
Although the Hungarian 
government’s recently 
passed decree heavily 
regulating the billboard 
market has caused 
concern for many 
players, the Hungarian 
subsidiary of French 
outdoor advertising 
firm JCDecaux Group 
has told the Budapest 
Business Journal that, 
while the law will 
indeed transform the 
whole market, it also 
believes it will trigger a 
technological revolution.

The firm thinks the radical changes will 
herald the advent of new devices that fit into 
the notion of a so-called “clean city” (an 
organized cityscape) replacing the current 
billboards. This trend has successfully been 
implemented in Western Europe and South 
America, JCDecaux Hungary Zrt. says.

“We believe that the current legislation 
will speed up the implementation of 
international trends in Hungary. We 
believe that out-of-home media, through 
providing different functions, can help 
cities become ‘smarter’, and can also 
help herald the domestic appearance of 
e-media advertising tools already present 
in developed markets,” says Tímea Samu, 
co-CEO of JCDecaux Hungary.

She also notes that, prior to the published 
decree, many players established billboards 
in order to have the biggest surface for sale 
once the new rules come into full effect by 
December 31, 2020. According to Samu, this 
behavior shows that the domestic out-of-
home media market has potential.

However, Samu does admit that the new 
law will make operations more difficult for 

the majority of the players in the market, 
as the current 12 sqm billboards must be 
dismantled; the maximum size of such 
advertising surfaces will, in the future, only 
be 9 sqm, which is actually Europe’s most 
popular city furniture format after the 2 sqm 
so-called “citylight” surfaces found at public 
transport stops. Just as important, though, 
the changes are thought likely to trigger 
“significant investment” by market players, 
according to JCDecaux.

Smaller is Better
“In the majority of large European cities — 
such as Paris, Berlin, Salzburg and Zurich — 
leading out-of-home media firms [already] 
use the smaller version. This size is big 
enough to carry good advertising value but, 
due to the decreased size, it does not impact 
the cityscape that much,” she adds.

Another factor that is expected to 
fundamentally change conditions is that, 
after January 1, 2021, billboards can only be 
placed in areas owned by local governments, 
and advertising can only be done with the 
approval of the authorities. Currently, almost 
90% of Hungarian billboards are placed on 

private properties, JCDecaux says.
The changes will hurt JCDecaux Hungary 

too. While for the group as a whole revenue 
from billboards comes to just 14%, for 
the Hungarian subsidiary it brings more 
than 50%. Currently owning almost 7,600 
billboards, the Hungarian operation expects 
to lose billions of forints in ad revenue by 
the end of 2020, on top of which it will also 
be faced with the dismantling costs of the 
larger billboards, which the firm puts at 
approximately HUF 1 billion. 

Yet, as the company has been focusing 
heavily on functional street furniture, it says 
it is willing to continue its activities in line 
with the changing legal environment and 
advertising trends.
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BÁTOR TÁBOR FOUNDATION   >> BACK TO LIFE
Therapeutic recreation for children with serious illnesses.

Help seriously ill children overcome fear and get their courage back! 
Offer 1% of your income tax and help change lives affected by cancer and 
other serious illnesses.

Tax identification number: 18107913-1-41
www.batortabor.com

CHANGE LIVES WITH YOUR 1%!
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