Bus Benches

To: Executive Officer Wiliam Weeks <william.weeks@lacity.org>

H

| am apposed to having alcohol advertisements on billboards anywhere in los angeles. The research is clear;
the more alcohol advertisements young people see, the more likely they are to drink and drink o excess. |
have 2 boys and this is important o me. Please vote against it.

{ am deeply troubled by alcohol-ads on public property. With the cost of alcohol in L.A County estimated to be
$10.8 billion annually, the city should not be a partner in promoting alcohol.

The L.A. Department of Public Health recently recommended that "reducing aicohol advertising in public
spaces and in areas commeonly seen by minors,” would help discourage underage drinking. Yet the proposed
10-year hus bench contract with Martin Outdoor Media LL.C, inexplicably allows the company to place alcohol
ads on public property.

The research is clear: the more alcoho! advertisements young people see, the more likely they are to drink
and drink to excess. Restricting youth exposure to alcohol advertising has important benefits, including
reducing youth drinking and binge drinking. Currently the L.A. MTA does not aliow alcohol advertising on its
buses, trains and other transit facilities. | respectfully urge you to adopt this wise policy and not approve the
Martin Outdoor Media contract until an amendment is added fo not allow alcoho! ads on city-owned bus
benches.

Thank you.
Sincerely,
mbMichael Culhane

4439 Saint Clair Ave
Studio City, CA 91604

William Weeks <william.weeks@lacity.org> Mon, Jun 6, 2011 at 3:25 PM
To: Janice Takimoto <janice.takimoto@lacity.org>

---------- Forwarded message -
From: David Rosenstein <drosey36@gmail.com>
Date: Mon, Jun 8, 2011 at 12:56 PM
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Subject: Keep Alcohol Ads off L.A. Bus Benches
To: Executive Officer Wiliam Weeks <william.weeks@lacity.org>

{ understand that the city needs the money however promoting alcohol to children via bus benches is a
terrible idea.

| am deeply troubled by alcohol-ads on public property. With the cost of alcohol in LA County estimated to be
$10.8 billion annually, the city should not be a partner in promoting alcohol.

The L.A. Department of Public Health recently recommended that "reducing alcohol advertising in public
spaces and in areas commonly seen by minars,” would help discourage underage drinking. Yet the proposed
10-year bus bench contract with Martin Outdoor Media L1.C, inexplicably allows the company to place alcohol
ads on public property.

The research is clear: the more alcohol advertisements young people see, the mare likely they are to drink
and drink 1o excess. Restricting vouth exposure to alcohol advertising has important benefits, including
reducing youth drinking and binge drinking. Currently the L.A. MTA does not allow alcohol advertising on its
buses, trains and other transit facilities. | respectiully urge you to adopt this wise policy and not approve the
Martin Qutdoor Media contract until an amendment is added to not allow alcohol ads on city-owned bus
benches.

Thank you.

Thanks you for your attention to this important matter.
Sincerely,

David Rosenstein

302 Amaifi Dr
Santa Monica, CA 90402

William Weeks =william.weeks@lacity.org> Mon, Jun 6, 2011 at 3:38 PM
To: Janice Takimoto <janice.takimoto@lacity.org>

—————————— Forwarded message -----—---~

From: Charles Brink <acton@wagn.net>

Date: Mon, Jun 6, 2011 at 1:08 PM

Subject: Keep Alcohol Ads off L.A. Bus Benches

To: Executive Officer Wiliam Weeks <william.weeks@lacity.org>

1

I am deeply troubled by alcohol-ads on public property. With the cost of alcohol in L.A County estimated to be
$10.8 billion annuatly, the city should not be a partner in promoting alcohol.

The L.A. Department of Public Health recently recommended that "reducing alcohol advertising in public
spaces and in areas commonly seen by minors," would help discourage underage drinking. Yet the proposed
10-year bus bench contract with Martin Qutdoor Media LLC, inexplicably allows the company to place alcohol
ads on public property.
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The research is clear: the more alcohol advertisements young people see, the mare likely they are to drink
and drink to excess. Restricting youth exposure to alcohol advertising has important benefits, including
reducing youth drinking and binge drinking. Currently the L.A. MTA does not allow alcohol advertising on its
buses, trains and other transit facilities. | respectfully urge you to adopt this wise policy and not approve the
Martin Outdoor Media contract until an amendment is added to not allow alcohol ads on city-owned bus
henches.

Thank you.

Stop all bus bench advertsing for drugs and Alcohol.
Sincerely,

Charles Brink

PO Box 9333
Van Nuys, CA 91409

William Weeks <william.weeks @lacity.org> Mon, Jun 6, 2011 at 3:40 PM
To: Janice Takimoto <janice.takimoto@lacity.org>

---------- Forwarded message ———--—--

From: Sam McCormick <samccg@sbcaglobal.net>

Date: Mon, Jun 6, 2011 at 1:13 PM

Subject: Keep Alcohol Ads off L.A. Bus Benches

To: Executive Officer Wiliam Weeks <william.weeks@acity.org>

H

Will vou make a positive decision for our youth? our country?

| am deeply troubled by alcohol-ads on public property. With the cost of alcohot in L.A County estimated to be
$10.8 billion annually, the city should not be a partner in promeoting aicehal.

The L.A. Department of Public Health recenily recommended that "reducing alcohol advertising in public
spaces and in areas commonly seen by minors," would help discourage underage drinking. Yet the proposed
10-year bus bench contract with Martin Qutdoor Media LLC, inexplicably allows the company to place alcohol
ads on public property.

The research is clear: the more alcohol advertisements young people see, the more likely they are to drink
and drink to excess. Restricting youth exposure to alcohol advertising has important benefits, including
reducing youth drinking and binge drinking. Currently the L.A. MTA does not allow alcohol advertising on its
buses, irains and other transit facilities. | respectfully urge you to adopt this wise policy and not approve the
Martin Outdoor Media contract until an amendment is added o not allow alcohol ads on city-owned bus
benches.

Thank you.

Please consider this request.

Sincerely,

Sam McCormick
4337 Shamrock Way
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Castro Valley, CA 94546

William Weeks <william.weeks@lacity.org> ion, Jun 6, 2011 at 4:32 PM
To: Janice Takimoto <janice fakimoto@lacity.org>

---------- Forwarded message --—---—-——

From: Virginia Connell <ginnvconnellpdap@aol.com:>

Date: Mon, Jun 6, 2011 at 1:54 PM

Subject: Keep Alcohol Ads off LA, Bus Benches

To: Executive Oifficer Wiliam Weeks <william.weeks@lacity.org>

| am deeply troubled by alcohol-ads on public property. With the cost of alcohol in L.A County estimated to be
$10.8 billion annually, the city should not be a partner in promoting alcohol.

The L.A. Department of Public Health recently recommended that "reducing alcohol advertising in public
spaces and in areas commonly seen by minors,” would help discourage underage drinking. Yet the proposed
10-year bus bench contract with Martin Outdoor Media LLC, inexplicably allows the company to place alcohol
ads on public property.

The research is clear: the more alcohol advertisements young people see, the more likely they are to drink
and drink to excess. Restricting youth exposure to alcohol advertising has important benefits, including
reducing youth drinking and binge drinking. Currently the L.A. MTA does not allow alcohoi advertising on its
buses, trains and other transit facilities. | respectiully urge you to adopt this wise policy and not approve the
Martin Cutdoor Media contract until an amendment is added to not allow aicohol ads on city-owned bus
benches.

Thank you.
Sincerely,
Virginia Connell

2361 Calle Mimosa
Thousand QOaks, CA 91360

William Weeks <william.weeks@lacity.org> Mon, Jun 6, 2011 at 4:33 PM
To: Janice Takimoto <janice.fakimoto@lacity.org>

~~~~~~~~~~ Forwarded message ~—-rr---

From: Mr. & Mrs. Michael Metcalfe <m.metcalfe@verizon.net>
Date: Mon, Jun 8, 20111 at 2:10 PM

Subject: Keep Alcohol Ads off L.A. Bus Benches

To: Executive Officer Wiliam Weeks <william.weeks@lacity.org>

| am deeply troubled by alcohol-ads on public property. With the cost of alcohel in L.A County estimated to be
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$10.8 billion annually, the city should not be a partner in promating alcohol.

The L.A. Department of Public Health recently recommended that "reducing alcohol advertising in public
spaces and in areas commonly seen by minors,” would help discourage underage drinking. Yet the proposed
10-year bus bench contract with Martin Outdoor Media LLC, inexplicably allows the company to place alcohol
ads on public property.

The research is clear: the more alcohol advertisements young people see, the mare likely they are to drink
and drink to excess. Restricting youth exposure to alcohol advertising has important benefits, including
reducing youth drinking and binge drinking. Currently the L.A. MTA does not allow alcohol advertising on its
buses, trains and other transit facilities. | respectiully urge you to adopt this wise policy and not approve the
Martin Qutdoor Media contract until an amendment is added to not allow alcohol ads on city-owned bus
benches.

Thank you.
Sincerely,
Mr. & Mrs. Michael Metcalfe

1421 Pandora Ave
l.os Angeles, CA 90024

William Weeks <william.weecks@lacity.org> Mon, Jun 6, 2011 at 4:33 PM
To: Janice Takimoto <janice takimoto@lacity.org>

—————————— Forwarded message ~-—--—---—

From: David Allan, L.os Angeles <123wellness@gmail.com>
Date: Mon, Jun 6, 2011 at 2:20 PM

Subject: Keep Alcohol Ads off L.A. Bus Benches

To: Executive Officer Wiliam Weeks <william.weeks@lacity.org>

3

Advertising results in shaping our minds to make decisions both consciously and unconsciously. Especially
for our young children and young aduits, let's find another way te bring money to our city that brings a
positive, safe message to our community

Thank you.
Sincerely,
Dr. David Allan, D.C.

PO Box 25692
l.os Angeles, CA 90025

Williarn Weeks <william.weeks@lacity.org> Mon, Jun 6, 2011 at 4:33 PM
To: Janice Takimoto <janice.takimoto@lacity.org>
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From: Kevin Ashworth <kevinashworth@yahoo.com>

Date: Mon, Jun 6, 2011 at 2:38 PM

Subject: Keep Alcohol Ads off L.A. Bus Benches

To: Executive Officer Wiliam Weeks <willlam.weeks@lacity.org>

H

Please keep alcohol ads off LA bus benches.
{ am troubled by alcohol-ads on public property. The city should not be a partner in promoting alcohol.

The LL.A. Department of Public Health recenily recommended that "reducing aicohol advertising in public
spaces and in areas commeonly seen by minors," would help discourage underage drinking. Yet the proposed
10-year bus bench contract with Martin Outdoor Media LLC, inexplicably allows the company to place aicohol
ads on public praperty.

The research is clear: the more alcohol advertisements young people see, the more likely they are o drink
and drink to excess. Restriciing youth exposure to alcshol advertising has important benefits, including
reducing youth drinking and binge drinking. Currently the L.A. MTA does not aliow alcohol advertising on its
buses, trains and other transit facilities. | respectfully urge you to adopt this wise policy and not approve the
Martin Qutdoor Media contract until an amendment is added to not allow alcohol ads on city-owned bus
benches.

Thank you.
Sincerely,
Kevin Ashworth

5837 Willoughby Ave Apt 3
Los Angeles, CA 90038

William Weeks <william.weeks@lacity.org> Mon, Jun 8, 2011 at 4:36 PM
To: Janice Takimoto <janice.takimoto@lacity.org>

---------- Forwarded message -

From: Alan Richards <alanjay132@yahoo.com>

Date: Mon, Jun 6, 2011 at 3:09 PM

Subject: Keep Alcohol Ads off L.A. Bus Benches

To: Executive Officer Willam Weeks <william.weeks@lacity.org>

1

[ am deeply troubled by alcohol-ads on public property. With the cost of alcohol in L.A County estimated to be
$10.8 billion annually, the city should not be a partner in promoting alcohol.

The L.A. Department of Public Health recently recommended that "reducing alcohol advertising in public
spaces and in areas commeonly seen by minors,” would help discourage underage drinking. Yet the proposed
10-year bus bench contract with Martin Qutdoor Media LLC, inexplicably allows the company to place alcohol
ads on public property.

The research is clear: the more alcohol advertisements young people see, the more likely they are to drink
and drink to excess. Restricting youth exposure to alcohol advertising has important benefits, including

https://mail.google.com/a/lacity.org/Mui=2&ik=b7aad3 1513 &view=pt&search=inbox&th=... 6/10/2011



City of Los Angeles Mail - Fwd: Keep Alcohol Ads off L..A. Bus Benches Page 14 of 64

reducing youth drinking and binge drinking. Currentty the L.A. MTA does not allow alcohaol advertising on its
huses, trains and other transit facilities. | respectfully urge you to adopt this wise policy and not approve the
Martin Cutdoor Media contract until an amendment is added to not allow aicohol ads on city-owned bus
benches.

Thank you.
Sincerely,
Alan Richards

3745 S Grand Ave
Los Angeles, CA 90007

Williarn Weeks <william.weeks@iacity.org> ion, Jun 8, 2011 at 4:36 PM
To: Janice Takimoto <janice.takimoto@lacity.org>

—————————— Forwarded message --—----—--

From: Beverly Weatherill <dweatherill@socal.rr.com>

Date: Mon, Jun 6, 2011 at 3:31 PM

Subject: Keep Alcohol Ads off L.A. Bus Benches

To: Executive Officer Wiliam Weeks <william.weeks@lacity.org>

Everywhere | go now, | am seeing ads for alcohol.. the industry is immersing our country in its producis
because they can entice government with money... please resist their tempting you {o altow adds on bus and
park benches..

| am deeply troubled by alcohol-ads on public property. With the cost of alcohol in L.A County estimated to be
$10.8 billion annually, the city should not be a partner in promoting alcohol.

The L.A. Department of Public Health recently recommended that "reducing alcohol advertising in public
spaces and in areas commonly seen by minors,” would help discourage underage drinking. Yet the proposed
10-year bus bench contract with Martin Quidoor Media LLC, inexplicably allows the company to place alcohol
ads on public property.

The research is clear: the more alcohol advertisements young people see, the more likely they are to drink
and drink to excess. Restricting youth exposure to alcohol advertising has important benefits, including
reducing youth drinking and hinge drinking. Currently the L.A. MTA does not allow alcohol advertising on its
buses, trains and other transit facilities. | respectiully urge you {0 adopt this wise policy and not approve the
Martin Qutdoor Media contract until an amendment is added to not allow alcohol ads on city-owned bus
benches.

Thank you.
Sincerely,
Beverly Weatherill

1239 E Lomita Ave
Orange, CA 92867
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Wiliam Weeks <william.weeks@lacity.crg> Mon, Jun §, 2011 at 4:40 PM
To: Janice Takimoto <janice.takimoto@lacity.org>

-——-—-- FForwarded message ---------

From: Paul Scott <paulbscott@aol.com>

Date: Mon, Jun 6, 2011 at 3:53 PM

Subject; Keep Alcohol Ads off L.A. Bus Benches

To: Executive Officer Wiliam Weeks <william.weeks@lacity.org>

Understanding as i do that alcohol comprises the #1 Drug Problem at present in America, | am hoping that
those responsible for the affairs of the City of Los Angeles will take measures to lessen the impact of alcohol
advertising and promotion. .

t am deeply troubled by alcohol-ads on public property. With the cost of alcohol in L.A County estimated to be
$10.8 billion annually, the city should not be a partner in promoting alcohol.

The L.A. Department of Public Heaith recently recommended that "reducing alcohol advertising in public
spaces and in areas commonly seen by minors,” would help discourage underage drinking. Yet the proposed
10-year bus bench contract with Martin Qutdoor Media LLC, inexplicably allows the company to place alcohol
ads on public property.

The research is clear: the more alcohol advertisemenis young people see, the more likely they are to drink
and drink to excess. Restricting youth exposure to alcohol advertising has important benefits, including
reducing youth drinking and binge drinking. Currently the L.A. MTA does not allow alcohol advertising on its
buses, trains and other transit facilities. | respectfully urge you to adopt this wise policy and not approve the
Martin Qutdoor Media contract until an amendment is added to not allow alcohol ads on city-owned bus
benches.

Thank you.

Although my residence is not in the City of Los Angeles, | have an office in the Mid-Wilshire District and am
concerned with what happens in the second largest city in the Nation.

Sincerely,
Paul Scott

630 Atkins Dr
Glendale, CA 912086

William Weeks <william.weeks@lacity.org> : Mon, Jun 6, 2011 at 4:41 PM
To: Janice Takimoto <janice.takimoto@lacity.org>

- Forwarded message -

From: laura silagi <|rsilagi@gmail.com>

Date: Mon, Jun 6, 2011 at 4:03 PM

Subject: Keep Alcoho! Ads off L.A. Bus Benches

To: Executive Officer Wiliam Weeks <willlam.weeks@lacily.org>
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{ am deeply troubled by alcohol-ads on public property. With the cost of alcahel in L.A County estimated to be
$10.8 bitlion annually, the city should not be a partner in promoting alcehol.

The L.A. Department of Public Health recently recommended that "reducing alcohol advertising in public
spaces and in areas commonly seen by minors," would help discourage underage drinking. Yet the proposed
10-year bus bench contract with Martin Cutdoor Media LLC, inexplicably allows the company to place alcohol
ads on public property.

The research is clear: the more alcohol advertisements young people see, the more likely they are to drink
and drink to excess. Restricling youth exposure to alcohol advertising has important benefits, including
reducing youth drinking and binge drinking. Currently the LL.A. MTA does not allow alcohol advertising on its
huses, trains and other transit facilities. | respectfully urge you to adopt this wise policy and not approve the
Martin Outdoor Media contract untif an amendment is added to not allow alcohol ads on city-owned bus
benches.

Thank you.
Sincerely,
laura silagi

1072 Palms Bivd
Venice, CA 90291

William Weeks <william.weeks@Iacity.org> Mon, Jun &, 2011 21 4:42 PM
To: Janice Takimoto <janice.takimoto@lacity.org>

~~~~~~~~~~ Forwarded message --—------

From: gelnaz agahi <fishiez@hotmail.com>

Date: Mon, Jun 6, 2011 at 4:06 PM

Subiect: Keep Alcohol Ads off L.A. Bus Benches

To: Executive Officer Wiliam Weeks <william.weeks@lacity.org>

| am deeply troubled by alcohol-ads on public property. With the cost of alcohol in L.A County estimated to be
$10.8 biliion annually, the city should not be a partner in promoting alcohol.

The L.A. Department of Public Health recently recommended that "reducing alcohol advertising in public
spaces and in areas commonly seen by minors," would help discourage underage drinking. Yet the proposed
10-year bus bench contract with Martin Outdoor Media LLC, inexplicably allows the company to place alcohol
ads on public property.

The research is clear: the more alcoho! advertisements young people see, the more likely they are to drink
and drink to excess. Restricting youth exposure to alcohol advertising has important benefits, including
reducing youth drinking and binge drinking. Currently the L.A. MTA does not allow alcohol advertising on its
buses, trains and other transit facilities. | respectfully urge you to adopt this wise policy and not approve the
Martin Outdoor Media contract until an amendment is added to not allow alcohol ads on city-owned bus
benches.

Thank you.

Sincerely,
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golnaz agahi
81 Canal
Irvine, CA 82620

William Weeks <william.weeks@lacity.org> Mon, Jun 6, 2011 at 9:22 PM
To: janice.takimoto@lacity.org

---— QOriginal Message --—--

From: Michael Monagan <mmenagan@lausd.net>

To: Executive Officer Wiliam Weeks <william.weeks@lacity.org>
Sent: Mon Jun 06 17:56:01 2011

Subject: Keep Alcohol Ads off L.A. Bus Benches

)

| am deeply troubled by alcohol-ads on public property. With the cost of
alcohol in L.A County estimated to be $10.8 billion annuatly, the city
should not be a partner in promoting alcohol.

The L.A. Department of Public Health recently recommended that "reducing
alcohol advertising in public spaces and in areas commonly seen by minors,”
would help discourage underage drinking. Yet the proposed 10-year bus bench
contract with Martin Outdoor Media LLC, inexplicably allows the company to
place alcohol ads on public property.

The research is clear: the more alcohol adveriisements young people see, the
more likely they are to drink and drink to excess. Restricting youth

exposure to alcohol advertising has important benefits, including reducing
youth drinking and binge drinking. Currently the L.A. MTA does not allow
alcohol advertising on its buses, trains and other transit facilities. |

respectfully urge you to adopt this wise policy and not approve the Martin
Outdoor Media contract until an amendment is added to not allow alcohol ads
on city-owned bus henches,

Thank you.
Sincerely,
Michael Monagan

3341 Fay Ave
Culver City, CA 30232

William Weeks <william.wecks@lacity.org> . Mon, Jun &, 2011 at 2:24 PM
To: janice.takimoto@lacity.org

————— Original Message -——-

From: Beth Ann Thompson <bthan49@amail.com>

To: Executive Officer Wiliam Weeks <william.weeks@iacily.org>
Seni: Mon Jun 06 20:36:01 2011

Subject: Keep Alcohol Ads off L.A. Bus Benches

1

Teenagers have way too much pressure on them from advertising for things
that are essentially harmiul. Please don't perpetrate this travesty.
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i am deepiy troubled by alcohol-ads on public property. With the cost of
alcohol in L.A County estimated to be $10.8 billion annually, the city
should not be a partner in promoting alcohol.

The L.A. Department of Public Health recently recommended that "reducing
alcohol advertising in public spaces and in areas commonly seen by minors,"
would help discourage underage drinking. Yel the proposed 10-year bus bench
contract with Martin Cutdoor Media LLC, inexplicably allows the company to
place alcohol ads on public property.

The research is clear: the more alcohol advertisements young people see, the
more likely they are to drink and drink to excess. Restricting youth

exposure {o alcohol advertising has important benefits, including reducing
youth drinking and binge drinking. Currently the L.A. MTA does not aflow
alcohol advertising on its buses, trains and other transit facilities. |

respectiully urge you to adopt this wise policy and not approve the Martin
QOutdoor Media contract until an amendment is added to not allow alcohol ads
on city-owned bus benches.

Thank you.
Sincerely,
Beth Ann Thompson

1545 San Francisco St
Redding, CA 96001

William Weeks <william.weeks@lacity.org> Tue, Jun 7, 2011 at 8:18 AM
To: janice.takimoto@lacity.org

————— Original Message -----

From: Derek Ryder <ekiture@vyahoo.com>

To: Executive Officer Wiliam Weeks <william, weeks@]acity.org>
Sent: Tue Jun 07 02:30:03 2011

Subject: Keep Alcohol Ads off L.A. Bus Benches

| am deeply troubled by alcohol-ads on public property. With the cost of
alcohol in L.A County estimated to be $10.8 billion annually, the city
should not be a partner in promoting alcohol.

The L.A. Department of Public Health recently recommended that "reducing
alcohol! advertising in public spaces and in areas commonly seen by minors,"
would help discourage underage drinking. Yet the proposed 10-year bus bench
contract with Martin Qutdoor Media LLC, inexplicably allows the company to
place alcohol ads on public property.

The research is clear: the more alcohol advertisements young people see, the
more likely they are to drink and drink to excess. Restricting youth

exposure to alcohol advertising has important benefits, including reducing
youth drinking and binge drinking. Currently the L.A. MTA does not allow
alcohol advertising on its buses, trains and other transit facilities. |

respectfully urge you to adopt this wise policy and not approve the Martin
Outdoor Media contract until an amendment is added to not allow alcohol ads
on city-owned bus benches.
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Thank you.
Sincerely,
Derek Ryder

1617 Grafton St
Los Angeles, CA 90026

William Weeks <william.weeks@lacity.org> Tue, Jun 7, 2011 at 8:18 AM
To: janice.takimoto@lacity.org

----- Qriginat Message --—-

From: Susan Gans <preservethelegacy@sbceglobal.net>

To: Executive Officer Wiliam Weeks <william.weeks@lacity.org>
Sent: Tue Jun 07 02:30:05 2011

Subiject: Keep Aicohol Ads off L.A. Bus Benches

1

I am deeply troubled by alcohol-ads on public property. With the cost of
alcohol in L.A County estimated to be $10.8 billion annually, the city
should not be a partner in promoting alcohol.

The L.A. Depariment of Public Health recently recommended that "reducing
alcohol advertising in public spaces and in areas commonly seen by minors,"
would help discourage underage drinking. Yet the proposed 10-year bus bench
contract with Martin Qutdoor Media LLC, inexplicably allows the company io
place alcohol ads on public property.

The research is clear: the more alcohol advertisements young people see, the
maore likely they are to drink and drink fo excess. Resfricting youth

exposure to alcohol advertising has important benefits, including reducing
youth drinking and binge drinking. Currently the L.A. MTA does not allow
aleohol advertising on its buses, trains and other transit facitities. |

respectfully urge you to adopt this wise policy and not approve the Martin
Outdoor Media contract untit an amendment is added to not allow alcohol ads
on city-owned bus benches,

Thank you.
Sincerely,
Susan Gans

PO Box 900
Beverly Hills, CA 20213

William Weeks <william weeks@lacity.org> Tue, Jun 7, 2011 at 5:18 AM
To: janice.takimoto@lacity.org

----- Original Message -—--

From. Gregory Wright <greg@newciv.org>

To: Executive Officer Wiliam Weeks <william.weeks@lacity.org>
Sent: Tue Jun 07 02:30:03 2011

Subiect: Keep Alcohol Ads off L.A. Bus Benches

1

t am deeply troubled by alcohol-ads on public property. With the cost of
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alcohol in L.A County estimated to be $10.8 billion annually, the city
should not be a partner in promoting alcohol.

The L.A. Department of Public Mealth recently recommended that "reducing
alcohol advertising in public spaces and in areas commonly seen by minors,”
would help discourage underage drinking. Yet the proposed 10-year bus bench
contract with Martin Outdoor Media LLC, inexplicably allows the company to
place alcohol ads on public property.

The research is clear: the more alcohol advertisements young people see, the
more likely they are to drink and drink to excess. Restricting youth

exposure to alcohol advertising has important benefits, includihg reducing
youth drinking and binge drinking. Currently the L.A. MTA does nof allow
alcohol advertising on its buses, trains and other transit facilities. |

respectfully urge you to adopt this wise policy and not approve the Martin
Outdoor Media contract until an amendment is added to not allow alcohol ads
on city-owned bus benches.

Thank you.

SOME OF LOS ANGELES'S BUS BENCHES SHOULD PRESENT, NOT MORE OBNOXIOUS ADS,
BUT FULL-BENCH-BACK REPRODUCTIONS OF PANORAMIC ARTWORKS BY LOS ANGELES
ARTISTS — WORKS NOMINATED AND SELECTED BY LOCAL COMMUNITY ARTS
ORGANIZATIONS AND THE CULTURAL AFFAIRS DEPARTMENT.

Sincerely,
Gregory Wright

14161 Riverside Dr Unit 3
Sherman Oaks, CA 91423

William Weeks <william.wecks@lacity.org> Tue, Jun 7, 2011 at 8:20 AM
To: janice.takimoto@lacity.org

----- Originat Message —--—

From: Carol Easton <easton525@gmail.com>

To: Executive Officer Wiliam Weeks <william.weeks@lacity.org>
Sent: Tue Jun 07 02:30:03 2011

Subject: Keep Alcohol Ads off L.A. Bus Benches

1

With the cost of alcohol abuse in LA County estimated to be $10.8 billion
annually, the city should not be a partner in promoting alcohol.

The L.A. Depariment of Public Health recently recommended that "reducing
alcohol advertising in public spaces and in areas commonly seen by minors,"
would help discourage underage drinking. Yet the proposed 10-year bus bench
contract with Martin Qutdoor Media LLC, inexplicably allows the company to
place alcohol ads on public property.

The research is clear: the more alcohol advertisermnents young people see, the
more likely they are to drink and drink to excess. Restricting youth

exposure to alcohol advertising has important benedits, including reducing
youth drinking and binge drinking. Currently the L.A. MTA does not allow
alcohol advertising on its buses, trains and other transit facilities. |

respectfully urge you to adopt this wise policy and not approve the Martin
Outdoor Media contract until an amendment is added o not allow alcohol ads
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on city-owned bus benches.
Thank you.

Sincerely,

Carol Easton

525 Venice Way
Venice, CA 80291

William Weeks <william.weeks@lacity.org> Tue, Jun 7, 2011 at 8:33 AM
To: janice.takimoto@lacity.org

----- Original Message -—--

From: CV BECK <REXBECK@NETSCAPE.COM™>

To: Executive Officer Wiliam Weeks <william.weeks@lacity.org>
Sent: Tue Jun 07 08:06:01 2011

Subject: Keep Alcohol Ads off L.A. Bus Benches

You guys are trying the people's patience with money-grubbing, vulgar
activities. | believe it is time to knock it off.

| am deeply troubled by alcohol-ads on public property. With the cost of
alcohol in L.A County estimated to be $10.8 billion annuslly, the city
should not be a pariner in promoting alcohol.

The L.A. Department of Public Health recently recommended that "reducing
alcohol advertising in public spaces and in areas commeoenly seen by minors,”
would help discourage underage drinking. Yet the proposed 10-year bus bench
contract with Martin Quidoor Media LLC, inexplicably allows the company to
place alcohol ads on public property.

The research is clear: the more alcohol advertisements young people see, the
more likely they are to drink and drink to excess. Restricting youth

exposure to alcohol advertising has important benefits, including reducing
youth drinking and hinge drinking. Currently the L.A. MTA does not allow
alcohol advertising on its buses, trains and other transii facitities. 1

respectfully urge you to adopt this wise policy and not approve the Martin
Outdoor Media contract until an amendment is added to not allow alcohol ads
on city-owned bus benches.

Thank you.

| believe that a 10-year coniract is excessive and maybe only a 2-year
contract would he doable.

Sincerely,
CVBECK

1033 Elkgrove Ave Apt 1
Venice, CA 90291

William Weeks <william.weeks@lacity.org> Tue, Jun 7, 2011 at 8:45 AM
To: janice.takimoto@lacity.org
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From: Marge Schuliz <mschuliz48@gmail.com>

To: Executive Officer Wiliam Weeks <william.weeks@lacity. org>
Sent: Tue Jun 07 08:37:01 2011

Subject: Keep Alcohol Ads off L.A. Bus Benches

H

| am deeply troubled by alcohol-ads on public property. With the cost of
alcohol in L.A County estimated to be $10.8 billion annually, the city
should not be a partner in promoting alcohol.

The L.A. Department of Public Health recently recommended that "reducing
alcohol advertising in public spaces and in areas commonly seen by minors,"
would help discourage underage drinking. Yet the proposed 10-year hus bench
contract with Martin Outdoor Media LLC, inexplicably allows the company to
place alcohol ads on public property.

The research is clear: the more alcohol advertisements young people see, the
more likely they are to drink and drink to excess. Restricting youth

exposure to alcohol advertising has important benefits, including reducing
youth drinking and binge drinking. Currently the L.A. MTA does not allow
alcohol advertising on its buses, trains and other transit facilities. |

respectfully urge you to adopt this wise policy and not approve the Martin
Qutdoor Media contract uniil an amendment is added to not allow alcohol ads
on city-owned bus benches.

Thank you.
Sincerely,
Marge Schultz

4592 Rosewood Pl
Riverside, CA 92506

William Weeks <william.weeks @lacity.org> Tue, Jun 7, 2011 at 1:44 PM
To: janice.fakimoto@lacity.org

————— Original Message --—-

From: Caroll Fowler <fowler83@earthlink.net>

To: Executive Officer Wiliam Woeeks <william.weeks@tacity.org>
Sent: Tue Jun 07 13:31:01 2011

Subject; Keep Alcohol Ads off L.A. Bus Benches

As a therapist with a speciality in addictions | must express my dismay at

tax money going to advertising alcohol. This gives a message, especially to
our youth, that drinking is okay. And our youth is at terrible risk to have
continued problems with alcohol and drugs due to the lack of development of
their brains. Please don't continue this for the sake of ourselves and our
youth.

I am deeply troubled by alcohol-ads on public property. With the cost of
aicohol in L.A County estimated to be $10.8 billion annually, the city
should not be a partner in promoiing alcohol.

The L.A. Department of Public Health recently recommended that "reducing
alcohol advertising in public spaces and in areas commaonly seen by minors,”
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wouid help discourage underage drinking. Yet the proposed 10-year bus bench
contract with Martin Quideor Media LLC, inexplicably allows the company to
place alcohol ads on public property.

The research is clear: the more alcohol advertisements young people seeg, the
more likely they are to drink and drink to excess. Restricting youth

exposure to alcohol advertising has important henefits, including reducing
youth drinking and binge drinking. Currently the L.A. MTA does not allow
alcohol advertising on its buses, trains and other transit facilities. |

respectfully urge you to adopt this wise palicy and not approve the Martin
Outdoor Media contract until an amendment is added to not allow alcohol ads
on city-owned bus benches.

Thank you.
Sincerely,
Caroll Fowler

243 Poplar Ave
Hayward, CA 94541

William Weeks <william.weeks@lacity.org> Tue, Jun 7, 2011 at 1:44 PM
To: janice.takimoto@lacity.org

---— Original Message -

From: Karen Fishkin, Karen <karenfishkin@yahoo.com>

To: Executive Officer Wiliam Weeks <william.weeks@lacity.org>
Sent: Tue Jun 07 13:37:01 2011

Subject: Keep Alcohol Ads off L A, Bus Benches

| am deeply troubled by alcohol-ads on public property. With the cost of
alcohol in L.A County estimated to be $10.8 billion annualily, the city
should not be a parther in promoting alcohol.

The L.A. Department of Public Health recently recommended that "reducing
alcohol advertising in public spaces and in areas commonly seen by minors,”
would help discourage underage drinking. Yet the proposed 10-year bus bench
contract with Martin Outdoor Media LLC, inexplicably allows the company to
place alcohol ads on public property.

The research is clear: the more alcohol advertisements young people seg, the
more likely they are to drink and drink to excess. Restricting youth

exposure to alcohol advertising has important benefits, including reducing
youth drinking and binge drinking. Currently the L.A. MTA does not allow
alcohol advertising on its buses, trains and other transit facilities. |

respectfully urge you to adopt this wise policy and not approve the Martin
Outdoor Media contract uniil an amendment is added to not allow alcohol ads
on city-owned bus benches.

Thank you.
Sincerely,
Karen Fishkin, Karen

1742 Fell 5t
San Francisco, CA 94117

htips://mail.google.com/a/lacity. org/?ui=2&ik=b7aad3 1513 &view=pt&search=inbox&th=... 6/10/2011



City of Los Angeles Mail - Fwd: Keep Alcohol Ads off L.A. Bus Benches Page 24 of 64

Janice Takimoto <janice.takimoto@lacity .org> Wed, Jun 8, 2011 at 7:31 AM
To: Teri Schmidt <teri.schmidi@lacity.org>

Forwarded conversation
Subject: Fwd: Keep Alcohol Ads off L.A. Bus Benches

From: William Weeks <william.weeks@lacity.org>
Date: Mon, Jun 6, 2011 at 11:30 AM
To: Janice Takimoto <janice.takimolo@lacity.org>

—————————— Forwarded message --—------

From: Michael Scippa <mjscippa@agmail.com>

Date: Mon, Jun 6, 2011 at 11:27 AM

Subject: Keep Alcohal Ads off L.A. Bus Benches

To: Executive Officer Willam Weeks <william.weeks@|acity.org>

¥

Please do your job and protect the health and safety of L.A. residents and visitors.

| am deeply troubled by alcohol-ads on public property. With the cost of alcohol in L.A County estimated to be
$10.8 billion annually, the city should not be a partner in promoting alcohol.

The L.A. Department of Public Health recently recommended that "reducing alcohol advertising in public
spaces and in areas commonly seen by minors,” would help discourage underage drinking. Yet the proposed
10-year bus bench contract with Martin Gutdoor Media LLC, inexplicably allows the company to place alcohol
ads on public property.

The research is clear: the more alcohol advertisements young people seeg, the more likely they are to drink
and drink to excess. Restricting youth exposure to alcohol adverlising has important benefits, including
reducing youth drinking and binge drinking. Currently the LL.A. MTA does not allow alcohol advertising on its
huses, trains and other transit facilities. | respectiully urge vou to adopt this wise policy and not approve the
Martin Outdoor Media confract untit an amendment is added to not allow alcohol ads on city-owned bus
benches.

Once again, please do your job and protect the health and safety of LA, residents and visitors.
Thank you.

Sincerely,

Michael Scippa

PO Box 412
Tiburon, CA 94920

From: William Weeks <william.wesks@lacity.org>
Date: Mon, Jun 6, 2011 at 11:30 AM
To: Janice Takimoto <janice.takimoto@lacity.org>
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Please do not place ads on street benchs...aren't billboards and lighted buiiding ads enough? Our city will
hegin to look like Las Vegas, Seoul,or some less than desirable city. Enough is enought!Thank you.

| hope you hear this message and do the right thing.
Sincerely,

Bert Saavedra
14890 Jeremie St
Baidwin Park, CA 91706

From: William Weeks <william.weeks@lacity.org>
Date: Mon, Jun 6, 2011 at 1:00 PM
To: janice.takimoio@lacity.org

Sincerely,

Meredyth Reinhard
PO Box 154
Redwood Valley, CA 95470

From: William Weeks <william.weeks@lacity.org>
Date: Mon, Jun 6, 2011 at 3:14 PM
To: Janice Takimoto <ianice.takimoto@lacity.org>

As a mother of three and grandmother of one | hope you will prehibit alcohol ads on public property.
Sincerely,

Jean Bushnell
10348 Easthorne Ave
Los Angeles, CA 90024

From: William Weeks <william.weeks@lacity.org>
Date: Mon, Jun 6, 2011 at 3:14 PM
To: Janice Takimoto <janice fakimoto@lacity.org>

Sincerely,

Gayla McDowel|
2005 W Culver Ave Apt 16
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Orange, CA 92868

From: Witliam Weeks <william.weeks@lacity.org>
Date: Mon, Jun 6, 2011 at 3:14 PM
To: Janice Takimoto <janice.takimoto@lacity.org>

| think we should live in a world in which we do not have {o be inundated with marketing from every angle.
How about installing bus benches with ... NO advertising? If you just can't get the money-stars out of your
eyes, then please see the further message below:

Chris Ford, Esqg.

Chris Ford

3435 Wilshire Blvd Ste 2900

Los Angeles, CA 90010

From: William Weeks <willilam.weeks@lacity.org>
Date: Mon, Jun 6, 2011 at 3:16 PM
To: Janice Takimoto <janice.takimoto@lacity.org>

chris van hook
337 Viade la Paz
Pacific Palisades, CA 90272

From: William Weeks <william.weeks@lacity.org>
Bate: Mon, Jun 8, 2011 at 3:20 PM
To: Janice Takimoto <janice.takimoto@lacity.org>

Margarita Lopez
1024 N Maclay Ave
San Fernando, CA 91340

From: William Weeks <william . weeks@iacity.org>
Date: Mon, Jun 8, 2011 at 3:21 PM
To: Janice Takimoto <janice.takimoto@lacity.org>
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Zenon Marko
202 E 6th St Apt 11
New York, NY 10003

From: William Weeks <william.weeks@lacity.orq>
Date: Mon, Jun 6, 2011 at 3:23 PM
To: Janice Takimoto <janice.takimoto@lacity.org>

Marsha Lyon
1712 Bervy St
San Diego, CA 92110

From: William Weeks <william.weeks@lacity.org>
Date: Mon, Jun 8, 2011 at 3:24 PM
To: Janice Takimoto <janice.takimoto@lacity.org>

| am apposed to having alcohol advertisements on billboards anywhere in los angeles. The research is clear:
the more alcohol advertisements young people see, the more likely they are to drink and drink to excess. |
have 2 boys and this is important to me. Please vote against it.

mMichael Culhane

4439 Saini Clair Ave

Studio City, CA 91604

From: William Weeks <william.weeks@lacity.org>
Date: Mon, Jun 6, 2011 at 3:25 PM
To: Janice Takimoto <ianice.lakimoto@lacity.org>

| understand that the city needs the money however promoting alcohol to children via bus benches is a
terrible idea. Thanks you for your attention to this important matter.

Sincerely,
David Rosenstein

302 Amalfi Dr
Santa Monica, CA 90462
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From: William Weeks <william.weeks@lacity.org>
Date: Mon, Jun 6, 2011 at 3:38 PM
To: Janice Takimoto <janice.takimoto@lacity.org>

Stop all bus bench advertsing for drugs and Alcohol.
Sincerely,

Charles Brink
PO Box 9333
Van Nuys, CA 91409

From: William Weeks <william.weeks@lacity.org>
Date: Mon, Jun 6, 2011 at 3:40 PM
To: Janice Takimoto <janice.takimoto@lacity.org>

Will you make a positive decision for our youth? our country?Please consider this request.

Sincerely,

Sam McCormick
4337 Shamrock Way
Castro Valiey, CA 94546

From: William Weeks <william.weeks@!acity.org>
Date: Mon, Jun 6, 2011 at 4:32 PM
To: Janice Takimoto <janice.takimoto@lacity.org>

Sincerely,

Virginia Connell
2361 Caille Mimosa
Thousand Oaks, CA 91360

From: William Weeks <william.weeks@lacity.org>
Date: Mon, Jun 6, 2011 at 4:33 PM
To: Janice Takimoto <janice.takimoto@lacity.org>
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Mr. & Mrs. Michael Metcalfe
1421 Pandora Ave
Los Angeles, CA 90024

From: William Weeks <william.weeks@lacity.org>
Date: Mon, Jun 6, 2011 at 4.33 PM
To: Janice Takimoio <janice.takimoto@iacity.org>

Advertising results in shaping our minds to make decisions both consciously and unconsciously. Especially
for our young children and young adults, let's find another way to bring money to our city that brings a
positive, safe message to our community

Thank you.
Sincerely,

Dr. David Alian, D.C.
PO Box 25692
Los Angeles, CA 90025

From: William Weeks <william.weseks@lacity.org>
Date: Mon, Jun 6, 2011 at 4.33 PM
To: Janice Takimoto <janice.takimoto@lacity.org>

Please keep alcohol ads off LA bus benches.

| am troubled by alcohol-ads on public property. The city should not be a partner in promoting alcohol.
Kevin Ashwarth

5937 Willoughby Ave Apt 3

lLos Angeles, CA 90038

From: William Weeks <william.weeks@lacity.org>
Date: Mon, Jun 6, 2011 at 4:36 PM
To: Janice Takimoto <janice.takimolo@lacity.org>

| am deeply troubled by alcohol-ads on public property. With the cost of alcohol in LA County estimated to be
$10.8 billion annuaily, the city should not be a partner in promoting alcohol.
Alan Richards
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3745 S Grand Ave
Los Angeles, CA 90067

From: William Weeks <william.weeks@lacity.org>
Date: Mon, dun 6, 2011 at 4:36 PM
To: Janice Takimoto <janice takimoto@lacity.org>

Everywhere | go now, | am seeing ads for aicohol.. the industry is immersing our counfry in its products
because they can entice government with money... please resist their tempting you io allow adds on bus and
park benches..

Beverly Weatherill

1239 E Lomita Ave

QOrange, CA 92867

From: William Weeks <william.weeks@lacity.org>
Date: Mon, Jun 6, 2011 at 4:40 PM
To: Janice Takimoto <janice.iakimoto@lacity.org>

Understanding as | do that alcohol comprises the #1 Drug Problem at present in America, | am hoping that
those responsible for the affairs of the City of Los Angeles will take measures to lessen the impact of alcehol
advertising and promotion.Although my residence is not in the City of L.os Angeles, | have an office in the Mid-
Wilshire District and am concerned with what happens in the second largest city in the Nation.

Sincerely,

Paut Scott
630 Atkins Dr
Glendale, CA 91206

From: William Weeks <william.weeks@lacity.org>
Date: Mon, Jun 6, 2011 at 4:41 PM
To: Janice Takimoto <janice.takimoto@lacity.org>

Sincerely,
laura silag

1072 Patms Blvd
Venice, CA 90291
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From: William Weeks <william.weeks@lacity.org>
Date: Mon, Jun 6, 2011 at 4:42 PM
To: Janice Takimoto <janice.takimoio@lacity.org>

golnaz agahi
81 Canal
irving, CA 92620

From: William Weeks <william.weeks®lacity.org>
Date: Mon, Jun 6, 2011 at 9:22 PM
To: janice.takimoto@lacity.org

Michael Monagan
3341 Fay Ave
Culver City, CA 90232

From: William Weeks <william.weeks@lacity.org>
Date: Mon, Jun 8, 2011 at 9:24 Pi
To: janice.takimoto@lacity.org

Teenagers have way {00 much pressure on them from advertising for things
that are essentially harmful. Please don't perpefrate this travesty.

Beth Ann Thompson

1545 San Francisco St

Redding, CA 96001

From: William Weeks <william weeks@lacity.org>
Date: Tue, Jun 7, 2011 at 8:18 AM

To: janice.takimoto@lacity.org

Derek Ryder
1617 Grafton St
Los Angeles, CA 90026

From: William Weeks <william.weeks@lacity.org>
Date: Tue, Jun 7, 2011 at 8:18 AM
To: janice.takimoto@lacity.org

Susan Gans
PO Box 200
Beverly Hills, CA 80213

From: William Weeks <william.weeks@lacity.org>
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Date: Tue, Jun 7, 2011 at 8:18 AM
To: janice.takimoto@lacity.org

SOME OF LOS ANGELES'S BUS BENCHES SHOULD PRESENT, NOT MORE OBNOXIOUS ADS,
BUT FULL-BENCH-BACK REPRODUCTIONS OF PANORAMIC ARTWORKS BY LOS ANGELES
ARTISTS - WORKS NOMINATED AND SELECTED BY LOCAL COMMUNITY ARTS
ORGANIZATIONS AND THE CULTURAL AFFAIRS DEPARTMENT.

Sincerely,

Gregory Wright
14161 Riverside Dr Unit 3
Sherman Oaks, CA 91423

From: William Weeks <william.weeks@lacity.org>
Date: Tue, Jun 7, 2011 at 8:20 AM
To: janice.takimoto@lacity.org

With the cost of alcohol abuse in L.A County estimated to be $10.8 billion
Sincerely,

Carol Easton
525 Venice Way
Venice, CA 90291

From: William Weeks <william.weeks@lacity org>
Date: Tue, Jun 7, 2011 at 8:33 AM
To: janice.takimoto@lacity.org

You guys are trying the people's patience with money-grubbing, vulgar
activities. | believe it is time to knock it off,

| am deeply troubled by alcohol-ads on public property. With the cost of
alcohol in L.A County estimated to be $10.8 billion annually, the city

| believe that a 10-year contract is excessive and maybe only a 2-year
contract would be doable.

Sincerely,

C VBECK
1053 Elkgrove Ave Apt 1
Venice, CA 90291

From: William Weeks <william.weeks@|acity.org>
Date: Tue, Jun 7, 2011 at 8:45 AM
To: janice.takimoto@lacitv.org

Sincerely,
Marge Schultz

4582 Rosewood Pl
Riverside, CA 92506
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From: William Weeks <william.weeks@lacity.org>
Date: Tue, Jun 7, 2011 at 1:44 PM
- To: janice.takimoto@lacity.org

As a therapist with a speciality in addictions | must express my dismay at

tax money going to advertising alcohol. This gives a message, especially to
our youth, that drinking is okay. And our youth is at terrible risk to have
continued problems with alcohol and drugs due to the lack of development of
their brains. Please don't continue this for the sake of ourselves and our
youth,

Caroli Fowler

243 Poplar Ave

Hayward, CA 94541

From: William Weeks <william.weeks@lacity.org>
Date: Tue, Jun 7, 2011 at 1:44 PM
To: janice.takimoto@lacity.org

Karen Fishkin, Karen
1742 Fell St
San Francisco, CA 94117

Janice Takimoto

Senior Clerk Typist, Board of Public Works

City of Los Angeles, Department of Public Works
213-978-0275 voicemail

213-978-0278 fax

Mail Stop 465

William Weeks <william.weeks@lacity.org> Thu, Jun 9, 2011 at 11:40 AM
To: janice.takimoto@lacity.org

~~~~~ Original Message -----

From: Sharon Heck <heck37@verizon.net>

To: Executive Officer Wiliam Weeks <william.weeks@lacity.org>
Sent: Thu Jun 09 11:15:01 2011

Subject: Keep Alcohol Ads off L.A. Bus Benches

I am deeply troubled by alcohol-ads on public property. With the cost of
alcohol in L.A County estimated to be $10.8 billion annually, the city
should not be a partner in promoting alcohol.

The LL.A. Department of Public Health recently recommended that "reducing

alcohol advertising in public spaces and in areas commonly seen by minors,”
would help discourage underage drinking. Yet the proposed 10-year bus bench

https://mail.google.com/a/lacity.org/Mui=2&ik=b7aad3 1513 &view=pi&search=inbox&th=... 6/10/2011



City of Los Angeles Mail - Fwd: Keep Alcohol Ads off L.A. Bus Benches Page 34 of 64

contract with Martin Gutdoor Media LLC, inexplicably allows the company to
place alcohol ads on public property.

The research is clear: the more alcohol advertisements young people see, the
more likely they are to drink and drink {o excess. Resiricting youth

exposure to alcohol advertising has important benefits, including reducing
youth drinking and binge drinking. Currently the L.A. MTA does not allow
alcohol advertising on its buses, trains and other transit facilities. |
respectfully urge you to adopt this wise policy and not approve the Martin
Qutdoor Media contract until an amendment is added o not allow alcohol ads
on city-owned bus benches.

Thank you.
Sincerely,
Sharon Heck

6032 Comstock Ave
Whittier, CA 90601

William Weeks <william. weeks@lacity.org> Thu, Jun 9, 2011 at 11:40 AM
To: janice.takimoto@lacity.org

{CQuoted text hidden)

Sarah Mart
889 Chardonnay Cir
Petaluma, CA 94954

William Weeks <william.wesks@lacity.org> Thu, Jun 9, 2011 at 11:42 AM
To: janice.takimoto@lacity.org

————— Original Message -—--

From: ener palma <enerayala@yahoo.com>

To: Executive Officer Wiliam Weeks <william . weeks@lacity.org>
Sent: Thu Jun 09 10:57:.01 2011

Subject: Keep Alcohol Ads off LA. Bus Benches

i am deeply troubled by alcohol-ads on public property. With the cost of
alcohol in L.A County estimated to be $10.8 billion annually, the city
should not be a partner in promoting alcohol.

The L.A. Department of Public Health recently recommended that "reducing
alcohol advertising in public spaces and in areas commonly seen by minors,”
would help discourage underage drinking. Yet the proposed 10-year bus bench
contract with Martin Quidoor Media LLC, inexplicably allows the company to
place alcohol ads on public property.

The research is clear: the more alcohol advertisements young people see, the
more likely they are to drink and drink to excess. Restricting youth

exposure to aleohol advertising has important benefits, including reducing
youth drinking and binge drinking. Currently the L.A. MTA does not allow
alcohol advertising on its buses, trains and other transit facilities. |

respectiully urge you to adopt this wise policy and not approve the Martin
Qutdoor Media contract until an amendment is added to not allow alcohol ads
on city-owned bus benches.
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Thank you.
Sincerely,
ener palma

251 5 Avenue 50 Apt E
Los Angeles, CA 20042

William Weeks <william.weeks@lacity.org> Thu, Jun 9, 2011 at 12:32 PM
To: janice.takimoto@lacity.org

—-— Qriginal Message -----

From: Evelyn Stern <stern123@earthlink.net>

To: Executive Officer Wiliam Weeks <william.weeks@|acity.org>
Sent: Thu Jun 09 12:16:01 2011

Subject: Keep Alcohol Ads off L.A. Bus Benches

3

I am deeply troubled by alcohol-ads on pubiic property. With the cost of
alcohol in L.A County estimated fo be $10.8 billion annually, the city
should not be a partner in promoting alcohol.

The L.A. Department of Public Health recently recommended that "reducing
alcohol advertising in public spaces and in areas commeonly seen by minors,”
would help discourage underage drinking. Yet the proposed 10-year bus bench
contract with Martin Outdoor Media LLC, inexplicably allows the company to
place alcohol ads on public property.

The research is clear: the more alcohol advertisements young people see, the
more likely they are to drink and drink to excess. Restricting youth

exposure to alcohol advertising has important benefits, including reducing
youth drinking and binge drinking. Currently the L.A. MTA does not allow
alcohol advertising on its buses, trains and other transit facilities. |

respectfully urge you to adopt this wise policy and not approve the Martin
Outdoor Media contract until an amendment is added to not aliow alcohol ads
on city-owned bus benches.

Thank you.,
Sincerely,
Evelyn Stern

12367 Deerbrook Ln
Los Angeles, CA 90049

William Weeks <william.weeks@lacity.org> Thu, Jun 9, 2011 at 12:32 PM
To: janice.takimoio@lacity.org

~~~~~ Original Message -----

From: Richard Bis, Donall <rbis@aadapinc.org=>

To: Executive Officer Wiliam Weeks <william.weeks@lacity.org>
Sent: Thu Jun 09 11:56:02 2011

Subject: Keep Alcohol Ads off L.A. Bus Benches
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| am deeply troubled by alcohol-ads on public property. With the cost of
alcohol in L.A County estimated to be $10.8 billion annually, the city
should not be z partner in promoting alcohol.

The L.A. Department of Public Health recently recommended that "reducing
alcohol advertising in public spaces and in areas commonly seen by minors,”
would help discourage underage drinking. Yet the proposed 10-year hus bench
contract with Martin Outdoor Media LLC, inexplicably aliows the company to
place alcohol ads on public property.

The research is clear: the more alcohol advertisements young people see, the
more likely they are to drink and drink to excess. Restriciing youth

exposure to alcohol advertising has important benefits, including reducing
youth drinking and binge drinking. Currently the L.A. MTA does not allow
alcohol advertising on its buses, trains and other transit facilities. |

respectully urge you to adopt this wise policy and not approve the Martin
Outdoor Media contract until an amendment is added to not aliow alcohoi ads
on city-owned bus benches.

Thank you.
Sincerely,

Richard Bis,

Community Prevention Organizer

Asian American Drug Abuse Program, Inc.
2900 Crenshaw Blvd

Los Angeles, CA 90016

William Weeks <william.weeks@lacity.org> Thu, Jun 3, 2041 at 12:34 PM
To: janice.takimoto@lacity.org

----- Original Message -

From: Michele Simon <micheles@marininstituie.org>

To: Executive Officer Willam Weeks <william.weeks@iacity.org>
Sent: Thu Jun 09 10:51:01 2011

Subject: Keep Alcohol Ads off L.A. Bus Benches

| am deeply froubled by alcohol-ads on public property. With the cost of
alcohoi in L.A County estimated to be $10.8 billion annually, the city
should not be a partner in promoting alcohol.

The L.A. Department of Public Health recently recommended that "reducing
alcohol advertising in public spaces and in areas commonly seen by minors,”
would help discourage underage drinking. Yet the proposed 10-year bus bench
contract with Martin Outdoor Media LLC, inexplicably allows the company to
place alcohol ads on public property.

The research is clear: the more alcohol advertisemenis young people see, the
more likely they are to drink and drink to excess. Restricting youth

exposure to alcohol advertising has important benefits, including reducing
youth drinking and binge drinking. Currently the L.A. MTA does not allow
alcoho! advertising on its buses, trains and other transit facilities. |

respectfully urge you to adopt this wise policy and not approve the Martin
Outdoor Media contract until an amendment is added to not allow alcohe! ads
on city-owned bus benches.
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Thank you.
Sincerely,
Michele Simon

3621 Grand Ave
Oakland, CA 94610

William Weeks <william.weeks@lacity.org> Thu, Jun 9, 2011 at 12:34 PM
To: janice.takimoio@lacity.org

————— Original Message ---—-

From: Gilbert Lozano <glozano@tarzanaic.org>

To: Executive Officer Wiliam Weeks <william.weeks@lacity.org>
Sent: Thu Jun 09 10:24:02 2011

Subject: Keep Alcohol Ads off L.A. Bus Benches

I am deeply troubled by alcohol-ads on public property. With the cost of
alcohol in L.A County estimated to be $10.8 billion annuaily, the city
should not be a partner in promoting alcohol.

The LA Department of Public Heaith recently recommended that "reducing
alcohol advertising in public spaces and in areas commonly seen by minors,”
would help discourage underage drinking. Yet the proposed 10-year bus bench
contract with Martin Outdoor Media LLC, inexplicably allows the company to
place alcohol ads on public property.

The research is clear: the more aleochol advertisements young people see, the
more likely they are to drink and drink to excess. Restricting youth

exposure to alcohol advertising has important benefits, including reducing
youth drinking and binge drinking. Currently the L.A. MTA does not allow
alcohol advertising on its buses, trains and other transit facilities. |

respectfully urge you to adopt this wise policy and not approve the Martin
Cutdoor Media contract until an amendment is added to not allow alcohol ads
on city-owned bus benches.

Thank you.
Sincerely,

Gilbert Lozano

Outpatient Supervisor
Tarzana Treatment Centers
7101 Baird Ave

Reseda, CA 91335

William Weeks <william.weeks@lacity.org> Thu, Jun 8, 2011 at 12:34 PM
To: janice.takimoto@lacity.org

--— Qriginal Message ~----

From: Richard Burtz, La Mesa <richburtz@hotmail.com>

To: Executive Officer Wiliam Woeeks <wiilliam.weeks@lacity.org>
Sent: Thu Jun 09 09:52:01 2011

Subject: Keep Alcohoi Ads off L.A. Bus Benches
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i am deeply troubled by alcohol-ads on public property. With the cost of
alcohol in L.A County estimated to be $10.8 billion annually, the city
should not be a partner in promoting alcohol.

The L.A. Department of Public Health recently recommended that "reducing
alcohol advertising in public spaces and in areas commonly seen by minors,”
wouid help discourage underage drinking. Yet the proposed 10-year bus bench
contract with Martin Cutdoor Media LLC, inexplicably allows the company to
place alcohol ads on public properiy.

The research is clear: the more alcohol advertisements young people see, the
more likely they are to drink and drink 1o excess. Restricting youth

exposure to alcohol advertising has important benefits, including reducing
youth drinking and binge drinking. Currently the L. A. MTA does not allow
alcohol advertising on its buses, trains and other transit facilities. |

respectfully urge you to adopt this wise policy and not approve the Martin
Outdoor Media contract until an amendment is added to not allow alcohol ads
on city-owned bus benches.

Thank you.
Sincerely,
Richard Burtz, L.a Mesa

5639 Jackson Dr Apt 104
La Mesa, CA 91942

William Weeks <william.weeks@lacity.org> Thu, Jun 9, 2011 at 12:34 PM
To: janice.takimoto@lacity.org

-— Original Message --—-

From: Farimah Fiali <fnfiali@yahoo.com>

To: Executive Officer Wiliam Weeks <william.weeks@lacity.org>
Sent: Thu Jun 09 08:58:02 2011

Subject: Keep Alcohol Ads off L.A. Bus Benches

Qur children need your help and urgent attention. We thank you for your
consideration.

| am deeply troubled by alcohol-ads on public property. With the cost of
alcohol in L.A County estimated to be $10.8 billion annually, the city
should not be a partner in promoting alcohol.

The L.A. Department of Public Health recently recommended that "reducing
alcohol advertising in public spaces and in areas commonly seen by mmors,”
would help discourage underage drinking. Yet the proposed 10-year bus bench
contract with Martin Quidoor Media LLC, inexplicably allows the company to
place alcohol ads on public property.

The research is clear: the more alcohol advertisements young people see, the
more likely they are to drink and drink to excess. Restricting youth

exposure to alcohol advertising has important benefits, including reducing
youth drinking and binge drinking. Currently the L.A. MTA does not allow
alcohol advertising on its buses, trains and other transit facitities. |

https://mail.google.com/a/lacity.org/7ui=2&ik=b7aad3 1513 &view=pt&search=tnbox&th=... 6/10/2011



City of Los Angeles Mail - Fwd: Keep Alcohol Ads off L.A. Bus Benches Page 39 of 64

respectfully urge you to adopt this wise policy and not approve the Martin
Outdoor Media contract until an amendment is added io not aliow alcohol ads
on city-owned bus benches.

Thank you.
Sincerely,
Farimah Fiali

24047 Gilmore St
West Hills, CA 91307

William Weeks <william.weeks@!lacity.org> Thu, Jun 8, 2011 at 12:35 PM
To: janice.takimoto@lacity.org

--—- Original Message ~----

From: Irene Sandler <irenesi@babcne.org>

To: Executive Officer Wiliam Weeks <william.weeks@lacity.org>
Sent: Thu Jun 09 62:30:09 2011

Subject: Keep Alcohol Ads off L.A. Bus Benches

To My elected Representatives,

Take a page from the LAMTA and please do not aliow the ien year agreement
with Martin Outdoor Media for Bus benches showing ads for alcoholic
Beverages. You have so many programs to help those who become alcoholics,
yet you may be tacitly approving the promoting of drinking by accepting this
bid.. Youth are easily influenced and, as with cigarettes, alcoholic

heverages are easy to obtain and have ill effects on the body. Alsq, those
who begin drinking at an early age may likely abuse the quantity and are

more likely to continue, rather than to stop drinking. It would notbe a

moral position to support Martin Outdoor Media in their pursuit of

customers, as this woud! allow the company to prey upon our
children/residents and promote negative behavior which is not a benefit to

our

society. Surely, they wouldn't be buying all the benches that will carry

their ads, if they thought the ads would not be lucrative over time.

Why, directly or indirectly support this effort, which can come back {o

haunt you in the years o come? There are many other companies which may
not have known you were accepting bids, which would make far better partners
for you. The publicity generated by the public's indignation over this

"Martin" proposal may inspire more companies, philanthropisis, and/or
non-profits, to take advantage of this opportunity, if you will reapen if

for bids..

| am deeply troubled by alcohol-ads on public property. With the cost of
alcohol in LA County estimated to be $10.8 billion annually, the city
should not be a partner in promoting alcohol.

The L.A. Department of Public Health recently recommended that "reducing
alcohol advertising in public spaces and in areas commonly seen by minors,"
would help discourage underage drinking. Yet the proposed 10-year bus bench
contract with Martin Outdoor Media LLC, inexplicably allows the company to
place aicohol ads on public property.

The research is clear: the more alcohol advertisements young people see, the
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more likely they are to drink and drink o excess. Restricting youth

aexposure to aicohol advertising has important benefits, including reducing
youth drinking and binge drinking. Currently the L.A. MTA does not allow
alcohol advertising on its buses, trains and other transit facilities. |
respectiully urge you to adopt this wise policy and not approve the Martin
Outdoor Media contract until an amendment is added to not allow alcohol ads
on city-owned bus benches.

Thank you.
Sincerely,
Irene Sandler

PO Box 15383
Beverly Hills, CA 90209

William Weeks <william.weeks@iacity.org> Thu, Jun 9, 2011 at 1:11 PM
To: janice.takimoto@lacity.org

--— Original Message -

From: Terence Endersen <ierry.endersen@charier.net>

To: Executive Officer Wiliam Weeks <william.weeks@lacity.org>
Sent: Wed Jun 08 15:23:01 2011

Subject: Keep Alcohol Ads off L.A. Bus Benches

| am deeply troubled by alcohol-ads on public property. With the cost of
alcohol in L.A County estimated to be $10.8 billion annually, the city
should not be a partner in promoting alcohol.

The L.A. Department of Public Health recently recommended that "reducing
alcohol advertising in public spaces and in areas commonly seen by minors,"
would help discourage underage drinking. Yet the proposed 10-year bus bench
contract with Martin Outdoor Media LLC, inexplicably allows the company to
place alcohol ads on public property.

The research is clear: the more alcohol advertisements young people see, the
more likely they are to drink and drink to excess. Restricting youth

exposure to alcohol advertising has important benefits, including reducing
youth drinking and binge drinking. Currently the L.A. MTA does not allow
alcohol advertising on its buses, trains and other transit facilities. |

respectfully urge you to adopt this wise policy and not approve the Martin
Qutdoor Media contract until an amendment is added to not allow alcohol ads
on city-owned bus benches.

Thank you.
Sincerely,
Terence Endersen

122 1/2 Argonne Ave
Long Beach, CA 90803

William Weeks <william.weeks@lacity.org> Thu, Jun 9, 2011 at 1:12 PM
To: janice.takimoto@lacity.org
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From: Paula Wold <paula.wold@med.navy.mil>

To: Executive Officer Wiliam Weeks <william.weeks@lacity.org>
Sent: Wed Jun 08 13:36:01 2011

Subject: Keep Alcohol Ads off L.A. Bus Benches

I am deeply troubled by alcohol-ads on public property. With the cost of
alcohol in LA County estimated to be $10.8 billion annually, the city
should not be a partner in promoting alcohol.

The L.A. Department of Public Health recently recommmended that "reducing
alcohol advertising in public spaces and in areas commaonly seen by minors,”
would help discourage underage drinking. Yet the proposed 10-year bus hench
contract with Martin Outdoor Media LLC, inexplicably allows the company to
ptace alcohol ads on public property.

The research is clear: the more alcohol advertisements young people see, the
more likely they are to drink and drink to excess. Restricting youth

exposure to alcohel advertising has important benefits, including reducing
youth drinking and binge drinking. Currently the L.A. MTA does not allow
alcohol advertising on ifs buses, trains and other fransit facilities. |

respectfully urge you to adopt this wise policy and not approve the Martin
Outdoor Media contract until an amendment is added to not allow alcohol ads
on city-owned bus benches.

Thank you.
Sincerely,

Paula Wold

insructor/Advisor

Navy Drug and Alcohol Counselor School
140 Sylvester Rd Bldg 500

San Diego, CA 92106

William Weeks <william.weeks@lacity.org> Thu, Jun 9, 2011 at 1:12 PM
To: janice.takimoto@lacity.org

~~~~~ Original Message --—-

From: Richard Quinones <richardg@lucasaris.com>

To: Executive Officer Wiliam Weeks <william.weeks@lacity.org>
Sent: Wed Jun 08 11:59:01 2011

Subject: Keep Alcohol Ads off L.A. Bus Benches

| am deeply froubled by alcohol-ads on public property. With the cost of
alcohol in LA County estimated to be $10.8 hillion annuatly, the city
should not be a partner in promoting alcohol.

The L.A. Department of Public Health recently recommended that "reducing
alcohot advertising in public spaces and in areas commonly seen by minors,”
would help discourage underage drinking. Yet the proposed 10-year bus bench
contract with Martin Outdoor Media LLC, inexplicably allows the company to
place alcohol ads on public property.

The research is clear: the more alcohol advertisementis young people see, the
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more likely they are to drink and drink {o excess. Restricting youth

exposure to alcohol advertising has important benefits, including reducing
youth drinking and binge drinking. Currently the L.A. MTA does not allow
alcohol advertising on its buses, trains and other transit facilities. |
respectfully urge you to adopt this wise policy and not approve the Martin
QOutdoor Media contract uniil an amendment is added to not allow alcohol ads
on city-owned bus benches.

Thank you.
Sincerely,
Richard Quinones

PO Box 7128
Corte Madera, CA 24976

William Weeks <william.weeks@lacity.org> Thu, Jun 9, 2011 at 1:12 PM
To: janice.takimoto@lacity.org

---— Original Message --——

From: Trent Cutler <trentc@cutlergrouplp.com>

To: Executive Officer Wiliam Weeks <william.weeks@lacity.org>
Sent: Wed Jun 08 11:07:01 2011

Subject: Keep Alcohol Ads off LA, Bus Benches

'am deeply troubled by alcohol-ads on public property. With the cost of
alcohol in L.A County estimated to be $10.8 billion annually, the city
should not be a partner in promoting alcohol.

The L.A. Department of Public Health recently recommended that "reducing
alcohol advertising in public spaces and in areas commonly seen by minors,”
would help discourage underage drinking. Yet the proposed 10-year bus bench
contract with Martin Outdoor Media LL.C, inexplicably allows the company to
place alcohol ads on public property.

The research is clear: the more alcehol advertisements young people see, the
more likely they are to drink and drink to excess. Restricting youth

exposure to alcohol advertising has important benefits, including reducing
youth drinking and binge drinking. Currently the L.A. MTA does not allow
alcohol advertising on its buses, trains and other transit facilities. |

respectfully urge you to adopt this wise policy and not approve the Martin
QOutdoor Media contract until an amendment is added to not allow alcohol ads
on city-owned bus benches.

Thank you.
Sincerely,
Trent Cutler

18 Hillside Ave
Mill Valley, CA 94841

William Weeks <william.wesks@lacity.org> Thu, Jun 9, 2011 at 1:13 PM
To: janice.takimoto@lacity.org
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From: Raymond DiCiccio, MSW <rdiciccio@metrosandiego.org>

To: Executive Officer Willam Weeks <william.weeks@lacity.org>
Sent: Wed Jun 08 10:28:01 2011
Subject: Keep Alcohol Ads off L.A. Bus Benches

H

{ am deeply troubled by alcohol-ads on public property. With the cost of
alcohol in LA County estimated to be $10.8 billion annually, the city
should not be a partner in promoting alcohot.

The L.A. Department of Public Health recently recommended that "reducing
alcehol advertising in public spaces and in areas commaonly seen by minors,”
would help discourage underage drinking. Yet the proposed 10-year bus bench
contract with Martin Outdoor Media LLC, inexplicably allows the company to
place alcohol ads on public property.

The research is clear: the more alcohol advertisements young people see, the
more likely they are to drink and drink to excess. Restricting youth

exposure o alcohol advertising has important benefits, including reducing
youth drinking and binge drinking. Currentiy the L.A. MTA does not allow
alcohol advertising on its buses, trains and other transit facilities. |

respectfully urge you to adopt this wise policy and not approve the Martin
Outdoor Media contract until an amendment is added to not allow alcchol ads
on city-owned bus benches.

Thank you.
Sincerely,
Raymond DiCiccio, MSW

6154 Mission Gorge Rd Ste 104
San Diego, CA 92120

William Weeks <william.weeks@lacity.org> Thu, Jun 9, 2011 at 1:13 PM
To: janice.takimoto@lacity.org

————— Original Message -—--

From: Kevin Hall <kph227 @hotmail.com>

To: Executive Officer Wiliam Weeks <william.weeks@lacity.org>
Sent: Wed Jun 08 10:27:01 2011

Subject: Keep Alcohol Ads off L.A. Bus Benches

Dear Mayor Villaraigosa and Honorable City Council Members:

I am deeply troubled by alcohol-ads on public property. With the cost of
alcohol in L.A County estimated to be $10.8 billion annuaity, the city
shoutd not be a partner in promoting alcohol.

The L.A. Department of Public Health recently recommended that "reducing
alcohol advertising in public spaces and in areas commonly seen by minors,”
would help discourage underage drinking. Yet the proposed 10-year bus bench
contract with Martin Outdoor Media LLC, inexplicably allows the company 1o
place alcohol ads on public property.

The research is clear: the more alcohol advertisements young people see, the
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more likely they are to drink and drink to excess. Restricting youth

exposure to alcohol advertising has important benefits, including reducing
youth drinking and binge drinking. Currently the L.A. MTA does not allow
alcohol advertising on its buses, trains and other transit facilities. |
respectfully urge you {o adopt this wise policy and not approve the Martin
Qutdoor Media contract until an amendment is added to not allow alcohol ads
on city-owned bus benches.

Thank you.
Sincerely,
Kevin Hall

325 S Rexford Dr
Beverly Hills, CA 90212

William Weeks <william.weeks@lacity.org> Thu, Jun 9, 2041 at 1:13 PM
To: janice.takimoto@lacity.org

----— QOriginal Message -----

From: Kelly Ireland <keirelan2001@vyahoo.com>

To: Executive Officer Wiliam Weeks <william.weeks@lacity.org>
Sent: Wed Jun 08 10:26:01 2011

Subject: Keep Alcohol Ads off L.A. Bus Benches

I am deeply troubled by alcohol-ads on public property. With the cost of
alcohol in L.A County estimated to be $10.8 billion annually, the city
should not be a partner in promoting alcohol.

The L.A. Department of Public Health recently recommended that "reducing
alcohol advertising in public spaces and in areas commanly seen by minors,"”
would help discourage underage drinking. Yet the proposed 10-year bus bench
contract with Martin Gutdoor Media LLC, inexplicably allows the company to
place alcohol ads on public property.

The research is clear: the more alcohol advertisements young people see, the
more likely they are to drink and drink 1o excess. Restricting youth

exposure to alcohol advertising has important benefits, including reducing
youth drinking and binge drinking. Currently the LA, MTA does not allow
alcohol advertising on its buses, trains and other transit facilities. |

respectfully urge you to adopt this wise policy and not approve the Martin
Outdoor Media contract until an amendment is added to not allow alcohol ads
on city-owned bus benches.

Thank you.
Sincerely,
Kelly Ireland

6566 De Longpre Ave
Los Angeles, CA 20028

William Weeks <william.weeks@lacity.org> Thy, Jun 9, 2011 at 1:13 PM
To: janice.takimoto@lacity.org
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From: Mr. & Mrs. Dane Gloria Del.aTorre Wycoff <gdwycoff@cox.net>
To: Executive Officer Wiliam Weeks <willlam.weeks@lacity.org>
Sent: Wed Jun 08 10:09:01 2011

Subject: Keep Alcahol Ads off L..A. Bus Benches

| am deeply troubled by alcohol-ads on public property. With the cost of
alcohol in L.A County estimated to be $10.8 billion annually, the city
should not be a partner in promoting alcohol.

The L.A. Department of Pubiic Health recently recommended that "reducing
alcohol advertising in public spaces and in areas commonly seen by minors,”
would help discourage underage drinking. Yet the proposed 10-year bus bench
contract with Martin Outdoor Media LLC, inexplicably allows the company to
place alcoho! ads on public property.

The research is clear; the more alcohol advertisements young people see, the
more likely they are to drink and drink to excess. Restricting youth

expaosure to alcohol advertising has important benefits, including reducing
youth drinking and binge drinking. Currently the L.A. MTA does not allow
alcohol advertising on iis buses, trains and other transit facilities. |
respectiully urge you to adopt this wise policy and not approve the Martin
Qutdoor Media contract until an amendment is added o not allow alcohol ads
on city-owned bus benches.

Thank you.
Sincerely,
Mr. & Mrs. Dane Gloria Del.aTorre Wycoff

21821 Montbury Dr
Lake Forest, CA 92630

William Weeks <william.weeks@lacity org> Thu, Jun 9, 2011 at 1:14 PM
To: janice.takimoto@lacity.org '

----- Original Message —--

From: Kelly Townsend <milestogo-drugeducation@junc.com>
To: Executive Officer Willam Weeks <william.weeks@lacity.org>
Sent: Wed Jun 08 09:57:01 2011

Subject: Keep Alcohol Ads off L.A. Bus Benches

{ am the Director of Miles To Go Drug Prevention Education located in
Southern California.

| am deeply troubled by alcohol-ads on public property. With the cost of
alcohol in L.A County estimated to be $10.8 billion annually, the city
should not be a partner in promoting alcohol,

The L.A. Department of Public Health recently recommended that "reducing
alcohol advertising in public spaces and in areas commonly seen by minors,”
would help discourage underage drinking. Yet the proposed 10-year bus bench
contract with Martin Cutdoor Media LLC, inexplicably allows the company to
place alcohol ads on public property.
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The research is clear: the more alcohol advertisements young people see, the
more likely they are to drink and drink f{o excess. Restricting youth

exposure to atcohol advertising has important benefits, including reducing
youth drinking and binge drinking. Currently the L.A. MTA does not allow
alcohol advertising on its buses, trains and other transit facilities. |

respectfully urge you to adopt this wise policy and not approve the Martin
Outdoor Media contract until an amendment is added to not allow alcohol ads
on city-owned bus benches.

Thank you.
Sincerely,

Kelly Townsend

Director of Drug Education/Prevention Specialist
Miles To Go Drug Prevention Lecture Series
3180 Madeira Ave

Costa Mesa, CA 92626

William Weeks <william.weeks@lacity.org> Thu, Jun 9, 2011 at 1:15 PM
To: janice.takimoto@iacity.org

----e Original Message -----

rom: Daniel Betier <danocakiligdgmail.com>

To: Executive Officer Wiliam Weeks <wiliam . weeks@lacity.org>
Sent: Wed Jun 08 08:51:02 2011

Subject: Keep Alcohol Ads off L.A. Bus Benches

| am deeply troubled by alcohol-ads on public property. With the cost of
alcohol in L.A County estimated to be $10.8 billion annually, the city
should not be a partner in promoting alcohol.

The L.A. Department of Public Health recently recommended that "reducing
alcohol advertising in public spaces and in areas commonly seen by minors,"
would help discourage underage drinking. Yet the proposed 10-year bus bench
contract with Martin Outdoor Media LLC, inexplicably allows the company {o
place alcohol ads on public property.

The research is clear: the more alcohol advertisements young people see, the
more likely they are to drink and drink to excess. Restricting youth

exposure to alcohol advertising has important benefits, including reducing
youth drinking and binge drinking. Currently the L. A. MiTA does not allow
alcohol advertising on its buses, trains and other transit facilities. |

respectfully urge you to adopt this wise policy and not approve the Martin
Qutdoor Media contract until an amendment is added {o not allow alecohol ads
on city-owned bus benches.

Thank you.
Sincerely,
Daniel Better

3426 Mentone Ave Apt 4
Los Angeles, CA 20034

William Weeks <william.weeks @lacity.org> Thu, Jun 9, 2041 at 1:15 PM
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To: janice fakimoto@lacity.org

----- Originat Message -

From: John Kelly <jmksf@hotmail.com>

To: Executive Officer Wiliam Weeks <william.weeks@lacity.org>
Sent: Wed Jun 08 08:27:01 2011

Subject: Keep Alcohol Ads off L.A. Bus Benches

I am deeply troubled by alcohol-ads on public property. With the cost of
alcohol in L.A County estimated to be $10.8 billion annually, the city
should not be a partner in promoting alcohol.

The L.A, Department of Public Health recently recommended that "reducing
alcohol advertising in public spaces and in areas commonly seen by minors,"
woulid help discourage underage drinking. Yet the proposed 10-year hus bench
contract with Martin Qutdoor Media LLC, inexplicably allows the company fo
place alcohol ads on public property.

The research is clear: the more alcohol advertisements young people see, the
more likely they are to drink and drink to excess, Restricting youth

exposure fo alcohol advertising has important benefits, including reducing
youth drinking and binge drinking. Currently the L.A. MTA does not allow
alcohol advertising on its buses, trains and other transit facitities. |

respectfully urge you to adopt this wise policy and not approve the Martin
QOutdoor Media contract until an amendment is added to not allow alcohol ads
on city-owned bus benches.

Thank you.
Sincerely,
John Kelly

320 Clementina St Apt 1014
San Francisco, CA 94103

William Weeks <william.weeks@lacity.org> Thu, Jun 9, 2011 at 1:15 PM
To: janice.takimoto@lacity.org

----- Original Message -----

From: Marsha Epstein, MD <marsha.epstein@agmail.com>

To: Executive Officer Wiliam Weeks <william weeks@lacity.org>
Sent: Wed Jun 08 08:21:01 2011

Subject: Keep Alcohol Ads off L.A. Bus Benches

L]

i am deeply troubled by alcohol-ads on public property. With the cost of
alcohol in L.A County estimated to be $10.8 billion annually, the city
shoutd not be a partner in promoting alcohol.

The L.A. Department of Public Healih recently recommended that "reducing
alcohol advertising in public spaces and in areas commonly seen by minors,”
would help discourage underage drinking. Yet the proposed 10-year bus bench
contract with Martin Outdoor Media L1.C, inexplicably allows the company to
place alcohol ads on public property.

As a physician | know that the research is clear: the more alcohol
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advertisements young people see, the more likely they are to drink and drink
to excess. Restricting youth exposure to alcohol advertising has important
benefits, including reducing youth drinking and binge drinking. Currently

the L.A. MTA does not allow aicohol advertising on its buses, frains and
other transit facilities. | respectfully urge you to adopt this wise policy

and not approve the Martin Outdoor Media contract untif an amendment is
added io not allow alcohol ads on. city-owned bus benches.

Thank you.
Sincerely,
Marsha Epstein, MD

3200 Butler Ave
Los Angeles, CA 90066

William Weeks <william.weeks@lacity.org> Thuy, Jun 9, 2041 at 1:15 PM
To: janice.takimoto@lacity.org

----- Original Message -——-

From: Gloria Rincon <artloverd1{@hotmail.com>

To: Executive Officer Wiliam Weeks <william.weeks@lacity.org>
Sent: Tue Jun 07 18:50:01 2011

Subject: Keep Alcohol Ads off L A. Bus Benches

1

| am deeply troubled by alcohol-ads on public property. With the cost of
alcohol in L.A County estimated to be $10.8 billion annually, the city
should not be a partner in promoting alcohol.

The L.A. Department of Public Health recently recommended that "reducing
alcohol advertising in public spaces and in areas commonly seen by minors,”
would help discourage underage drinking. Yet the proposed 10-year bus bench
contract with Martin Quidoor Media ILL.C, inexplicably allows the company {o
place alcohal ads on public property.

The research is clear: the more alcohol advertisements young people see, the
more likely they are to drink and drink to excess. Restricting youth

exposure to alcohol advertising has important benefits, including reducing
youth drinking and binge drinking. Currently the L.A. MTA does not allow
alcohol advertising on its buses, trains and other transit facilities. |

respectfully urge you to adopt this wise policy and not approve the Martin
Outdoor Media contract until an amendment is added to not allow aicohol ads
on city-owned bus benches.

Thank you.
Sincerely,
(Gloria Rincon

16 Genoa 5t
Arcadia, CA 91006

William Weeks <william.weeks@!acity.org> Thu, Jun 9, 2011 at 1:15 PM
To: janice.takimoto@lacity.org
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From: Tinaz Vevaina, MA, MFT <Tinaz@DiamondCounseling.com>
To: Executive Officer Willam Weeks <william.weeks@@lacity.org>
Sent: Tue Jun 07 18:48:01 2011

Subject: Keep Alcohol Ads off L.A. Bus Benches

As a Marriage and Family Therapist, | see families where children have been
devastated due to underage drinking. As we all know, teenagers are very
susceptible to commercials and ads.

| am deeply troubled by alcohol-ads on public property. With the cost of
alcohol in L.A County estimated 1o be $10.8 billion annually, the city
should not be a partner in promoting alcohol.

The L.A. Department of Public Health recently recommended that "reducing
alcohol advertising in public spaces and in areas commenly seen by minars,”
would help discourage underage drinking. Yet the proposed 10-year bus bench
contract with Martin Outdoor Media LLC, inexplicably allows the company to
place alcohol ads on public property.

The research is clear: the more aicohol advertisements young people see, the
more likely they are to drink and drink to excess. Restricting vouth

exposure to alcohol advertising has important benefits, including reducing
youth drinking and binge drinking. Currently the L.A. MTA does not allow
alcohol advertising on its buses, trains and other fransit facilities. |

respectiully urge you to adopt this wise policy and not approve the Martin
Cutdoor Media contract until an amendment is added to not allow alcoho! ads
on city-owned bus benches.

Thank you.
Sincerely,

Tinaz Vevaina, MA, MFT

Co- Founder and Clinical Director
Diamond Family Counseling
4000 Birch St Ste 203

Newport Beach, CA 92660

William Weeks <william.weeks@lacity.org> Thu, Jun 3, 2011 at 1;16 PM
To: janice.takimoio@lacity.org

---— (riginal Message ---—

From: Annette Kunzman <dbsandamk{@verizon.net>

To: Executive Officer Wiliam Weeks <william.weeks@lacity.org>
Sent: Tue Jun 07 16:48:01 2011

Subject: Keep Alcohol Ads off LA, Bus Benches

1

I am an adoptive mother of a child whose 19-year-old birth-mother drank
during her pregnancy. Most young people do not realize the extensive risk
to themselves of prematurely drinking alcohol. And most people do not
realize the irreversible physical damage caused 1o the fetus when exposed to
alcohol in utero. Aleohol use during pregnancy causes life-long brain
trauma. The extent varies depending on the timing and the amount of
ingestion. The brain begins to form as early as Day 3 from conception - most
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girls and women don't even know they are pregnant that early. Lower
inhibitions due to alcohol leads to impulsive behavior which can result in
teen pregnancy. Flease help protect our children and our society from the
early exposure to alcohol.

Based on my experience, | am deeply troubled by alcohol-ads on public
property. With the cost of alcohol in L.A County estimated to be $10.8
billion annually, the city should not be a partner in premoting aicohol.

The L.A. Department of Public Health recently recommended that "reducing
alcohol advertising in public spaces and in areas commenly seen by minors,”
would help discourage underage drinking. Yet the proposed 10-year bus bench
contract with Martin Qutdoor Media LLC, inexplicably allows the company to
place alcohol ads on public property.

The research is clear: the more alcohol advertisements young people see, the
more jikely they are to drink and drink to excess. Restricting youth

expasure to alcohol advertising has important benefits, including reducing
youth drinking and binge drinking. Currently the L.A. MTA does not allow
alcochol advertising on its buses, trains and other transit facilities. |

respectfully urge you to adopt this wise policy and not approve the Martin
Outdoor Media contract untit an amendment is added to not allow alcohol ads
on city-owned bus benches.

Thank you.
Sincerely,
Annette Kunzman

1028 10th St
Manhattan Beach, CA 90266

William Weeks <william.weeks@lacity.org> Thu, Jun 8, 2011 at 1:17 PM
To: janice.takimoto@lacity.org

---— Qriginal Message -

From: Katynka Martinez <katynka@sfsu.edu>

To: Executive Officer Witiam Weeks <william.weeks@lacity.org>
Sent: Tue Jun 07 16:07:01 2011

Subject: Keep Alcohol Ads off L.A. Bus Benches

| am deeply troubled by alcohol-ads on public property. With the cost of
alcohol in L.A County estimated to be $10.8 billion annually, the city
should not be a partner in promoting alcohol.

The L.A. Department of Public Heaith recently recommended that "reducing
alcohol advertising in public spaces and in areas commonly seen by minors,”
would help discourage underage drinking. Yet the proposed 10-year bus bench
contract with Martin Qutdoor Media LLC, inexplicably allows the company to
place alcohol ads on public property.

The research is clear: the more alcohol advertisements young people see, the
more likely they are to drink and drink to excess. Restricting youth

exposure o alcohol advertising has important benefits, including reducing
youth drinking and binge drinking. Currently the L. A. MTA does not allow
alcohol advertising on its buses, trains and other fransit facilities. |
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respectfully urge you to adopt this wise policy and not approve the Martin
Outdoor Media contract until an amendment is added to not allow alcohol ads
on city-owned bus benches.

Thank vou.
Sincerely,
Katynka Martinez

4530 Calada Ave
Pico Rivera, CA 90660

William Weeks <william.weeks@lacity.org> Thu, Jun 9, 2011 af 1:17 PM
To: janice.takimoto@lacity.org

————— Original Message -—--

From: Joyce Foster <joyceifost@aol.com>

To: Executive Officer Wiliam Weeks <william.weeks@lacity.org>
Sent: Tue Jun 07 15:43:02 2011

Subject; Keep Alcohol Ads off L.A. Bus Benches

3

We cerlainly need new bus benches in this city, but alcohol ads do not
belong on them. Let's try to set a higher standard for our new
henches...one that we can all be proud of...our children included. | would
suggest we set the same standards for our bus shelters.

| am deeply troubled by alcohol-ads on pubiic property. With the cost of
alcohol in LA County estimated to be $10.8 billien annually, the city
should not be a partner in promoting alcohol.

The L.A. Department of Public Health recently recommended that "reducing
aicohol advertising in public spaces and in areas commonly seen by minors,”
would help discourage underage drinking. Yet the proposed 10-year bus bench
contract with Martin Outdoor Media LLC, inexplicably allows the company to
place alcohal ads on public property.

The research is clear: the more alcohol advertisements young people see, the
more likely they are to drink and drink {o excess. Restricting youth

exposure to alcohol advertising has important benefits, including reducing
youth drinking and binge drinking. Currently the L.A. MTA does not allow
alcohol advertising on its buses, trains and other transit facilities. |

respectfully urge you to adopt this wise policy and not approve the Martin
Qutdoor Media contract until an amendment is added to not allow alcohol ads
on city-owned bus benches.

Thank you.

Thank you for thinking of the city as a whole and not just personal
interests.

Sincerely,
Joyce Foster

10672 Wilkins Ave
Los Angeles, CA 90024
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Janice Takimoto <janice takimoto@lacity.org> Fri, Jun 10, 2011 at 7:20 AM
To: Andrea Alarcon <andrea.alarcon@lacity.org>, Paula Daniels <paula.daniels@lacity.org>,
steve.nutter@lacity.org, Valerie SHAW <valerie.shaw@lacity.org>

Cco: Teri Schmidt <teri.schmidt@lacity.org>

Good Morning Commissioners,

One hard copy is available on the Executive Officer's desk.
Thank you.

it

Forwarded conversation
Subject: Fwid: Keap Alcohol Ads off L.A. Bus Benches

From: Wiltiam Weeks <william.weeks@lacity.org>
Date: Mon, Jun 6, 2011 at 11:30 AM

To: Janice Takimoto <janice.takimoto@lacity.org>

—————————— Forwarded message ----------

From: Michael Scippa <mjscippa@gmail.com>

Date: Mon, Jun 6, 2011 at 11:27 AM

Subject: Keep Alcohol Ads off L.A. Bus Benches

To: Executive Officer Wiliam Weeks <william.weeks@lacity.org>

Please do your job and protect the health and safety of L.A. residentis and visitors.

| am deeply troubled by alcohol-ads on public property. With the cost of alcohol in L.A County estimated to be
$10.8 billion annually, the city should not be a partner in promoting alcohol.

The L.A. Department of Public Health recently recommended that "reducing aicohol advertising in public
spaces and in areas commonly seen by minars,” would help discourage underage drinking. Yet the proposed
10-year bus bench contract with Martin Qutdoor Media LLC, inexplicably allows the company to place alcohol
ads on public property.

The research is clear: the more alcohol advertiserments young people see, the more likely they are to drink
and drink to excess. Restricting youth exposure to alcohol advertising has important benefits, including
reducing youth drinking and binge drinking. Currently the L.A. MTA does not allow alcohol advertising on its
buses, trains and other transit facilities. | respectfully urge you to adopt this wise policy and not approve the
Martin Quidoor Media contract until an amendment is added to not allow algohol ads on city-owned bus
benches.

[Quoted text hidden]
[Quoted text hidden]

[Quoted text hidden]

Jean Bushnell
10348 Eastborne Ave
L.os Angeles, CA 90024

{Quoted text hidden]
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Mr. & Mrs. Michael Metcalfe
1421 Pandora Ave :
Los Angeles, CA 80024

From: William Weeks <william.weeks@lacity.org>
Date: Mon, Jun 6, 2011 at 4:33 PM
To: Janice Takimoto <janice.takimoto@lacity.org>

Advertising results in shaping our minds to make decisions both consciously and unconsciously. Espscially
for our young children and young adults, let's find another way to bring money to our city that brings a
posiiive, safe message to our community

Thank you.
Sincerely,

Dr. David Allan, D.C.
PO Box 25692
Los Angeles, CA 90025

From: William Weeks <william.weeks@lacity.org>
Date: Mon, Jun 6, 2011 at 4:33 PM
To: Janice Takimoto <ianice.takimoto@lacity.org>

Please keep alcohol ads off LA bus benches.

{ am troubled by alcohol-ads on public property. The city should not be a partner in prometing alcohol.
Kevin Ashworth

5937 Willoughby Ave Apt 3

Los Angeles, CA 90038

From: William Weeks <william.weeks@lacity.org>
Date: Mon, Jun 6, 2011 at 4:36 PM
To: Janice Takimoto <janice.takimoto@lacity.org>

{ am deeply troubled by alcohol-ads on public property. With the cost of alcohol in LA Couniy estimated to be
$10.8 billion annually, the city should not be a partner in promoting alcohol.
[Quoted text hidden]

[Quoted text hidden]
| am deeply troubled by alcohol-ads on public property. With the cost of
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alcohol in LA County estimated o be $10.8 billion annually, the city
[Quoted text hidden]

From: Janice Takimoto <ianice.lakimolo@lacity.org>
Date; Wed, Jun 8, 2011 at 7:31 AM
To: Teri Schmidt <teri.schmidt@lacity.org>

Forwarded conversation
Subject; Fwd: Keep Alcohol Ads off L.A. Bus Benches

From: William Weeks <william.weeks@lacity.org>
Date: Mon, Jun 6, 2011 at 11:30 AM
To: Janice Takimoto <janice.takimoio@lacity.org>

From: William Weeks <william, weeks@lacity.org>
Date: Mon, Jun 6, 2011 at 11:30 AM

To: Janice Takimoio <janice.takimoto@lacity.org>

Please do not place ads on street benchs...aren't biltboards and lighted building ads enough? Qur city will
begin to look like Las Vegas, Seoul,or some less than desirable city. Enough is enought! Thank you.

From: Witliam Weeks <william.weeks@iacity.org>
Date: Mon, Jun 6, 2011 at 1:00 PM
To: janice.lakimoto@lacity.org

From: William Weeks <william.weeks@lacity.org>
Date: Mon, Jun 6, 2011 at 3:14 PM
To: Janice Takimoto <janice.takimoto@lacity.org>

Jean Bushnell
10348 Eastborne Ave
l.os Angetes, CA 90024

From: William Weeks <william.weeks@lacity.org>
Date: Mon, Jun 6, 2011 at 3:14 PM
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To: Janice Takimoto <janice.takimoto@lacity.org>

From: William Weeks <william.weeks@iacity.org>
Date: Mon, Jun 6, 2011 at 3:14 PM
To: Janice Takimoto <janice.lakimoto@lacity.org>

From: William Weeks <william.weeks@lacity.org>
Date: Mon, Jun 6, 2011 at 3:16 PM
To: Janice Takimoto <janice.takimoto@lacity.org>

From: William Weeks <william.weeks@!lacity.orgs>
Date: Mon, Jun 6, 2011 at 3:20 PM
To: Janice Takimoto <ianice.takimoto@lacity.org>

From: William Weeks <william. weeks@]lacity.org>
Date: Mon, Jun 6, 2011 at 3:21 PM
To: Janice Takimoto <janice.takimoto@lacity.org>

From: William Weeks <william.weeks@lacify.org>
Date: Mon, Jun 6, 2011 at 3:23 PM
To: Janice Takimoto <janice.takimoto@iacity. org>

From: William Weeks <william.weeks@lacity.org>
Date: Mon, Jun 6, 2011 at 3:.24 PM
To: Janice Takimoto <janice fakimoto@lacity.org=

From: William Weeks <william.weeks@lacity.org>
Date: Mon, Jun 6, 2011 at 3:25 PM
To: Janice Takimoto <janice.takimoto@lacity.org>

| understand that the city needs the money however promoting alcohel to children via bus benches is a
terrible idea. Thanks you for vour attention to this important matter.

From: William Weeks <william.weeks@lacity.org>
Date: Mon, Jun 6, 2011 at 3:38 PM
To: Janice Takimoto <janice.takimoto@lacity.org>

https://mail.google.com/a/lacity.org/?ui=2&ik=b7aad3 1 51 3&view=pt&search=inbox&th=... 6/10/2011



City of Los Angeles Mail - Fwd: Keep Alcohol Ads off L.A. Bus Benches Page 56 of 64

From: William Weeks <william.weeks@lacity.org>
Date: Mon, Jun 6, 2011 at 3:40 PM
To: Janice Takimoio <janice.takimoio@lacity. org>

Wilt you make a positive decision for our youth? our country?Please consider this request.

From: William Weeks <william.weeks@lacity.org>
Date: Mon, Jun 6, 2011 at 4:32 PM
To: Janice Takimoto <janice.takimoto@lacity.org>

From: William Weeks <william weeks@lacity.org>
Date: Mon, Jun 6, 2011 at 4:33 PM
To: Janice Takimoto <ijanice takimoto@laciiy.org>

From: William Weeks <william.weeks@lacity.org>
Date: Mon, Jun 6, 2011 at 4:33 PM
To: Janice Takimofo <janice.takimoto@lacity.org>

From: William Weeks <william.weeks@lacity.org>
Date: Mon, Jun 6, 2011 at 4:33 PM
To: Janice Takimoto <janice.takimoto@lacity.org>

| am troubled by alcohol-ads on public property. The city should not be a partner in promoting alcohol.

From: William Weeks <william . weeks@lacity.org>
Date: Mon, Jun 6, 2011 at 4:36 PM
To: Janice Takimoio <janice.lakimoto@lacity.org>

From: William Weeks <william.weeks@lacity.org>
Date: Mon, Jun 6, 2011 at 4:36 PM
To: Janice Takimoto <janice.takimoto@lacity.org>

From: William Weeks <william.weeks@lacity.org>

https://mail.google.com/a/lacity.org/?ui=2&ik=b7aad3 1513 &view=pt&search=inbox&th=... 6/10/2011



City of Los Angeles Mail - Fwd: Keep Alcohol Ads off L.A. Bus Benches Page 57 of 64

Date: Mon, Jun 6, 2011 at 4:40 PM
To: Janice Takimoto <janice.takimoto@lacity.org>

Understanding as | do that alcohol comprises the #1 Drug Problem at present in America, | am hoping that
those responsible for the affairs of the City of Los Angeles will take measures to lessen the impact of alcohol
advertising and promotion.Although my residence is not in the City of Los Angeles, | have an office in the Mid-
Wilshire District and am concerned with what happens in the second largest city in the Nation.

From: William Weeks <william.weeks@lacity.org>
Date: Mon, Jun 6, 2011 at 4:.41 PM
To: Janice Takimoto <janice.takimoto@lacity.org>

From: William Weeks <william.weeks@lacity.org>
Date: Mon, Jun 6, 2011 at 4:42 PM
To: Janice Takimoto <janice takimoto@iacity.org>

From: William Weeks <william.weeks(@lacity.org>
Date: Mon, Jun 6, 2011 at 9:22 PM
To: janice.takimoto@lacity.org

From: William Weeks <william.weeks@lacity.org>
Date: Mon, Jun 6, 2011 at 8:24 PM
To: janice.takimoto@lacity.org

From: Witliam Weeks <william.weeks@lacity.org>
Date: Tue, Jun 7, 2011 at 8:18 AM
To: janice.takimoto@iacity.org

From: William Weeks <william. weeks@lacity.org=>
Date: Tue, Jun 7, 2011 at 8:18 AM
To: janice.takimoto@lacity.org

From: William Weeks <william weeks@lacity.org>
Date: Tue, Jun 7, 2011 at 8:18 AM
Ta: janice.takimoto@lacity.org

From: William Weeks <william.weeks@lacity.org>
Date: Tue, Jun 7, 2011 at 8:20 AM
To: janice.takimoto@lacity.org

With the cost of alcohol abuse in LA County estimated to be $10.8 billion-----—-—---
From: William Weeks <william.weeks@lacity org>

Date: Tue, Jun 7, 2011 at 8:33 AM

To: janice.takimoio@lacity.org
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From: William Weeks <william.weeks@lacity.org>
Date: Tue, Jun 7, 2011 at 8:45 AM
To: janice takimoto@lacity.org

From: William Weeks <william.weeks@lacity.org>
Date: Tue, Jun 7, 2011 at 1:44 PM
To: janice.takimoto@lacity.org

From: William Weeks <william.weeks@lacity.org>
Date: Tue, Jun 7, 2011 at 1:44 PM
To: janice.takimoto@lacity.org

Janice Takimoto

Senior Clerk Typist, Board of Public Works

City of Los Angeles, Department of Public Works
213-978-0275 voicemai

213-978-0278 fax

Mail Stop 465

From: William Weeks <william.weeks@|acity.org>
Date: Thu, Jun 9, 2011 at 11:40 AM
To: janice.takimoto@lacity .org

Thank you.
Sincerely,

Sharon Heck
6032 Comstock Ave
Whittier, CA 20601

From: Williamn Weeks <william.weesks@lacity.orq>
Date: Thu, Jun 9, 2011 at 11:40 AM
To: janice.takimoto@lacity.org

Sarah Mart
889 Chardonnay Cir
Petaluma, CA 924954

From: William Weeks <william.weeks@lacity.org>
Date: Thu, Jun 9, 2011 at 11:42 AM
To: janice.tlakimoto@lacity.org

ener palma
251 5 Avenue 50 AptE
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Los Angeles, CA 90042

From: William Weeks <william.weeks@lacity.org>
Date: Thu, Jun 9, 2011 at 12:32 PM
To: janice.takimoto@lacity.org

Evelyn Stern
12367 Deerbrook Ln
L.os Angeles, CA 90049

From: William Weeks <william.weeks@|acity.org>
Pate: Thu, Jun 9, 2011 at 12:32 PM
To: janice. takimoto@lacity.org

Richard Bis,

Community Prevention Organizer

Asian American Drug Abuse Program, Inc.
2900 Crenshaw Blvd

Los Angeles, CA 900186

From: William Weeks <william.weeks@lacity.org>
Date: Thu, Jun 9, 2011 at 12:34 PM
To: janice.takimoto@lacity.org

Michele Simon
3621 Grand Ave
Oakland, CA 94610

From: William Weeks <william.weeks@lacity.org>
Date: Thu, Jun @, 2011 at 12:34 PM
To: janice.takimoto@lacity.org

Gilbert Lozano

Qutpatient Supervisor
Tarzana Treatment Centers
7101 Baird Ave

Reseda, CA 91335

From: William Weeks <william.weeks@lacity.org>
Date: Thu, Jun @, 2011 at 12:34 Piv
To: janice.takimoto@lacity.org

Richard Burtz, La Mesa
5639 Jackson Dr Apt 104
l.a Mesa, CA 91942

From: William Weeks <william.weeks@lacity.org>
Date: Thu, Jun 9, 2011 at 12:34 PM
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To: janice.takimoto@lacity.org

Our children need your help and urgent attention. We thank you for your
consideration.

Farimah Fiali

24047 Gilmore St

West Hills, CA 91307

From: Wikliam Weeks <william.weeks@lacity.org>
Date: Thy, Jun 8, 2011 at 12:35 PM
To: janice.takimoto@lacity.org

To My elected Representatives,

Take a page from the LAMTA and please do not allow the ten year agreement
with Martin Outdoor Media for Bus benches showing ads for alcoholic

Beverages. You have so many programs to help those who become alcoholics,

yet you may be tacitly approving the promoting of drinking by accepting this
bid.. Youth are easily influenced and, as with cigarettes, alcoholic
beverages are easy to obtain and have ill effects on the body. Also, those
who begin drinking at an early age may likely abuse the quantity and are
more likely to continue, rather than to stop drinking. it would not be a

moral position to support Martin Outdoor Media in their pursuit of
customers, as this woud! allow the company to prey upon our
children/residents and promote negative behavior which is not a benefit to
our

society. Surely, they wouldn't be buying all the benches that will carry

their ads, if they thought the ads would not be lucrative over time.

Why, directly or indirectly support this effort, which can come back to

haunt you in the vears to come? There are many other companies which may
not have known you were accepting bids, which would make far better partners
for you. The publicity generated by the public's indignation over this
"Martin” proposal may inspire more companies, philanthropists, and/or
non-profits, to take advantage of this opportunity, if you will reopen it

for bids..

Irene Sandler

PO Box 15383

Beverly Hills, CA 90209

From: Witliam Weeks <william.weeks@lacity.org>
Date: Thu, Jun 9, 2011 at 1:11 PM
To: janice.takimoto@iacity.org

Terence Endersen
122 1/2 Argonne Ave
Long Beach, CA 90803

From: Witham Weeks <william.weeks@lacity.org>
Date: Thu, Jun 9, 2011 at 1:12 PM
To: {anice.takimoto@iacity.org

Paula Wold
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Insructor/Advisor

Navy Drug and Alcohol Counselor School
140 Sylvester Rd Bldg 500

San Diego, CA 82106

From: William Weeks <william.weeks@lacity.org>
Date: Thu, Jun 9, 2011 at 112 PM
To: janice.takimoto@lacity.org

Richard Quinones
PO Box 7128
Corte Madera, CA 94976

From: William Weeks <william.weeks@lacity.org>
Date: Thu, Jun 9, 2011 at 1:12 PM
To: janice takimoto@lacity. org

Trent Cutler
19 Hillside Ave
Mill Valley, CA 94941

rom: William Weeks <william.weeks@lacity.ocrg>
Date: Thu, Jun 9, 2011 at 1:13 PM
To: janice.takimoto@lacity.orq

Raymond DiCiccio, MSW
6154 Mission Gorge Rd Ste 104
San Diego, CA 92120

From: William Weeks <william.weeks@lacity.org>
Date: Thu, Jun 9, 2011 at 1:13 PM
To: janice.takimoto@lacity.org

Dear Mayor Villaraigosa and Honorable City Council Members:
Kevin Hall

325 S Rexford Dr

Beverly Hills, CA 20212

From: William Weeks <william.weeks@l|acity.org>
Date: Thu, Jun 9, 2011 at 1:13 PM

To: janice.takimolo@lacity.org

Kelly irefand ‘
6566 De Longpre Ave
Los Angeles, CA 90028

From: William Weeks <william . weeks@lacity.org>
Date: Thu, Jun 9, 2011 at 113 PM
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To: janice.takimoto@lacity.org

Mr. & Mrs. Dane Gloria Del.aTorre Wycoff
21821 Montbury Dr
Lake Forest, CA 92630

From: William Weeks <william. weeks@lacity org>
Date: Thu, Jun 9, 2011 at 1:14 PM
To: janice takimoto@lacity.org

i am the Director of Miles To Go Drug Prevention Education located in
Southern California.

Kelly Townsend

Director of Drug Education/Prevention Speciatist

Mies To Go Drug Prevention Lecture Series

3180 Madeira Ave

Costa Mesa, CA 92626

From: William Weeks <william. weeks@lacity.org>
Date: Thu, Jun 8, 2011 at 1:15 PM
To: janice takimoto@lacity.org

Daniel Better
3426 Mentone Ave Apt 4
Los Angeles, CA 20034

From: William Weeks <william.weeks@lacity.org>
Date: Thu, Jun 9, 2011 at 1:15 PM
To: janice.takimoto@lacity.org

John Kelly
320 Clementina 5t Apt 1014
San Francisco, CA 94103

From: William Wesks <william.weeks@lacity.org>
Date: Thu, Jun 9, 2011 at 1:15 PM
To: janice.takimoto@lacity.org

As a physician t know that the research is clear: the more alcohol
Marsha Epstein, MD

3200 Butler Ave

Los Angeles, CA 90066

From: Witliam Weeks <william.weeks@lacity.org>
Date: Thu, Jun 92, 2011 at 1:15 PM
To: janice takimoto@lacity.org

Gloria Rincon
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18 Genoa St
Arcadia, CA 91006

From: William Weeks <william.weeks@lacity.org>
Date: Thu, Jun 9, 2011 at 1:15 PM
To: janice. takimoio@lacity.org

As a Marriage and Family Therapist, 1 see families where children have been
devastated due to underage drinking. As we all know, teenagers are very
susceptible to commercials and ads.

Tinaz Vevaina, MA, MFT

Co- Founder and Clinical Director

Biamand Family Counseling

4000 Birch St Ste 203

Newport Beach, CA 92660

From: William Weeks <william.weeks@lacity.org>
Date: Thu, Jun 8, 2011 at 1:16 PM

To: janice.lakimoto@lacity.org

| am an adoptive mother of a child whose 19-year-old birth-mother drank
during her pregnancy. Most young people do not realize the extensive risk
to themselves of prematurely drinking alcohol. And most people do not
realize the irreversible physical damage caused fo the fetus when exposed to
alcohol in utero. Alcohol use during pregnancy causes life-tong brain
trauma. The extent varies depending on the timing and the amount of
ingestion. The brain begins to form as early as Day 3 from conception - most
girls and women don't even know they are pregnant that early. Lower
inhibitions due to alcohol leads to impulsive behavior which can result in
teen pregnancy. Please help protect our children and our society from the
early exposure to alcohol.

Based on my experience, | am deeply troubled by alcohol-ads on public
Annette Kunzman

1028 10th St

Manhattan Beach, CA 90266

From: Witliam Weeks <william weeks@lacity.org>
Date: Thu, Jun 9, 2011 at 1:17 PM
To: janice.takimolo@lacity.org

Katynka Mariinez
4530 Calada Ave
Pico Rivera, CA 90660

From: Witliam Weeaks <william . weeks@lacity.org>
Date: Thu, Jun 9, 2011 at 1:17 PM
To: janice.takimote@lacity.org

We certainly need new bus benches in this city, but alcohol ads do not
belong on them. Let's try to set a higher standard for our new
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benches...one that we can all be proud of...our children included. | would
suggest we set the same standards for our bus shelters.

Thank you for thinking of the city as a whole and not just personal
interests.

Sincerely,
Joyce Foster

10572 Wilkins Ave
Los Angeles, CA 90024

[Quoted text hidden]
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(USTORER 0 PROVIDE PRUSARY ELECTRECL SCRALE WITIIN 60" OF SIGN ELECTRICAL COREALTION THIS $16H 35 INTENDED TO
SEINSTRLLED [N ACCORGANCE WITH THE RESUIREMERTS O ANTICLE 600 OF FAE NATHONAL £ ECTRACAL CODE ARDAIR OTHER

APPLICABLE LOTAL TODES TAIIS IHOLUDTS PROPER GROUNDING AND BODING OF 1RE SIGH

CUSTOM MANUFACTURING SINCE 1952

ALL ELECTRICAL (OMPONENTS TO BE Y. APPROVED, MANUEACTURE'S LABELAKD UL LABEL SHALL SF FAACED OM 516N
MCORDING TC (MY {0BE.

2
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Traffic Flow ——M—»

Curb

A

Front, Curb Side Install Without Bus Shelter

CITY OF LOS ANGELES

REVIEW

EA) OF STREET SERVIEES | mespon
% Sipeer eRwces [ regeonec pequineo
NO EXCEPTIONS TAKEN (& CONFIRM (3
NOTE MARKING [ RESUBMIT (3 .+
REJECTED 3 NONE =g

COMMENTSATTACHED O3

38" (MIN.)

DIMENSION
VARIES

DIMENSION

VARIES

Review is for general conformance with the
gasign concept and contract documents.
Moted markings or commenis shall not be
construcied as refieving the Confractor from
compliance with the project plans and

tractor remains responsible for details and
accuracy, for confirming and comelafing al
quantities and dimensions, for selecting
fabrication processes, for techniques of
assembly, for performing his work in 2 safe
and safisfaclory manner.

Y.
oL ALY
mﬁ?j Sa\ /l ’L{' )

7

e e I T:. o
7 Mo B ‘-‘-j/ e E"E
e el Ew:a E E\_‘ és_a L5

PL. Rear of Sidewalk or Property Line
No Scale
Bench shall be 48" minimum from fixed objects in sidewalk,
LE. - street signs, trees, light poles, maintenance
holes, pull boxes, etc. (typ.)
@ Bus bench will always have minimum setback of 36" from Designed By Date
face of curb.
Reviewed By Date
PROJECT NATIE: Martin Ouldoor Benches - LA GITY | orai e, PLOT PLANS for bench R L1 DAE_L BV REVISION e S T ot | SHEET

ADDRESS:

SCALE: AS NOTED

HawTHorne. €A 9D250

CITY /STATE.  various

DRAWR EY: MHL

GENERAL NOTES

Fr 3to.ayg.2Ran
FX 310,979.4006

TELEPHONE: N/A

DESIGHN DATE: 2/3/11

HTTF AAYewy, LRIBISN S CaM

FAX NUMBER: N/A

541.ES PERSCN: Theresa

CUSTOM MANUFACTURING SINCE IQSZ‘[

ACLORDING TO 1Y (G0L

CISTOMER T PROVIOE PRIAARY £CFCTRICAL SERVICE WIVHIK £'-0° OF 516K ELECTRIAL COMRECTION. THIS SIGH 45 INTEHDER 10

82 4HSTALLED 1Y ACCORDANCE WITH THE REQUIREHENTS Of ARTIELE 600 DF YHE HATIONAL ELECVKICAL {GBE ANS/OR OFHER

APFLICABLE 1 GCAL CODES THIS IACLUDES PROFER GROUNDING AND BUNGIHG OF THE SIGH

AL ELECTRICA, EDMPONENTS TE BE UL APPRGVED MANUZACTURE'S LAREL AND UL ARSFL SHALL BE PLACED Dt SITH
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Back of Sidewalk Install Without Bus Shelter

SREAN OF STREET SERVICES
Traffic Flow ———» REVIEW w'fegg"%g{ﬁ%g%%m
NDEXCEPTIONSTAKEN (]  COMPIRM [3 A
Curb COMMENTS ATTACHED O NORE 25
Review is for general conformance with the ER
design W and coniract sé;dogumeﬂ%s. EEVERS
- markings or comments shall not be SCAARS
Bus Stop sign —>{7) constructed as relieving the Contractor from -
compliance with the project plans and
for details and

accuracy, for confirming and comelsting all
quantities and dimensions, for selecling
fabrication processes, for technigues of
assembly, for performing his work in a safe
and satisfactory yn
BY; A%Zﬁ% i1

/o,
Y LAY

DIMENSION
VARIES

DIMENSION
VARIES
4

T APPROVALSTAMP——

Rear of Sidewalk

tr o en o vr M vt e ve ey en e e 43 o ae o
or Property Line

Bench shall be 48” minimum from fixed objects in sidewalk.
L.E. - street signs, trees, light poles, maintenance
holes, pull boxes, etc. (typ.)

@ Shall not obstruct doors, gates, fire safety, stand pipes, etc.

@ Bus bench will always have minimum setback of 36" from Designed By Date
face of curb.
Reviewed By Date

PROJECT NAME Markn DUtdODr BeﬂChBS - i.A C;TY DF‘,LWH\}G e, PLDT PLANS 10[ bEnGh RE . DATE BY REVlSEON :!ROENE;g;gﬁb:{?‘ﬁ);;10?&:1.;%:‘5:%0“1;3r:g;%%l;l;gﬁl:&g%ﬂ:;éﬂﬁﬂ;n&g%;g;g;aﬂu;;ggaﬂuﬁ;ﬁﬁ&%g SHEET
ADDRESS: SCALE: AS NOTED e FOUR ORGAMIZATECR, #OR IS 11 70 BE USED, REPRODUTED, (GFIED, OR ETHIBTED IN ANY FaSta0

¢ CTATE: i AN BY ’ GENERAL NOTES
CTY (S TAT E varous DRAVY &Y. MHL J : CUSTEMER, 10 FROVEI rnm&%ﬁf‘%ﬂlm?%ﬂgP:;#c'lgfsmrlmmmmmnn THIS SIGH IS 1NIERDED 10 3 1
TELEPHONE: N/A DESIGN DATE: 2/3/11 MADE 14 Qm ERE ﬁ ﬂ BE LD CORAGENTA D LQUR T T 4 0 T AL T ch oo e .
FAX HUMBER: N/A SALES PERSON: Theresa CUSTOM MANUFACTURING SINCE 1952‘ :&éégﬂéz?b{(h"mm_ O BEUL APPROVID. MMNUFACTURE' LABEL ABDUL LABEL SHRLY BF PLACED GN S16H

W:\1uotestdan - Jung 201 \Theresa\Margin Datdoor Benciies - LA CITWAINPDR,



Front, Curb Side Install With Bus Shelter and Trash Can

Traffic Flow ————p- ]
; \s»i‘k“}“}f E

W
Curb P
@(—— Bus Stop sign =
QO S
o £
Z T|=
Ll <t |2, m
= =8 L
a | T
=
Trash Can 3
us
: Shelter Ad Panel ————»i
1 - I - _—Fﬁ I
I 72" MIN.
AR A AN GITY O LGS ANGELES
g b 0T d bd b :
' | _mign X 2
BEREAN OF STREEI s&ms RESPONSE REQUIRED
REVIEW OF CONTRAGCTOR
B0 EXCEPTIONS TAKEN 13 CoNFmRM [
NUTE MARKING [) RESUBMIT 3
Revuw is for general conformance with the
design concept and contract documents.
Noted markings or comments shall not be
consirucied as rehewng the Contraclor from
PL. Rear of Sidewalk or Property Line compliance with the
m.,h_*m_,m,_m,..__,.__....,.,....,......u...,...m..u--._w...._..-m.._....;\_l..,s—_-.l_..m.um—m..m..m..m.._..——-.m..m..m...—....w..__...m..m...,m...........,_...,_n..h_...m..m. '.
0 weale mmmsresmmfmdetaﬁs and §
accuracy, for confiming and comelating all |
o Bench shall be 48” minimum from fixed objects in sidewalk. 7 quargities and dimensions, ?m’ seiectmg
|.E. - street signs, trees, light poles, maintenance fabrigation processes, for mmques of I
holes, pull boxes, etc. (typ.) assef b%y. for performing his work in a safe |
_ , a and paisiactory manper
@ Shall not obstruct doors, gates, fire safety, stand pipes, etc. SET T | , /Z%
- A BY: | / ol
} Bus bench will always have minimum setback of 36” from Tizte |
face of curb. i LSREAL ) v
| e Daip
4
PROJECT RAIME Martin Qutdoor Benches - LA CITY  Jcfiimig ko PLOT PLANS for bench RG /x DATE | BY REVISION ?ﬁ&ﬁ’:’?ﬂ'i.:@%ﬂiﬁ%ﬁ;ﬁ%ﬁﬁ:ﬁhﬂ*ﬁ!ﬂﬁﬁ;ﬁtﬁ:&”ct:;%;".’zé’*‘fua':%.;‘43??5':?&%&"%‘11‘,3’%3&:?‘ SHEET
ADDRESS: SCALE: AS NOTED 12828 crasnan durue Ri HOK 151 10 BF USTD, o NKGTES ANY FAStHiGH
CITY / STATE.  vanious DRAWN BY. MHL ~ | & pralemezes T R I T e e T e 3 2
TELEPHORE: N/A DESIGN DATE: 2/3/11 ?ﬁﬁaﬂi QMEQESQ S R s— ' e PR . 20 el SECHICA o0 Ao GTIEE .
FAX HUMBER: N/A SALES PERSOR: Theresa CUSTOM MANUFACTURIMNG SIMCE 1882 ﬁﬁagﬁl&:}«ggggﬂmsm AFPROVED, SUMFACTIRE'S LARFL ARD U1, LABEL SHALL BE PLACED OR SIEH
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} OF STREET SERVICES

D REVIEW

Back of Sidewalk Install With Bus Shelter and Trash Can woexcePTions miey @1

REJECTED B3
COMMENTS ATTACKED (B

Traffic Fiow —»

Curb

7 y: ; i
d%ugn concept an@ contraet documents,
Noted markings or comments shall not be
constructed as relieving the Contractor from
com lance with the project
@(—Bus Stop sign 9 ‘_ 18 pro ﬁ!ans and
. The
quanmm and dimensions, ﬁor %hctmg
fabrication processes, for techniques of
assembly, for perfomng hiswork in a safe
- and sansfaci ; F.
O o = 7
o U Qo BY:
o o) Ll i i,
=< G m‘riﬁ/ S/ .
0 = > 7
= 7
é
i
Trash Can N
S Bus
Shelter Ad Panel ———
- _ e — TR~ .
\ ’
ol s e doa 000 f D RPPROVAL STAMP_
d iudd b bd )
| — 1
e Align
PL. _ o . L o Rear of Sidewalk or Property Line
No Scale
o Bench shafl be 48” minimurm from fixed objects in sidewalk.
LE. - street signs, trees, light poles, maintenance
holes, pull boxes, etc. (’typ )
@ Shall not obstruct doors, gates, fire safety, stand pipes, etc.
@ Bus bench will always have minimum setback of 36" from Designed By Date
face of curb.
Reviewad By Date
PROJEGT NAME: Martin Quidoar Benches - LA CITY | orawiiic we. PLOT PLANS for bench R& s DATE BY REVISION HOTE s 50 R AL UNEUD S0 DRAYA GEATE B A CUSTN MG, 1 SSTITED R Yobi s U SHEET
ADDRESS: SCALE_AS NOTED NS | L e e
CETY i STATE Var%ous DRA\NN 8\‘(: MHL E . 7 3 EEE:IEEE:LE:;): - CUSTORER TO PROVIDE PRIRARY ELE(TIF[A[Sim(?m%ﬂiljarggiiiﬂmm(HNHH‘!}W THIS $HG1 36 BTERDED T 3
TELEPHONE: WA DESIGH DATE 2511 ot AMERICA B e el S AL i 3
FAX NUMBER: N/A SALES PERSON: Theresa CUSTOM MANUFACTURING SINCE 1952 AL DCTRta AP 0L 0L ARPRONCD. MANIPACTURE' LABELARD UL, LBELSRALL $€ PLAGS ot
witDuoieshlan - June 2011\Theresa\Martin Outdeor Benches - LA CITMAIIPDR




Front, Curb Side Install With Bus Shelter no Trash Can

E

Traffic Flow ———

Curb

*

[RE2E.

DIMENSION
VARIES
(36" MIN.)

DIMENSION
VARIES

-\ \'\'ﬂ [}
MSE

WS

Bus CITY OF LOR ANGELES
Shelter Ad Panel ———) BUREAU OF STREET SERVICES
e BRI DIVISION
i L] n 72" MIN '
ﬂ : CITY OF LOS ANGELES
(et SRl st hys  ?
: . W OF STREET SERWICES | Respow a
WL _mign REVIEW O BORTRACIOR >
- _
NOEXCEPTIONS TMGEN (31  CONFRM [
mmg RESUBMIT O
% COMMENTS ATTACHED (3 NONE
2w ‘
L1 'y :
D i - # the
Ll < I _Cason angr Lontacd renls.
= > Noled markings or comments s ot be
0 constructed as relieving the Contractor| from
compliance with the project plans| and
: : specifications, or departures therefrom| The
Pl i v RearofSidewalk or Property Line L _ . _ .. Contractor remains respansidle for detais and
No Scale accuracy, for confirming and comelatiny ail
?;{baptatl&s and dlmensmfgs. for selgcting
- , . o rication processes, for technigugs of
@ Bench shall be 48” minimum from fixed objects in sidewalk. assembly, fm? performing his work inqa safe
|L.E. - street signs, trees, light poles, mainienance and safigfactory manner.
holes, pull boxes, etc. (typ.)
@ Shall not obstruct doors, gates, fire safety, stand pipes, etc. eaw . ;
g ’ DATE. D /2 4
} Bus bench will always have minimum setback of 36” from esign; [IE1E
face of curb, e{
Revigwed By Dats
PROJECT NAMEE. Martin Outdoor Benches - LA GITY ] oryutieet,_PLOT PLANS fo bench Rb DATE T &Y REVISION e e | __SHEET
ADDRESS: SCALE: AS NOTED L | ROR IS 1 T0BE USED, GE&::::::;TES Y FASHIDS
BITY 'f STATE Val’!OUS DRAV\;N By: MHL . CUSTORER 5 PROVIDE PRIMARY E1ECERICAL SERYICE WITHIN &0 OF $I6H i CHRECTION TS SHGH 15 INTENDED 10
TELEFHONE. A oSO UL S waoem AMERIGA s Lo e | 3.4
FAX NUMBER: N/A SALES PERSON: Theresa CUSTOM MANUFACTURING SINCE 1952 ALLIECIRUAL COMPONERISTOBE UL ATFROTED, MAKTFACTURES LASEL ARD UL LABHL SHALL 3E PLACED B st
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Traffic Flow ——co—p

Curb

Back of Sidewalk Install With Bus Shelier no Trash Can

F

i OF STREET SERACES
REVIEW

DIMENSION

VARIES

DIMENSION
VARIES

727 MIN,

niities and dimensions, for g
fabrication processes, for techniques of
assembly, for performing his work in a safe
and satisfactory magner.

oy

o |

fl

v/ AV I

I nﬂ“

Bench shall be 48” minimum from fixed objects in sidewalk.
|.LE. - street signs, trees, light poles, maintenance

holes, pull boxes, efc. (typ.)

@ Shall not obstruct doors, gates, fire safety, stand pipes, etc.

Bus bench will always have minimum setback of 36" from

U e oy smm wm

No Scale

Bus
Shelter

Ad Panel ———

seghs o = YA

GELES

EET SERVICES
S OBRASE

“APPROVAL STAMP

Designed By Date
face of curb.
Reviswed By Date
PROJECT NAME. Martin Outdoor Benches - LA CITY {oraiais ke, PLOT PLANS for bench R6 DATE | _BY REVISION IV AU WA AFRORC SR e ok o oot . 1 varton oo o s | SHEET

ADDRESS:

SCALE: AS NOTED

CITY / STATE:  various

DRAWN BY: MHL

TELEPHONE: N/A

DESIGH GATE: 2/3/11

FAX NUMBER: N/A

SALES PERSON: Theresa MADEIN

=AM

ERICA

YoUR KR 15 17 10 BT USED, REPAODUCID, {OFIER, OR DHHABITED 1 ANT FASHIDN.

GENERAL NOTES

CUSTORER 10 PROYIDE PRUART ELECTRICAL SERVICE WITHRH €-4" OF iGN £LECRITAL CONNECTION, THIS SIGN IS INIENDED TO
B IHSTALLED I8 ACCORDANCE WITH THE REQUIREMENTS OF ARTIOLE 600 OF THE NARDNAL ELECTRICA CODE ANDFO% OTHER
KPPEICABLE{OCAL (OUES. THIS IRCLUDES FAOPEX GROUNDING KD BONDING DF THE S150.

CUSTOM MANUFACTURIMG SINCE 1952

AL ELECTRICAL COMPONENTS TO BE {1 APPROYED MANUFACTURE'S LABZL ABD (L. LASEL SHAUL BE PLACED ON SIGN
ACTOROING TD GTY CODE.

3.9

WeitOuoteshJan - Jure 201\ TheresaiMartin Quldoor Benches - LA GITRATAPDR,
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G CITY OF LOS ANGELES

P
Nl ]
2 22
o
e
CITY RF LA,

Front, Curb Side Install With Trash Can no Bus Shelier
A OF STREET SERVICES | RESPONSEREQUIRED
REVIEW . OF CONTRACTOR (Tﬁ‘&” .,
- $40 EXCEPTIONS TAKEN BT CON T,
Traffic Flow —————s mmism;ﬁmﬁe a COonFIRM g e SRR ,'.’,.w'.'k,_,f .
MONE [ o =l
s.a
Curb Muew is for general ¢ ance with the % A
design concept and contract documents. Zo\e

Moted markings or comments shall not be 2N
constructed as relieving the Contractor from ~
mmphance wnth the pm;eet plans and

Bus Stop sign contracmr mams respansrb@ for details and
accuracy, for confirming and comelafing alf
quantmes and dimensions, for selecting
fabrication processes, for techniques of
assembly, for performing his work in a safe
and satisfactory manner.

ey: /Z%%/ /. e

e AT A

DIMENSION
VARIES
36" (MIN.)

Trash Can

ﬁﬂﬂ ﬂﬂ H ﬁ H ﬂﬂ ﬂﬂﬂﬂ” - mra:; Siz s
- il F s X M 9 U’) }.
f 1 ﬂ TSN ﬂna_ﬂﬂ Iy | eF '
| { 4] 2 E : T : '-é EN R
— ] L < ! o g EE RN B
— £
RN ¢ TETTA4
z S
Qw
LLI n
Fz’?. = 6" MIN,—- :
o :
L <f e - -
% = APPROVAL STAMP
PL. ' Rear of Sidewalk or Property Line |
No Scale
Bench shall be 48" minimum from fixed objects in sidewalk.
LE. - street signs, trees, light poles, maintenance
holes, pull boxes, etc. (typ.)
@ Shall not obstruct doors, gates, fire safety, stand pipes, eic.
@ Bus bench will always have minimum setback of 36" from Designed By Date
face of curb.
Reviewed By Date
PROJECT NAME: Martin Outdoor Benches - LA CITY [ oRiWiivg wo. PLOT PLANS for hench RE DATE BY REVISION HOT. 0 1 LA UNPURLECD DA RENTED M Ot . T sstomo sormuse st o)+ SHEET
ADDREQS SCALE: AS NGTED YOUR QROAMIZATION, NOF 15 [T Th BE UYED, BPRODUCED, COFIED, OR EXBIGITER I ANY FASHIOR
CiTY (;TATE Va”ﬂus DRAV\IN SY MHL . = Eg wsmmmmwummummmuslmfirﬁ;igsit::g:piinmm(ouammn THIS SIGN 1S INTERDED 50
TELEPHONE: N/A DESIGN DATE: 2/3/11 MAGE N ﬁﬁERgﬁﬁ o T s Do e AL OEE /O OHE: 3 6
FAX NUNEBEF\ NI[A SALES PERSDN Theres& CUSTOM MAKUFACTURING SINCE 1952 :t%;gﬂzl%l{%ﬂ(?&?ﬂﬂoB[U‘. APPROVED. MARUFACTURE'S LABEL AND UL, LABEE SHALL BE PLACED OH SIEY
WiAT Quoteshian - June 201 1iTheresa\Martin Dutdoor Benches - LA CITYWMPDR,




H CITY OF LOS ANGELES

Back of Sidewalk Install With Trash Can no Bus Shelter EVIEW

OF STREET SERVIGES &) N
REVIEW Eé?%o?«%&&?%’o‘é

Trafiic Flow — MO EXCEPTIONS TAREN
NOTE MARKING 3
REJECTED O
COMMENTS ATTACHED B3

Review is for general conforma
design concept and conm documents.
Noted markings or comments shall not be
| constructed as relieving the Contracior from
Bus Stop S|gnm->@ compliance with the pro;ect plans and
specifications, or deparures therefrom. The
Contracior remains responsible fom%eis and
accuracy, for confirming orrelating
quantities and dimensions, tor se%ectmg
fabrication processes, for techniques of
assembly, for performing his work in a safe
and satlsfaciory mapner.

Curb

DIMENSION
VARIES

—— 6” MIN.

DIMENSION
VARIES

v T

OITY (OF LOS ANGELED
BUREAU OF STREET BERVICES
ENGINEERING DIVIS

- - — i i i = .
B ﬂﬁﬂ I APPROVAL STAMP
il J
vofll )
b2l AR
L S, - S e e Yo R0 OF Sidewalk
No Scale or Property Line
} Bench shall be 48" minimum from fixed objects in sidewalk.
LE. - street signs, trees, light poles, maintenance
holes, pull boxes, etc. {typ.)
@ Shall not obstruct doors, gates, fire safety, stand pipes, etc.
@ Bus bench will always have minimum setback of 36” from Designed By Date
face of curb.
Reviewed By Date
PROJECTS KAWE: Martin Qutdoor Benches - LA CITY Jofavis e i;'LglEPDLANSfm bench RE L DATE L BY AEVISION AT o a5 €A1 o rocors | SHEET
ADDRES N SCALE: !ZEBECMADRDNAVK::E Ik ORG ]  REPRODUCED, ;
CITY /STATE:  various DRAWN BY: MHL ; ’ . 3 . Ei{!‘{ﬁftﬂf:: WSTIJMEHI:PED‘!ID{PMMARYELK‘IEIUISim[?iﬁf’i"-\nl‘_ﬂl:'gsftimlm(ONMH{IDN 1915 SV 5 (NTERDED 10 3 7
TELEPHORE, A DESIGN DATE: 2/3/11 waoE i AMERICA ‘ A WL b Ay oL
FAX NUW“BER. N/‘A S,"-'-LES PER&ON ThBrBS& CUSTOM MANUFACTURING SINCE 1552 ; :&;&;&:{2’%%‘?#{0{‘3]"{?“”““‘1 KPFROYED WANUFACTORESLABEL AND UL LARTE SHALL 8F FLACED-ON SIGR
W1 Buotesian - June 201 1\Thesesz\Wartin Ouioor Benches - LA CITYIARGPDR,
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Back of Sidewalk Install With Bus Shelter no Trash Can

J OF STREET SERVICES | meSPONSE REQUIRED

REVIEW OF CONTRACTOR

NO EXCEPTIONS TAKEN F CONEIRM O

Traffic Flow ———————p NOTE MARKING (3 mEsuBMIT [
REJECTED (J NONE B

TTACHED 03
Curb COMMENTS ATTAC

~vonformance with the
design o0 Tontract documenis,
Noted markings or comments shall not be
constructed as relieving the Contracior from
compliance with the project plans and
specifications, or departures therefrom. The
Contractor remains responsible for details and
accuracy, for confirming and corelating all
guaniies and dimensions, for selecting
fabrication processes, for techniques of
assembly, for performing his work in a safe
and satisfaclory manner.

DIMENSION
VARIES
DIMENSION
VARIES

e eim

it

No Scale
Bench shall be 48” minimum from fixed objects in sidewalk,

L.LE. - street signs, trees, light poles, maintenance

holes, pull boxes, etc. (typ.)

@ Shall not obstruct doors, gates, fire safety, stand pipes, etc.

e Bus bench will always have minimum setback of 36" from Designed By Date
" face of curb.
Reviewed By Date

PROJECT NAKE: Martin Outdoor Benches - LA CITY I okziiic o PLOT PLANS for bench R6 i DATE BY REVISIGN HOI. 1501 O AL A UALSEE3 DAY GEATTOR! M O M, G TS SUBTIED 10 00 SO SHEET
FODRISS SchLE ASNOTED = e T oo

/ /GTATE:  various AN BY: , GENERAL NOTES
s o nie 3T ' T ! e s e 3 8

- DESIGN DATE BADE IN Am Eﬂgﬁﬁ D LA o s MR A A A A OF S (1L RO R .

FAX NUMBER: N/A SALFS PERSON: Theresa CUSTOM MANUFACTURING SINCE 1952 i&#m?L(%M(wgmmwup?mm FARUFACTURE'S EABEY AND 11 EABEL SHALL BE PLACED 03 SIGH
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Front, Curb Side Install With Bus Shelier

Traffic Flow ——

Curb

@4—— Bus Stop sign

DIMENSION
VARIES
(36" MIN.)

VARIES

[T PRI

CiTY OF LOS ANGELES
BUREAU OF STREET SERVICES
EMOGINEERING DIVISICN

m]ﬁﬂﬂﬁmﬁ Hﬂﬂﬁ‘ﬂﬂ’ﬂ ﬂﬂ I Et e

£4% OF STREETSERVICES | RESPONSE REQUIRED
REVIEW OF CONTRACTOR

B
Shelter Ad Panel -3

" =%

n em mEn Geom WG b T s Wmm e mm s R emm mees e

MO EXCEPTIONS TAKEN [T CONFIRM 3

MOTE MARKING [) rESUBMIT [
REJECTED 2 NONE

COMMENTS ATTAGHED [

oled markings or comments shall not
gonstructed as relieving the Contractor f
dompliance with the project plans agd
dpacifications, or departures therefrom. The
Contractor remains responsible for details ad
sracy, for confirming and comelaling all
uantities and dimensions, for selecti
brication processes, for techniques |
sembly, for performing his work in a sd
and satisfactory mapner.

. Rear of Sidewalk or Property Line

G wx mE pa e e mEm aa G ar mm 2 e 8 ke 2 G oiemovs e e

No Scale

@ Bench shall be 48” minimum from fixed objects in sidewalk.
LE. - street signs, trees, light poles, maintenance

holes, pull boxes, etc. (typ.)
Shall not obstruct doors, gates, fire safety, stand pipes, etc.

e R

} Bus bench will always have minimum setback of 36” from
face of curb.
Reviewed By Date

DATE BY Vi THOTE: THiS [5 1 ORI, UNPUBLISHED DRENTNG LRENTED BY LN TUSTOM 2, INC 15 SUBWIFIED FOR YOUR PERSONAL U3E
RE fSiON iN CONNECFIOH WITH A PROJECT BEIRG PLARKED FOR YU BY ENI COSTRM MFG., INC 17 13 HOY TO BE SHOWN 10 ANYORT OUTSIDE SHEET
YOUR ORGARTZATION, HOR IS 11 TO BE USED, RéFRUDUCED, (OPIED, DR DRHIBTTED SN ARY FASHION.

GENEBAL NOTES
CUSHIRER T0 PROVIOE PRIMARY ELECTRICAL SERVICE WITHIN £ OF SIGN ELECTRICAL CONNECTION TBIS SIGH &8 INTENDED T2
BE INSTALLED IH ACCORUANCE WITH THE REGUIREWENTS OF ARFILLE 0¥ OF THE HANONAL ELECTRCAL CODE AND/OR GTHER &

APPLCABLE LOTAY CODES THIS INCIUDES PROPSR GROUNDING ARD BORDING OF THI SIGN.
ALLELECTRICAL COMPORENTS Y0 BEUL APPROVED. MENUFACTURE'S UABEL AND M4 LABEL SHALL EPLALED DN HGH

PROJECT NAME: Martin OUtdoor Benches - LA CITY  §oweuaie s PLOT PLANS for bench A6 |
ADDRESS: 5CALE: AS NOTED
CITY / STATE. _ various DRAWH BY; MHL
 TELEPHONE: N/A DESIGN DaTE: 2/3/11
FAX HUMBER: N/A SALES PERSON: Theresa CUSTOM MANUFACTURING SINCE rs;ii CCORDIRG TO G CONE.
WA10uoles'ian - June 207 1\Theresa\Martin Duldoor Benches - LA CVAMPDR,
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