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Certain matters discussed in this presentation are ñforward-looking statementsò intended to qualify 

for the safe harbors from liability established by the Private Securities Litigation Reform Act of 1995. 

These forward-looking statements may generally be identified as such because the context of such 

statements include words such as we ñbelieve,ò ñanticipate,ò ñexpectò or words of similar import. 

Similarly, statements that describe our future plans, objectives or goals are also forward-looking 

statements. Such forward-looking statements are subject to certain risks and uncertainties which may 

cause results to differ materially from those expected, including, but not limited to, the following: (1) the 

availability, in terms of both quantity and audience appeal, of motion pictures for our theatre division, as 

well as other industry dynamics such as the maintenance of a suitable window between the date such 

motion pictures are released in theatres and the date they are released to other distribution channels; 

(2) the effects of adverse economic conditions in our markets, particularly with respect to our hotels and 

resorts division; (3) the effects on our occupancy and room rates of the relative industry supply of 

available rooms at comparable lodging facilities in our markets; (4) the effects of competitive conditions 

in our markets; (5) our ability to achieve expected benefits and performance from our strategic initiatives 

and acquisitions; (6) the effects of increasing depreciation expenses, reduced operating profits during 

major property renovations, impairment losses, and preopening and start-up costs due to the capital 

intensive nature of our businesses; (7) the effects of adverse weather conditions, particularly during the 

winter in the Midwest and in our other markets; (8) our ability to identify properties to acquire, develop 

and/or manage and the continuing availability of funds for such development; and (9) the adverse impact 

on business and consumer spending on travel, leisure and entertainment resulting from terrorist attacks 

in the United States or incidents such as the tragedy in a movie theatre in Colorado in July 2012. 

Shareholders, potential investors and other readers are urged to consider these factors carefully in 

evaluating the forward-looking statements and are cautioned not to place undue reliance on such 

forward-looking statements. The forward-looking statements made herein are made only as of the date of 

this presentation and we undertake no obligation to publicly update such forward-looking statements to 

reflect subsequent events or circumstances. 

  



Company Overview 
 

Å A leader in lodging and 

entertainment 

Å LTM Revenues: $476M 

Å LTM EBITDA: $89M 

Å Strong senior management 

team  

Å Market Cap: ~$556M (as of 

3/19/15) 
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ÅFifth largest U.S. exhibitor  

Å685 screens at 55 locations in                

7 states 

 

ÅPortfolio of 20 distinctive properties               

ÅManage ~5,200 rooms in 11 states                   

 

 

A Leader in Lodging & Entertainment 
 

Revenues by Division LTM  Operating Income by Division LTM  

Marcus Theatres 

Marcus Hotels 

Corporate Items 
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45.1% 
54.7% 

0.2% 

21.5% 

78.5% 



Investment Thesis 
 

Å Proven expertise in two distinct business segments 

Å Theatres ï steady growth, resilient, promising 2015-2016 film slate; Hotels ï recovery continues 

Å Long-term track record of success 

Å Theatre investments and marketing driving industry outperformance 

Å Theatres and hotels both leaders in their respective markets and industries 

Å Conservative capitalization; liquidity to fund future growth; ñcapital-lightò hotel growth strategy 

Å Significant real estate assets; hotel monetization opportunities 

 

Diversified Business Platform 

Strong Market and Financial Position 

Return of Capital to Shareholders 
Å Increased annual cash dividend rate 11.8% to $0.38 per share effective 5/15/14;  Yield 1.9% (as of 2/26/15) 

Å Special dividends in 2006 ($7.00) and 2012 ($1.00) 

Å Repurchased over 3.9 million shares in last five fiscal years 

Å Total return to shareholders has averaged 27% over the last three fiscal years; 25% in F2015 YTD 
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Å 83% of screens are in states where 
Marcus is the #1 or #2 player among our 
peers 

Å 12.5 screens per location 

Å Digital cinema in 100% of first-run screens 

Å Digital 3D capability at 31% of first-run 
screens including 90% of UltraScreens® 

Å Acquired more than 230 screens over the 
past 8 years; increased screen count by 
36% 

Å Will have invested nearly $90 million over 
last two years in recliner seating, large-
format screens, expanded food and 
beverage concepts and a new flagship 
theatre; more investments planned  

Å Division president/CEO with 34 years of 
industry experience 
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Marcus Theatres by Location 

Marcus Theatres by Screen 

By the Numbers 
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By the Numbers 

Box Office Results 

Source for U.S. numbers: Rentrak 
 

Å Outperformed the industry in last five fiscal quarters by approximately 8-17 percentage points 

each quarter 

Å Only circuit in the U.S. Top 10 to report increased box office revenues for F2015 YTD 

Å Regardless of the strength of the movies in any given quarter, our goal is to outperform the 

national numbers 

 
Q1 F2015 Box Office 

8 
-15%

-10%

-5%

0%

5%

10%

15%

20%

25%

Q3 F2014 Q4 F2014 Q1 F2015 Q2 F2015 Q3 F2015

U.S. Marcus

15.0% 

24.0% 

-1.1% 

8.2% 

-12.7% 

-1.8% 

0.4% 

17.2% 

0.5% 

8.3% 



By the Numbers 

Stable and continuous revenue growth in concession and ticket 
revenue per person over the past 10 years 

 

10 Yr. CAGR 4.3% 10 Yr. CPI CAGR 2.3% 
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10 Yr. CAGR 2.0% 10 Yr. CPI CAGR 2.3% 

*  

*  

* Reflects impact of $5 Tuesday promotion 
 

*  

*  
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By the Numbers 

Å Stable industry-leading 

EBITDA margins  

Å Consistently stronger 

than larger competitors 

(AMC, Carmike, Regal  

and Cinemark have been 

in the 16-22% range) 

 

Note: EBITDA is specific to Marcus Theatres division only 

EBITDA Margin 
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Å North American attendance down 5.6% in 2014 following a 1.3% decrease in 2013 and 6.3% increase in 2012. 

Marcus Theatres attendance up 13.9% for F2014 and up 12.8% for F2015 YTD. 

Å Box office revenues in North America declined to $10.4 billion in calendar 2014 compared to $10.9 billion in 

2013 and $10.8 billion in 2012. Marcus Theatres box office up 8.6% for F2014 and up 6.7% for F2015 YTD. 

Å Resilient growth during recessions 

 

Domestic Attendance & Box Office 
 

Internet 

DVD 

Online Video Streaming Source: National Association of Theatre Owners 
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Best Entertainment Value 
 

Source: Motion Picture Association of America Report: Theatrical Market Statistics 2014 
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Å Real estate ownership 
profile sets us apart 

Å Own 85% of our theatres 
keeping rental expenses 
at a minimum and 
distinguishing ourselves 
from the industry 
standard of leased 
theatres 

Å Real estate portfolio 
provides a strategic 
advantage through the 
ability to quickly react to 
changing theatre trends 

 

Unique Real Estate Ownership Profile 
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Growth Strategies 
 

Engage with 

Customers 

Enhance 

Operating & 

Marketing 

Strategies 

Grow 

Revenues & 

Expand 

Audience 

Pursue 

Expansion 

Opportunities 


