
 

 

 

 

  

 

 June 30, 2026 

 

 

 

Mr. Janno Lieber 

Chair and CEO 

Metropolitan Transportation Authority 

2 Broadway 

New York, NY  10004 

 
 

 Re: Museum of Sex Advertisements on Front of New York City Public Buses 

 
 

Dear Mr. Lieber: 

 

Agudath Israel of America (“Agudath Israel”) is a leading national Orthodox Jewish 

organization that represents and serves Orthodox Jews in America.  Since its founding in 

1922, Agudath Israel has, amongst its other duties, advocated on behalf of the religious rights 

and interests of observant Jews.    

 

We have been contacted by many constituents who are deeply offended by the 

ubiquitous ads for the Museum of Sex emblazoned on the front of city buses that regularly 

traverse heavily Orthodox Jewish neighborhoods such as Borough Park, Williamsburg, 

Flatbush, Crown Heights, and Flushing. We respectfully request a meeting with appropriate 

MTA officials to discuss this matter. 

 

As you are no doubt aware, the Orthodox Jewish community maintains strict religious 

standards of modesty and restraint in matters relating to sex. Children generally attend single-

gender schools; men and women pray and occupy separate areas at synagogue and at large 

gatherings and celebrations. With medical and other limited exceptions, physical contact 

between unmarried, unrelated men and women is prohibited. Sexual intercourse, which is 

permitted only after marriage, is a topic treated as something private, meaningful, and sacred.  

 

It goes without saying, then, that inundating these neighborhoods with ads for a 

“Museum of Sex,” especially on large public vehicles that pass schools, synagogues, 

playgrounds, preschools, and residential blocks, represents an unavoidable, unwelcome, and 

significant departure for how this topic is treated in communal life. 
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This is especially troubling for the parents of young children. Parents and children 

walking to school, waiting at a bus stop, or crossing the street should not be forced into an 

unchosen conversation about sexual activity with any preschooler old enough to read. The 

colorful, playful pink and yellow graphics, and that the subject is the focus of a museum, 

when in fact the facility, by its own admission, is an “adults only” establishment inappropriate 

for minors, provide confusing indicia to a young child. “Mommy, is this like the Museum of 

Science we visited last week?1 Can we go?” These are the forced dialogues between parents 

and young children being prompted by the ads in question.  Although adults may disagree 

about the appropriateness of such advertising generally, there should be broad consensus that 

parents have a legitimate interest in deciding when, how, and in what context their children 

are introduced to sexual concepts. 

 

Put another way, in many Orthodox Jewish neighborhoods, families and schools work 

hard to prevent premature exposure to sexualized themes. The MTA’s decision to display such 

messaging on buses therefore takes on heightened significance: it may serve as the first or 

only point of exposure, in a manner that is confusing to children, and undermines parents who 

have sought to introduce this sensitive subject in a controlled, age-appropriate manner. 

 

Indeed, mainstream pediatric and social-science literature recognizes that exposure to 

sexual content in media can have a negative impact on the attitudes, intentions, and behavior 

of minors. A study published in Pediatrics, the journal of the American Academy of 

Pediatrics, reviewed available research and found that “sexual content is highly prevalent in 

traditional media,” that “exposure to such content is linked with shifts in attitudes about sex 

and gender, earlier progression to sexual activity, pregnancy, and sexually transmitted 

infection among adolescents,” and that “a variety of evidence links exposure to sex in 

traditional media with shifts in sexual attitudes, behavior, and outcomes.” The article further 

noted that, in three longitudinal surveys, youth whose media diets contained greater amounts 

of sexual content were “more likely to initiate intercourse by follow-up (1-2 years later),” 

even after accounting for factors such as religiosity and parental monitoring. The authors 

recommended that policymakers “educate parents about the power of sexual media” and 

provide tools to help parents “limit their children’s exposure” to problematic sexual content.2 

 

 

 
1 Note that, according to media reports, the museum was refused nonprofit status by the NYS Board of Regents 

because “using the word "sex" in the same breath as "museum" would create a mockery of the hallowed concept 

of what a museum represents.” One cannot blame minors, then, for being confused about what this museum 

offers.   
2 See Rebecca L. Collins et al., Sexual Media and Childhood Well-being andHealth,  Pediatrics 140 

(Suppl.2(2017), https://publications.aap.org/pediatrics/article/140/Supplement_2/S162/34185/Sexual-Media-and-

Childhood-Well-being-and-Health 

https://publications.aap.org/pediatrics/article/140/Supplement_2/S162/34185/Sexual-Media-and-Childhood-Well-being-and-Health
https://publications.aap.org/pediatrics/article/140/Supplement_2/S162/34185/Sexual-Media-and-Childhood-Well-being-and-Health
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The setting of those ads makes it impossible to shield children from their pernicious 

message. Indeed, the MTA itself, in its updated 2025 Advertising Policy,3 (“Policy”) 

recognizes the distinction between ads that appear inside a subway car and those that occur 

outside of buses. The 2025 Policy explains that a more stringent standard ought to be applied 

where “advertisements on buses and subways on outdoor tracks travel through communities 

whose members may not have affirmatively chosen to use the MTA’s services.” Stated simply, 

exterior bus advertising is uniquely intrusive. Unlike a magazine, website, or private venue, or 

the interior of a train, a public bus moves through residential neighborhoods and repeatedly 

displays its advertisement to all onlookers. 

 

Significantly, the MTA’s Advertising Policy also acknowledges the need to be 

sensitive to the communal concerns we raise here. As stated, a founding purpose of the MTA 

Advertising Policy is, “To maintain the attractiveness of the Property and the MTA’s services 

to a multicultural, multi-ethnic, religiously diverse and otherwise diverse ridership, 

including minors.”4  Moreover, the policy states that, “The MTA retains control over the 

advertising that it will allow to be displayed in and on the Property by subjecting all proposed 

advertisements to this Advertising Policy.”5 

 

In addition, Section IV (B)(13) of the Policy prohibits advertisements that promote a 

“Sexually Oriented Product or Service,” and Section IV(B)(15) prohibits advertisements that 

“depict, reference, or contain symbols or images reasonably understood to represent or evoke 

sexual activity.” 

 

Finally, the Policy also permits the MTA to consider the advertiser’s broader materials, 

including its website, marketing, promotional materials, and the nature of the advertised 

product, service, or event.6 The museum's website showcases materials of the most prurient 

kind. 

 

Thus, the advertisement for the Museum of Sex violates the MTA’s own standards.7 8 

 
3  Accessible here: https://www.mta.info/document/65096 
4 MTA Advertising Policy, Section I(B). 
5 Id. at Section III. 
6 Id. at Section VI (3) 
7 Note that the MTA fought a yearslong legal battle to prevent Dame Products from marketing female sexual 

wellness products on the subway. Its 2021 settlement agreement was predicated on several factors: 

1) Dame Products based its lawsuit, in part, on a Fourteenth Amendment, gender-based discrimination 

theory not pertinent here.  

2) The ads were only allowed in the subway. Not on buses that minors and other individuals have not 

consented to be subject to.  

3) Critically, Dame Products was forced to scrap its prior ads, and new ads could not utilize the word sex! 

Only vague allusions, without accompanying graphics, were allowed.  
8 Not discussed is how these ads run afoul of the MTA’s mandate to “Maintain a safe and welcoming 

environment for all MTA employees and customers, including minors, who use the MTA’s subways, buses, 

commuter trains, and crossings.” 

https://www.mta.info/document/65096
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At minimum, these ads have a substantial impact on religious neighborhoods, and 

likely others. It is being forced upon families who cannot opt out. 

 

We understand that there is likely an existing contractual relationship between the 

MTA and the Museum of Sex. There might be solutions to that. 

 

This is a matter of deep importance to us and our constituents. Agudath Israel kindly 

requests the opportunity to discuss this matter further and to work with the MTA toward a 

resolution that respects both the agency’s advertising program and revenue while “serving a 

multicultural, multi-ethnic, religiously diverse and otherwise diverse ridership, including 

minors” in this great city. 

 

 Sincerely, 

 

 

 

 

Rabbi David Zwiebel 

Executive Vice President 

 

 

 

Avrohom Weinstock, J.D. 

Chief of Staff 

 

DZ/AW/aa 

 

cc: Mr. Nick Brien, Chief Executive Officer, OUTFRONT Media 

 Mr. Daniel Gluck, Executive Director and Founder, Museum of Sex 

 

 

 

 
In 2018, when similar, text-only ads first appeared on the front of city buses, about a foot below where drivers 

sit, female MTA drivers reported being sexually harassed, winked at, and kissed at due to the ads. Drivers and 

unions complained, and the ads were pulled. While this is not the focus of this letter, these concerns and the safe 

and welcoming environment for MTA employees are, once again, pertinent.    


