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LA STAP Q&A

1 .  Do  you have any designs that can f it  on 
narrow sidewalks,  l ike  micro shelters? If 
not,  are you open to designing them?

Our design strategy is based on modular kit-of-parts 
principles, which allows for vast customization on a 
site-specific basis.   Two specific solutions include: 

a.  Shelters:  The Lite and Eco models can 
be configured so that the two side panels 
are aligned (as opposed to a split-design 
so that the ad panel is closer to the street 
yielding greater visibility),  resulting in a 
shelter width of only four feet .   Shelters are 
accessible from the back -- even for those 
using a wheelchair.

b.  Pillars:  For locations that are even more 
constrained, the pillar provides similar 
functionality as shelters --  ePaper City-
Transit screen, smart city l ighting, smart city 
sensors, LoRaWAN -- and standalone bench 
and trash receptacles can be configured to 
conform to any sidewalk space.

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
The two formats above are examples of our kit-
of-parts approach.  Our design team is open and 
willing to propose other smaller-scale shelter 
formats as requested by the City.

2.  What would the impact be  to your 
proposal if  the large panels are unable to 
be  installed? 

Our proposal remains intact regardless if  large 
panels are unable to be installed, including Vector’s 
75% MAG up to $30m per year.  Topline revenues 
will  be affected, however, we are open to revising 
our financial models as-needed.   
 
We believe large panels are consistent with STAP’s 
goals and offer a creative solution to maximize 
advertising revenues.  Large format advertising 
is also consistent with the Los Angeles visual 
aesthetic;  they will  be located only in areas where 
appropriate.  The 16-foot height is also not arbitrar y 
--  this provides the 15-foot minimum height 
clearance to install  5G small cells on top.   

3.  What opportunit ies  are available on 
your transit  shelters to feature local art 
outside  of  the graphics shown on the 16’ 
panels?

Even the most successful transit programs typically 
top out at 80% occupancy due to misalignment of 
start and end dates.  And because the ePaper City-
Transit screens will  be 100% devoted to displaying 
public messaging and information, the remaining 
20% of vacant ad displays -- both digital and static 
--  can be devoted to local and community art .   
 
Local art is a prominent feature of our program 
through our ARTREACH initiative.  Nic Cha Kim 
(founder of Galler y Row and three-time Emmy 
award winner) will  curate local,  community, and 
galler y art to showcase on digital ad screens and 
within the Curb App.    
 
Additional local art can be prominently featured 
along an optional back panel as shown here:  
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4.  What is  LoRaWAN and how do you expect 
ut il iz ing this  will  impact STAP? 
 
LoRaWAN is a low bandwidth, low power networking 
protocol with a long-range signal (thus the name 
LongRange).  As a comparison, LoRa is akin to AM 
radio -- where fidelity and sound quality is low 
but can travel hundreds of miles --  while high-
bandwidth / short-range networks like 4G/5G are 
akin to FM radio.   
 
Benefits to LoRaWAN are its extremely lower 
power needs, inexpensive deployment and data 
costs, long-range signal and wide adoption among 
many emerging IoT participants.  LoRa is quickly 
becoming the de facto standard for Internet-of-
Things (IoT) devices such as wheeled drones, shared 
scooters, and connected infrastructure.  
 
We believe a City-controlled LoRaWAN, offered 
to both public and private operators, is a vital 
resource to accelerate Los Angeles’ smart-city vision 
for a more equitable and sustainable future.  For 
example, the City could require MDS compliance in 
exchange for free or minimal cost access to use its 
LoRaWAN. 

5.  What is  the number of  static,  d ig ital 
shelters,  and shelters without advertis ing 
that you propose to install?

Our financial models and rollout schedules are 
flexible, and our recommendations may change 
depending on further scoping with the City.   Our 
current recommendations are based upon our 

Optimized Rollout Schedule; we can share other 
rollout schedules that alter the timing and type of 
shelters based upon City preferences.  We present 
two potential shelter quantities below -- Optimized 
// Digital-focused 

a. Static shelters (Eco):  2250 // 1450
b. Digital shelters (Icon & Lite):  750 // 155
c. Refurb shelters (w/o advertising):  570 

6.  How can shelter design be  modif ied in  the 
future as new technologies  and amenit ies 
become available (e .g. ,  responsive shading 
adjustments)?

Our design strategy is based on modular kit-of-parts 
principles, which allows for vast customization on 
a site-specific basis and as future technologies and 
design preferences evolve.  For example: 

•  Roof angles, configurations, material choice, 
and size can be altered.

• Benches are not fixed to the shelter, 
allowing it  to be positioned to minimize 
direct sunlight (for example, a south-facing 
shelter may benefit from placing the bench 
further back).

•  Solar panels are independent of the shade 
canopy which allows for maximum flexibility 
in adapting the canopy itself,  while retaining 
the benefits of solar.

•  Weather-protected and temperature-
controlled cabinetr y accommodates a wide 
range of smart-city devices and sensors, 
none of which are proprietar y to allow for 
future partnership and technologies.

•  Future responsive shading rooftops can be 
swapped-in-place as these technologies 
evolve. 

 

7.  How do you plan to address/manage 
the public’s  perception related to equity 
when less than 1/3 of  the 3000 shelters 
will  have d ig ital media d isplay panels 
associated with them and all  of  those will 
be  reserved for h igh-revenue communit ies/
locations only?
 
It  is important to consider the practical l imitations 
of an equity / interactive strategy that relies on 
digital ad screens.  In real-world scenarios, many 
communities will  resist digital screens.  They 
symbolize gentrification to many communities, 
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specifically in neighborhoods that are majority 
people-of-color,  and may result in delays and 
excessive vandalism.  

The economic realities must also be considered: 

a. Many areas are not pre-wired with grid 
power, resulting in costly trenching.

b. Digital screens are costly to purchase and 
maintain, resulting in a net-negative when 
considering revenues minus costs compared 
to static ads.

c. Digital screens have a finite l ife (about 5 
years);  some areas may be better ser ved 
by launching first with static ad boxes and 
converted at a later time. 

Our modular kit-of-parts design strategy allows 
for components to be swapped-in-place as 
circumstances change.  For example, a shelter that 
is initially installed with a static ad box can be 
swapped out for a digital ad kiosk.  Furthermore, 
our strategy separates city / community / transit 
messaging entirely from the digital screen format.  
This actually results in greater equity, as we can 
assure that all  shelters offer many of the same 
resources that users need: 

a. ePaper City-Transit screens  providing 
real-time departure info, real-time delays or 
announcements, scheduled and ad-hoc city 
messaging, etc.  

b. Curb app  provides the same features as 
above, plus customized and personal 
information such as daily sur veys, city 
resources, digital ID / digital wallet ,  etc.

c.  Smart city features such as connected 
lights, sensors, etc. 

Re: Interactive, Interactive touchscreens inherently 
have a conflict of interest with displaying ads, 
and the content displayed is l imiting due to the 
non-private nature.  Furthermore, the results of 
deployed interactive touchscreens (with LinkNYC 
and Ike Smart City,  for example) show ver y poor 
results in actual interaction.  We enhance and 
broaden the possibilities of interactive with the 
Curb app (supplemented with free WiFi in locations 
with grid power access),  City-Transit screens (which 
can provide personalized and language-specific 
information based on sensor readings),  and Smart 
city l ighting (to make the entire shelter into an 
interactive infrastructure node).  

 

8.  How will  the C ity be  able to d isplay 
d ig ital PSAs and community information in 
the less affluent communit ies  that need 
them most ( in  multiple  languages)  without 
the added expense of  print media?  

100% of all  shelters will  be equipped with the 
following: 

a. ePaper City-Transit screens  providing 
real-time departure info, real-time delays or 
announcements, scheduled and ad-hoc city 
messaging, etc.  

b. Curb app  provides the same features as 
above, plus customized and personal 
information such as daily sur veys, city 
resources, digital ID / digital wallet ,  etc.

c.  Smart city features such as connected 
lights, sensors, etc.

When taken holistically,  our strategy actually results 
in greater equity and greater customization of 
messaging.  For example, in locations with hard-
wired connections smart city sensors can identify 
phone settings to determine primar y language 
spoken, and display messaging appropriately.   Curb 
app can also be customized to display in multiple 
languages.   

9.  Without d ig ital media panels in  those 
less affluent/disadvantaged communit ies, 
how will  the company( ies)  plan to pursue 
advertis ing sales from local businesses 
and offer up local business advertis ing 
opportunit ies  at affordable rates without 
the added costs of  printed media? 
 
Much of the advertising in such disadvantaged 
communities is long-term in nature and less 
campaign based.  As a result the print costs get 
amortized over the life of the campaign and tend 
to make up a ver y small percentage of the program 
that is by no means prohibitive.  Vector Media 
extensive experience working with local advertisers 
in all  types of communities across the countr y and 
we have never found the print costs associated with 
static shelter advertising to be a limiting factor.  In 
fact ,  this medium is generally viewed as a high-
value, low CPM way to reach these communities.   
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Furthermore, we envision shelters with digital 
screens to be located in high-traffic areas 
throughout the city.   While a large swath of 
disadvantaged communities may not be feasible 
to install  digital (at least immediately, given the 
5-year l ife of digital screens and declining cost 
nature of digital screens, a switch from static ad 
boxes to digital screens at a later time should be 
considered), busy corridors with heavy vehicular 
traffic will  be ideal locations for digital screens.    

10.  Where and how do the companies plan 
to install interactive d ig ital media panels 
offered up in  their  proposals and again 
address the equity question,  especially 
if  such interactive panels are only being 
offered in  very l imited quantit ies?  (saying 
that they will  rely upon the C ity and/or 
coordinate the implementation with the C ity 
is  not an acceptable answer.)   We want to 
know what/how they propose  to  address 
such equity challenges and/or manage 
the public’s  perception of  equity in  the 
d istribution of  program services.  

WHERE: Shelters and other street furniture 
equipped with digital ad panels are planned for 
sites where three conditions exist : 

•  Existing and/or nearby grid power to 
minimize trenching costs.

•  Local community / neighborhood support 
for digital format.

• Advertising viability where digital 
advertising revenues minus the cost 
to install  and maintain exceeds static 
advertising revenues minus its costs. 

It  is important to note that many low-income 
neighborhoods will  stil l  have viable locations where 
digital screens make sense, such as high-traffic 
streets and high-passenger bus stops.  With the 
advent of targeted marketing strategies, even low-
income neighborhoods may be ver y appealing to 
advertisers.  Our team at Vector Media has extensive 
experience working with culturally and ethnically 
specific advertising clients   
  
HOW: Our team will  pay for and coordinate 
infrastructure and trenching costs in locations 
where the three conditions are met.  Additionally, 

we will  work with third-party partners such as 
Vertical Bridge to supplement one-time costs while 
providing recurring revenues where applicable.   
  
EQUITY: See our response to questions 7 and 8; 
our strategy actually provides greater equity than 
relying on interactive digital screens. 
 

11 .  Can you explain  your understanding 
of  S ite  Rehabil itation costs included or 
not included in  your proposal?  Will  this 
include reconstruction of  s idewalk needed 
to accommodate accessible path from 
walkway to transit  shelters and boarding 
area?

Our team is ver y experienced with installing 
shelters along the sidewalk, specifically with 
site rehabilitation in the Los Angeles area.  AP 
Construction has installed hundreds of bus shelters 
throughout the County for LA Metro and others, 
and understands the specific needs of this process, 
including: 

•  Site prep work: Includes management of 
traffic control and devices, delineating 
of construction area, paint marking of 
any areas to be modified, demoed and or 
removed

• Excavation and trenching: Includes 
sawcutting, breaking and digging where 
required

• Rehabilitation work: Includes concrete work 
to restore the sidewalk and landing within 
the footprint of the shelter location when 
demo of existing sidewalk and landing is 
required for installation of new shelter and 
amenities 

We will  util ize surface mounted techniques with 
imbeds to comply with city engineering and permit 
requirements to help minimize concrete and trench 
work.  We also recommend working alongside 
related City projects, such as Complete Streets, 
to coordinate sitework improvements in tandem 
to maximize STAP infrastructure at l ittle to no 
additional cost for all  projects.


