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Overview and Investment Thesis 
When we last featured Weight Watchers 

International (“Weight Watchers,” “WTW” or “the 
Company”) in April 2010, the Company’s shares were 
under pressure reflecting a number of factors including 
the challenging economic environment (consumer 
motivation for weight loss typically takes a back seat to 
Big Mac indulgences during times of economic stress 
and uncertainty) and elevated leverage levels. In 2007, 
WTW executed an ill-timed $1 billion debt financed 
share repurchase at ~$54 a share, which saw the 
Company’s leverage increase significantly. Just prior to 
our last report, the Company had completed a loan 
modification that addressed the Company’s near term 
liquidity issues. Following the successful launch of the 
Company’s PointsPlus program in late 2010/early 2011, 
shares surged (including a whopping 46% single-day 
increase) in early 2011 as the Company announced 
strong consumer reception of the new program. The 
shares would continue their ascent, ultimately reaching 
nearly $90 a share.  

However, over the past year, the shares have 
faced significant selling pressure (down nearly 50% 
from recent 52-week highs) owing to another ill-timed 
debt financed repurchase (at $82 a share during early 
2012), a few operating miscues in 2012, and 
fiscal/political uncertainty, among other items. While 
WTW faces some near term challenges, we continue to 
believe the Company operates an attractive business 
model with meaningful long term growth opportunities.  
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Weight Watchers is a significant free cash flow generator thanks to its subscription-based and asset 
light business model that is characterized by extremely low capital intensity. Over the past three years the 
Company has generated an average of $297 million in free cash flow (12.5% FCF yield). While capital 
expenditures have been a little elevated in recent years reflecting the PointsPlus program launch, technological 
introductions and upgrades (mobile applications) and a real estate renovation project, we would expect capital 
intensity to decline in the coming years and revert to more normalized levels of ~2% of overall revenues. 

In our view, the Company’s business model has strengthened in recent years due the explosive growth 
experienced by the Company’s online business. Over the past 5 years, WW.com has increased revenues at a 
27% CAGR and the business now represents a disproportionate amount of the Company’s overall profitability. 
Notably, operating margins posted during 2012 in its online segment of 51% significantly outpaced the 17% 
margins generated by WTW’s traditional meetings business. 

Although the Company’s meetings business has faced recent headwinds, we believe there are a 
number of factors that could favorably impact the Company’s business in the coming years. Demographic 
tailwinds bode extremely well for the Company given the current trends in the overweight/obese population. 
Within the U.S., approximately 26 million people are type II diabetic, but by 2050 the Center for Disease Control 
and Prevention estimates that one in every three Americans will be afflicted with the condition. Given the strong 
link between being overweight/obese and diabetes, and the significant costs to treat the condition, we believe 
that an increasing number of consumers will become proactive about dealing with their health and wellness. 
While Weight Watchers has traditionally derived the vast majority (~90%) of its revenues by directly marketing 
its products and services to consumers, we believe that there is significant opportunity to increase its presence 
within larger corporations/organizations. Given adverse trends in health care costs, many organizations are 
under increasing pressure to control costs. In our view, Weight Watchers is uniquely positioned to attract and 
serve these organizations given its brand recognition, proven approach to weight loss that has stood the test of 
time (50 year track record), and its ability to deliver medically significant weight loss at scale. We see additional 
opportunities for the Company to gain more traction with the male demographic, where it is underpenetrated, 
and the potential to further monetize its website with additional higher margin advertising revenue.  

At current levels, Weight Watchers trades at just 8.5x our estimate of the Company’s 2015 EBITDA. We 
believe that this valuation does not reflect the Company’s strong business model with meaningful long-term 
growth opportunities. Based on our sum of the parts valuation, which assigns a 11.0x and 9.0x multiple to our 
2015E EBITDA for the Company’s WW.com and Weight Watchers International segments, respectively, our 
estimate of the Company’s intrinsic value is $65 a share, representing 55% upside from current levels. We 
believe that the multiples that we have applied are conservative in light of recent and historical precedent 
transactions (low to mid teens EV/EBITDA) of branded consumer products companies. If Weight Watchers were 
to be acquired, we believe it would command a significant premium. 

Weight Watchers’ Shares Under Pressure – Selloff Presents an Attractive Entry Point 
Weight Watchers’ shares have faced significant selling pressure over the past 11 months. At current 

levels, shares trade nearly 50% below both its 52 week high and the $82 a share price at which the Company 
completed a massive repurchase during the spring of 2012. 
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PointsPlus Innovation Drives Strong Membership Trends and Favorable Operating Results 
Prior to the recent sell off, the shares of Weight Watchers had been a strong performer in the wake of a 

successful new platform innovation. We initially profiled Weight Watchers in April 2010, just prior to the launch of 
PointsPlus, which occurred in late 2010/early 2011. The PointsPlus (Propoints in international markets) program 
represented the first significant platform innovation for the Company since the Company introduced its Points 
program in 1997. The PointsPlus program was developed based on the advancements in nutritional science 
during the preceding 10 years. Weight Watchers began to experience the benefits of the new program almost 
immediately. The soft launch of the new program during the fourth quarter of 2010 helped produce a 6.8% year-
over-year attendance gain during the quarter in WTW’s North American business (~70% of revenues), 
representing the first quarter of increased attendance since the recession began in late 2008. On February 17, 
2011, in conjunction with the release of 4Q 2010 earnings, the Company communicated its full year EPS outlook 
for 2011 to be between $3.50 and $3.80, significantly higher than the $2.77 a share that analysts had been 
expecting reflecting the strong momentum of the new program. The robust outlook caused shares to surge a 
whopping 46%, to $65 a share, in a single day on the first full day of trading following the release. As it turned 
out, the Company’s initial 2011 guidance proved conservative as WTW posted EPS of $4.11 a share in 2011 
and shares ultimately traded much higher with shares reaching nearly $90 a share by mid-year 2011. During 
2011, Weight Watchers experienced strong growth in its monthly pass meetings and WeightWatchers.com user 
base, which increased by 13.5% and 51%, respectively during 2011.   

Operational Miscues, Untimely Tender and Economic Uncertainty Weigh on Shares 
While it appeared to be nearly impossible for Weight Watchers to duplicate its strong 2011 results 

during 2012, the Company seemingly had enough momentum to post respectable, albeit slower, growth during 
2012. Unfortunately, WTW encountered some key operational/execution issues that impacted 2012 results and 
led the Company to reduce its full year outlook twice during the year. Full year 2012 EPS ultimately came in at 
$4.16 a share, well short of the $4.20 to $4.60 range (and not including an anticipated $0.45 to $0.60 a share 
accretion from an anticipated share repurchase as part of a tender) that had been initially communicated at the 
start of the year. The following summarizes the two notable operational issues recently encountered by the 
Company: 

1/26/2007-2/2/2007: WTW 
$1 billion debt financed 
stock repurchase/tender 
(19.1 million shares or 
~20% of outstanding 
shares) at $54 a share. 

3/22/2012-4/9/2012: 

WTW completes 
$1.5 billion debt financed 
stock repurchase/ tender 
(18.3 million shares or 
~25% of outstanding 
shares) at $82 a share. 

4Q 2010: WTW 
begins to launch 
PointsPlus, the 
Company’s latest 
platform innovation. 

2/17/11: WTW communicates 
2011 EPS outlook of $3.50 to 
$3.80 a share reflecting strong 
reception of PointsPlus program. 
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• Real Estate Refresh – WTW fell well short of its target of upgrading (improved 
lighting/branding, etc.) 50% of its retail centers by year-end 2011. In fact, Weight Watchers was 
only able to open half of its 166 retail centers that had been targeted for a refresh due to 
unforeseen problems in a number of areas, most notably municipality permitting delays. As a 
result, a number of its centers were not remodeled in time for the Company’s important January 
2012 membership campaign. Two test markets that showcased the Company’s new design in 
2011 experienced a 15% enrollment lift illustrating the potential of the Company’s new centers. 

• Corporate Account Transition – The corporate account business of Weight Watchers has 
historically accounted for ~10% of its revenues within its North America business (North 
America represents 70% of consolidated revenue) with the vast majority of revenues derived 
from smaller organizations. During late 2011, the Company began to transition the business 
from a fixed week 12-week/17-week program to a monthly pass version (similar to its traditional 
meetings business) that was facilitated by an automated signup. While the transition was 
successful with its larger accounts, the smaller accounts portion of the business encountered 
problems. As part of the transition, WTW eliminated the on premise introductory meeting, which 
proved to be an important recruiting tool that, according to WTW management, instilled a 
“sense of urgency” allowing the smaller organization to meet the minimum number of 
employees required to conduct a meeting. With the new procedure resulting in a number of 
smaller accounts unable to meet their minimums, WTW’s results were adversely impacted. 
During the first quarter of 2012, WTW reported that attendance within the small account portion 
of its corporate business had declined by 30%. 

While the operational issues are disappointing we would note that these are either fixable or behind the 
Company. Indeed, the Company recently stated that it had completed 80% of its retail transformation at year-
end 2012 and expects to finalize the refresh by year end 2013. In November 2012, the Company noted that its 
small corporate account business had stabilized after experiencing adverse membership trends/operating 
results during the first half of 2012.  

In addition to the recent operating challenges, the Company completed another ill timed debt financed 
share repurchase during the spring of 2012. While we review the Company’s mixed capital allocation track 
record later in the report, we believe that the decision to repurchase ~25% of the Company’s shares (at $82 a 
share, 95% above the current stock price) represented a poor use of excess capital. Further, the $1.5 billion of 
debt incurred to finance the repurchases has limited the Company’s financial flexibility, preventing the Company 
from being able to repurchase shares at an ~50% discount to the latest tender. Although the operational 
miscues and tender offer timing have clearly weighed on the shares, the uncertain economic environment has 
also been a contributing factor. In our view, the Company’s disappointing outlook for 2013 calling for EPS to be 
in a range of $3.50 to $4.00 reflects a number of economic/fiscal concerns including the payroll tax 
implementation in the beginning of 2013. A combination of the fiscal cliff uncertainty and payroll tax were likely 
major contributors to a muted reception to Weight Watchers 360 (an upgrade of the PointsPlus program) during 
the key January recruitment period earlier this year. While Weight Watchers 360 has proven effective at 
member retention, the program and the marketing message surrounding it have not been very effective to date 
in the recruitment of new members.  

Investors Overlooking Company with Proven Business in Attractive Market 
While there has been a great deal of investor attention directed at the weight loss industry in recent 

months, much has been focused on the high drama (and over/super-sized egos) associated with Herbalife. In 
our opinion, investors are overlooking the shares of Weight Watchers with its proven business model and 
attractive valuation. Although recent results have been disappointing, we believe the sell off represents an 
excellent opportunity to own a Company with a scientifically proven program for successful weight loss 
management. In our view, WTW’s business model has been strengthened by the explosive growth experienced 
by WeightWatchers.com, the Company’s online business. Over the past 5 years, WW.com revenues have 
increased at a 27% CAGR. We provide a detailed discussion of WW.com later in this report, but would note that 
the business boasts superior profitability with operating margins of 51%, well above the 18% margins posted by 
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the Company’s traditional meetings business. Thanks to the recent growth, WW.com now represents a 
disproportionate amount of overall profitability. 

 

Operating Income Contribution by Segment ($MM)* 

* Note: Segment operating results exclude one-time items 

 
At current levels, we believe there is a large disconnect between the Company’s valuation, its strong 

business model and robust free cash flow generating abilities (average annual FCF generation over the past 
three years was $297 million; 12.5% FCF yield). In our view, WTW is uniquely positioned to benefit from a large 
and growing overweight and obese population not only in the U.S., but around the globe. Within the U.S., we 
see the Company as a significant beneficiary of healthcare trends within the corporate and government sectors. 
At present, WTW’s corporate business represents just approximately 10% of overall revenue, but this business 
should be at the forefront of health and wellness initiatives aimed at controlling health care costs. According to 
the CDC, even a sustained 10% reduction in weight can reduce lifetime medical expenses for someone who has 
a BMI of 30 or greater by $2,200 to $5,300. The Weight Watchers program is clinically proven and has the 
ability to deliver medically significant weight loss at scale.  

History 
In 1961, Jean Nidetch, the Company’s founder, attended a New York City obesity clinic. She took what 

she learned from her personal experience at the obesity clinic and began weight-loss meetings with a group of 
overweight friends in the basement of a New York apartment building. Under Ms. Nidetch’s leadership, the 
group members supported each other in their weight-loss efforts, and word of the group’s success quickly 
spread. Ms. Nidetch and Al and Felice Lippert, who all successfully lost weight through these efforts, formally 
launched the Weight Watchers business in 1963. The first official meeting was held in Great Neck, NY in a room 
over a movie house. The movie house charged $2, so the Company’s founders decided on a $2 membership 
fee, as the trio believed their meetings offered people at least as much value as a movie did. In 1974, Weight 
Watchers International, Inc. was incorporated in Virginia. During 1978, H.J. Heinz acquired Weight Watchers for 
$72 million.  

Heinz sold Weight Watchers to private equity firm Artal Luxembourg in 1999 for $735 million.  
In connection with the sale to Artal, Heinz received a perpetual royalty-free license to continue using the Weight 
Watchers brand in a number of its core categories including frozen meals and frozen desserts, excluding ice 
cream. In 2001, Artal sold an ~25% stake in Weight Watchers via an initial public offering. At the time of the IPO, 
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Weight Watchers owned a ~20% stake in the fledgling WeightWatchers.com business, which was an affiliate 
and licensee of the Company. In 2005, through a series of transactions, Weight Watchers increased its 
ownership in WeightWatchers.com to 100%. At present, Artal owns 52% of Weight Watchers, having sold a 
portion of its stake through a secondary offering and two tender offers (2007 and 2012) completed by the 
Company (note: Artal’s percentage ownership in the Company did not change as a result of its participation in 
the tender offers). 

Business Overview 
Weight Watchers derives its revenue from four broad sources, including meeting fees, product sales, 

Internet revenues, and licensing, franchise royalties and other. The following provides a breakdown of each 
revenue source over the past 5 fiscal years: 

(in millions) 
Weight Watchers Revenue Sources  

 2008  2009  2010  2011  2012 
 53 weeks  52 weeks  52 weeks  52 weeks  52 weeks 
Meeting fees  $   908.1  $   817.5   $   819.6   $   990.3   $   934.9  
Internet revenues  185.8   196.0   238.8   399.5   504.3  
In-meeting product sales  285.6   251.3   260.5   281.8   253.2  
Licensing, franchise royalties 
and other  

   156.3      134.1     133.1      147.6      134.4  

Total  $1,535.8   $1,398.9   $1,452.0   $1,819.2   $1,862.8 
 
Weight Watchers reports the results of its operations in two segments: Weight Watchers (WW) 

International (72% of 2012 revenue) and WeightWatchers.com (28% of 2012 revenue). The following charts 
provide a breakdown of Weight Watchers’ revenue and operating income by segment during 2012:  
 

  
 

Weight Watchers International (72% of 2012 Revenues) 
Within the WW International segment, the Company generates revenue from meeting fees (71% of 

2012 segment revenues), product sales (19%), and Licensing/Endorsements and other (10%). Each week, over 
one million members attend over 40,000 Weight Watchers meetings around the world. The primary payment 
structure for Weight Watchers meetings is a Monthly Pass payment plan. With Monthly Pass, members receive 
unlimited access to meetings at a discounted monthly price plus free access to Weight Watchers eTools, the 
Internet weight management companion for Weight Watchers meetings members. Monthly Pass is typically 
offered at a 20% to 25% discount to the Company’s traditional pay per meeting weekly fee. The vast majority 
(over 3/4ths) of Company’s meeting paid weeks was attributed to Monthly Pass during 2012, up significantly 

Weight 
Watchers 

International
$1,319.3
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$507.5
28%

2012 Revenues

WeightWatchers.com

Total Revenues $1,826.8

Weight 
Watchers 
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$235.8

48%
$260.5

52%

2012 Operating Income

Total Operating Income $496.3
Note: Segment operating income exclusive of one-time items

WeightWatchers.com
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from a few years ago (monthly pass was introduced during 2006). During the fourth quarter of 2011, Weight 
Watchers increased the price of its Monthly Pass payment plan to $42.95 from $39.95 representing the first 
price increase since the Monthly Pass payment option was established.  

WeightWatchers.com (28% of 2012 Revenues) 
Weight Watchers offers two Internet subscription products including Weight Watchers Online and 

eTools. Weight Watchers Online is a product based on the Weight Watchers approach to weight management 
and is designed to attract self-help-inclined consumers. Weight Watchers Online helps consumers adopt a 
healthier lifestyle, with a view toward long-term behavior modification—a key aspect of the Weight Watchers 
approach aimed at delivering sustainable weight loss. Weight Watchers Online allows consumers to learn how 
to make healthier food choices and lead a more active lifestyle by providing them with online and mobile 
content, functionality, resources and interactive web-based weight management plans. As of the end of fiscal 
2012, WeightWatchers.com had over 1.8 million active Weight Watchers Online subscribers. Weight Watchers 
eTools is an Internet weight management product available to consumers who are Weight Watchers meetings 
members. Weight Watchers eTools allows users to interactively manage the day-to-day aspects of their weight 
management plans online or via their mobile devices, discover different food options, stay informed and 
motivated, and keep track of their weight management efforts.  

In the United States, Weight Watchers Online costs $65.00 for the initial 3-month term or $48.90 for the 
initial one-month term. The ongoing monthly fee for Weight Watchers Online is $18.95. In the United States, 
Weight Watchers eTools costs $34.95 for the initial 3-month term or $14.95 for the initial one-month term. The 
ongoing monthly fee for Weight Watchers eTools is $14.95. In addition, Weight Watchers eTools is included for 
free in purchases by consumers of Monthly Pass.  

Weight Watchers’ Proven Approach to Weight Loss is Well Positioned in Expanding Market 
According to industry researcher Marketdata Enterprises, the weight management industry (U.S. only) 

generated approximately $62 billion of revenue during 2011. The number of overweight and obese people has 
steadily increased around the world over the past 20 years and is estimated to reach 3 billion by 2015. Key 
factors contributing to these disturbing trends include consumers’ changing eating patterns and increasingly 
sedentary lifestyles. Based on recent industry data (2007-2008), approximately 68% of Americans over the age 
of 19 were considered overweight and almost half of these were obese. Over the years, a large amount of 
research has linked a number of diseases including heart disease, high blood pressure and Type II diabetes to 
being overweight or obese. At present, approximately 26 million Americans, or 11% of the population, are type II 
diabetic while 79 million Americans are pre-diabetic and have a 55% probability of becoming diabetic in the next 
five to ten years according the American Diabetes Association. It should be noted that the diabetic population in 
the U.S. has doubled since 1970. Based on current trends, one out of every three Americans will likely have 
diabetes by 2050 according to the Center for Disease Control and Prevention. While these trends are 
discouraging, there are ways to counter the negative health effects associated with being overweight and obese. 
In fact, according to recent studies, just a ~10% sustained weight loss can reduce the risk of developing 
diabetes by 60%. At present, just 3% of the overweight or obese population is attending Weight Watchers 
meetings, presenting the Company with a large opportunity for future growth.  

Proven Weight Loss Program 
The Weight Watchers program is one of the most clinically-studied commercial weight loss programs, 

with more than 80 publications in the last twenty years. The Company’s weight management program is based 
on a holistic approach to weight loss and encompasses a range of nutritional, exercise and behavioral tools and 
approaches. A key component of the Company’s program is the group support system provided by the in-
person meetings. During the group meetings, members are able to provide each other support by sharing their 
experiences with, and by providing encouragement and empathy to, other people experiencing similar weight 
management problems. Group meetings are conducted by the Company’s more than 10,000 leaders worldwide 
who educate members on the Weight Watchers method of successful and sustained weight management. 
Notably, each of the Company’s leaders has lost weight and maintained their weight loss on the program, 
helping to reinforce the program’s effectiveness while serving as a source of inspiration and motivation for 
members.  
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During 2011, the Lancet medical journal published a global, one-year study led by researchers from the 
Medical Research Council of the University of Cambridge in the UK indicating that after twelve months, 
overweight and obese adults referred by their doctors to the Weight Watchers program lost more than twice as 
much weight compared with those patients who participated in a standard program overseen by their primary 
care physician. Further, those following the Weight Watchers program were also more than three times as likely 
to lose 10% or more of their initial weight when using Weight Watchers.  More recently, in 2012, a clinical trial 
funded by the National Institutes of Health in the U.S. revealed that individuals following Weight Watchers lost 
more weight, on average, over a 48-week period than those following a program administered by healthcare 
professionals preceding a period of time of following Weight Watchers. As a further testament to the Company’s 
weight loss program, in January 2013, U.S. News and World Report (USNWR) ranked Weight Watchers number 
1 for Best Weight Loss Diet and Best Commercial Diet Plan, the third consecutive year it had garnered the top 
distinction in both categories. In addition, the Company was rated the Easiest Diet to follow by USNWR for the 
second consecutive year, a category that was introduced at the beginning of last year.  

WW.com Growth Strengthens Business Model and Enhances Profitability – Offsets Meeting Pressure 
Over the past five years, WeightWatchers.com has experienced strong growth with revenues increasing 

at a 27% CAGR. The WW.com business has been a significant beneficiary of the Company’s PointsPlus and 
Propoints launch and increased marketing surrounding the launch of the new program. As part of the new 
program launch, WTW introduced several new Internet product and website enhancements in 2010 to support 
the new program as well as a number of mobile enhancements/introductions including its first iPad application. 
More recent examples of the Company’s enhancements include the ability to quickly calculate points plus with a 
barcode scanning app while shopping in a grocery store. In addition, the Company has made a concerted effort 
to increase advertising of its online offerings, especially the Company’s online product tailored to the male 
demographic. At present the Company’s WW.com business represents nearly 28% of overall revenue up from 
10% in 2007 thanks to good growth in the Company’s online subscriber base. 

 
Weight Watchers.Com - Increased Revenue Contribution 

 

Online Subscriber Growth Drives Online Paid Weeks 

 
 

During 2011, revenue growth of the WW.com business (+67.5%) significantly outpaced the growth 
experienced by the traditional meetings business (+16.9%). The outsized growth at WW.com has had a 
favorable impact on the Company’s overall profitability given the much higher operating margins at the online 
segment (2012 operating margin: 51.3%) compared with the WWI segment (17.9%). The following table 
summarizes results of WTW’s two business segments: 
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WeightWatchers.com - Operating Summary ($MM) 
 

Weight Watchers Int’l - Operating Summary ($MM) 

 
2007 2008 2009 2010 2011 2012 

  
2007 2008 2009 2010 2011 2012 

Revenue $154.1 $188.4 $197.8 $241.0 $403.8 $507.5 
 

Revenue $1,313.1 $1,347.4 $1,201.1 $1,211.0 $1,415.4 $1,319.3 
% growth 

 
22.3% 5.0% 21.9% 67.5% 25.7% 

 
% growth 

 
2.6% -10.9% 0.8% 16.9% -6.8% 

Operating 
Income $51.2 $63.5 $63.3 $110.0 $206.4 $260.5 

 

Operating 
Income $384.5 $380.2 $331.4 $278.3 $340.0 $235.8 

Op. Margin 33.2% 33.7% 32.0% 45.6% 51.1% 51.3% 
 

Op. Margin 29.3% 28.2% 27.6% 23.0% 24.0% 17.9% 
               D&A $4.3 $5.8 $4.9 $8.0 $10.1 $9.6 

 
D&A $16.4 $20.2 $25.1 $25.7 $25.7 $34.1 

EBITDA $55.5 $69.3 $68.2 $118.0 $216.4 $270.1 
 

EBITDA $400.9 $400.4 $356.5 $304.0 $365.7 $269.9 
% growth 

 
24.9% -1.7% 73.1% 83.4% 24.8% 

 
% growth 

 
-0.1% -11.0% -14.7% 20.3% -26.2% 

EBITDA 
Margin 36.0% 36.8% 34.5% 49.0% 53.6% 53.2% 

 

EBITDA 
Margin 30.5% 29.7% 29.7% 25.1% 25.8% 20.5% 

Note: WW.com and WWI segment results adjusted for one-time items 

 
As illustrated in the following chart, the Company’s consolidated operating margin in 2011 surpassed 

the profitability levels experienced just prior the 2008/2009 economic downturn reflecting the new program 
launch and favorable mix shift. While operating profitability was pressured in 2012, we would highlight a number 
of items that impacted results. As noted earlier, there were a few notable operating miscues including the small 
corporate accounts business and delays encountered in the Company’s real estate refresh.  In addition, the 
Company commenced for the first time TV a marketing in a number of international markets and continued to 
invest heavily to promote its online product to the male demographic within the U.S. Finally, the Company has 
seen increased levels of SG&A expenses as WTW invests in its growth initiatives including an opportunity to 
become a major participant in the health care industry (note: the health care opportunity is discussed in further 
detail later in this report). 

 

 

Consolidated Operating Profit Summary ($MM) 

Note: WTW’s consolidated operating profit is presented exclusive of one-time items.  

 

Online Growth Offsets Meetings Weakness 
Although the Company’s meetings paid weeks (note: the “paid week” metric reports total paid weeks by 

WTW’s customers in Company-owned operations for a given period) declined following the strong performance 
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posted in 2011, the weakness has been more than offset by growth in online paid weeks. During 2012, online 
paid weeks were up 27%, following 68% growth registered in 2011.  

 
Paid Weeks – Online vs. Traditional Meetings 

 

Consolidated Summary of Paid Weeks 
 

 FY 2008 
53 Wks 

FY 2009 
52 Wks 

FY 2010 
52 Wks 

FY 2011 
52 Wks 

FY 2012 
52 Wks 

Online Paid Weeks 38.9 42.7 52.5 88.0 111.5 
Meeting Paid Weeks:     

 North America 61.0 55.8 55.3 69.9 66.0 
United Kingdom 15.0 16.2 16.1 19.1 16.9 
Continental 
Europe 12.5 12.7 13.6 12.2 13.4 
Other International   2.8   2.9   2.9   3.6   2.9 

Total Mtg Paid Weeks   91.3 87.6 87.9 104.8 99.2 
Total Paid Weeks 130.2 130.3 140.4 192.8 210.7 

 

 

While the meetings weakness is worth monitoring, we believe that there are a number of factors that 
could help counter, if not reverse, these current adverse trends: 

• Increased Consumer Confidence – The surging equity markets have bolstered consumers’ 
balance sheets, which tend to produce higher levels of consumer confidence. As illustrated in 
the chart below, consumer sentiment recently surpassed levels experienced just prior to the 
2008 economic downturn. While sentiment has retreated somewhat over the past few months 
reflecting the 2013 payroll tax implementation and fiscal policy uncertainty, we believe the 
ongoing economic recovery should continue to drive sentiment/confidence levels higher. 

 

 
Source: Thomson Reuters via St. Louis Fed 

 

21.4 25.2 31 38.9 42.7 52.5

88
111.560.9

68.8
84.6

91.3 87.6
87.9

104.8

99.2

0

50

100

150

200

2005 2006 2007 2008* 2009 2010 2011 2012

Online Paid Weeks Meeting Paid Weeks

82.3
94.0

115.6
130.2 130.3

140.4

192.8

*53 weeks

210.7 

Copyright © Boyar’s Intrinsic Value Research LLC. All rights reserved 
                                www.BoyarValueGroup.com



Weight Watchers International, Inc. 
 

 

• Retail Upgrade – As we noted earlier, the Company encountered some delays early on as it 
attempted to modernize its real estate. Despite the initial challenges, 80% of the Company’s 
North American centers portfolio had been upgraded by the end of 2012 with the remaining 
locations set to be completed during 2013.  In our view, the refresh could help drive growth in 
the coming years based on the success enjoyed by the pilot locations (15% enrollment boost). It 
is also worth noting, and as we discussed in our initial WTW report, that the Company took 
advantage of an opportunity to upgrade its real estate footprint during the downturn. Notably, 
the upgrade did not result in the Company having to pay more for its improved locations.   

• Large Corporate Accounts – We discuss the opportunity within the larger corporate account 
business later in the report, but we believe this could be a meaningful long-term opportunity for 
the Company and could go a long way toward boosting the Company’s meeting results.  The 
Weight Watchers program has stood the test of time and has survived in the face of numerous 
fad diets and weight loss drugs. In our view WTW is uniquely positioned to capitalize on this 
opportunity given its ability to deliver medically significant weight loss at scale.  

• Improved Advertising Message – According to Weight Watchers, the Company’s U.K. 
business has been impacted by ineffective advertising in recent quarters with paid weeks 
declining by nearly 12% in 2012. While the U.K. performance has been disappointing, it is 
interesting to note that the Continental Europe business has been a bright spot for the Company 
(2012 paid weeks were up nearly 10%). Given the numerous economic conditions plaguing the 
region, this reinforces our view of the resilience of the Company’s business model. Further, the 
strength in WTW’s Continental Europe business suggests that the Company’s products/services 
can be responsive to an effective advertising campaign amidst a challenging environment. 

Corporate/Healthcare Market Represents Meaningful L-T Growth Opportunity; Additional Growth Drivers 
“We believe passionately that we have a major growth opportunity for Weight Watchers 

becoming more integrated into the health care system. There is no organization that can deliver 
weight management outcomes with our combination of efficacy, low cost, and scalability. As I 
hear so many times when I talk to people in the health care space, Weight Watchers is now at a 
moment in time in which it can accomplish something truly great in helping the world pivot to 
disease prevention. It is up to us to capitalize on this opportunity.” 

– Weight Watchers CEO David Kirchhoff during 1Q 2012 Earnings Call 

Historically, Weight Watchers’ corporate business has represented ~10% of the Company’s overall 
revenues. As we noted previously, the vast majority of the corporate business is generated from small accounts 
(e.g. businesses and organizations with ~20-25 employees). Going forward, we believe that a disproportionate 
amount of revenue growth within the corporate account business will be derived from large organizations. 
Provisions in recent health care legislation (the Affordable Care Act) requires or provides strong incentives for 
industry payers (insurance carriers and third party payers etc.) to cover recommended preventive services such 
as wellness programs. Health care costs associated with overweight/obesity are staggering. The following 
summarizes a few noteworthy statistics about obesity and health care costs: 

• Diabetes is a $200 billion a year condition that impacts ~26 million Americans. 

• Duke University health economists calculate that the most obese men take 5.9 more sick days a 
year; the most obese women, 9.4 days more. Meanwhile, obesity-related absenteeism costs 
employers as much as $6.4 billion a year. 

• According to estimates from the World Health Organization, excess weight in adults accounts 
for 44% of the global burden of diabetes and 23% of ischemic heart disease.  

• It is estimated that $2.5 trillion is spent per year in the U.S. healthcare system, with 75% of that 
going to the treatment of chronic diseases. Depending on the situation, 50% to 80% of chronic 
disease conditions are driven by lifestyle. 
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In our view, a key opportunity for the Company is an increasing willingness on the part of employers and 
governments to promote and subsidize the cost of weight management programs as part of their efforts to 
control health care costs. According to Aon Hewitt’s 2012 Health Care Study, organizations expressed a strong 
desire to increase utilization of wellness and prevention with the top tactic being offering incentives or 
disincentives to motivate sustained healthcare behavior change (e.g. attend Weight Watchers meetings).  

 
Desired Outcomes 

 

Top Tactics 

 
Source: Aon Hewitt 2012 Health Care Survey 

 
Weight Watchers is currently scaling up its business as part of its efforts to attract larger corporate 

accounts. The Company has increased its sales force and has invested in its data gathering capabilities in order 
to effectively serve this end market. In addition, the Company recently hired an executive from Walgreen to lead 
its initiatives to become a larger participant in the health care space. While the Company’s efforts to attract 
larger organizations are still in the early stages, recent new additions to the Company’s client roster include 
American Express and NYSE Euronext.  

Male Demographic 
Although men are equally as likely to be overweight or obese as women and suffer from the same 

obesity related conditions as women, the demographic remains underpenetrated within the Company’s products 
and services. In recent years, the Company has been developing products tailored for men (WTW notes that 
males have historically accounted for ~10% of its members). For example, the Company has a version of 
Weight Watchers Online that is customized for men. In addition, during 2011, the Company began to market 
directly to men helping to increase its awareness and relevance among the male demographic. Thanks to the 
Company’s recent advertising campaigns targeted at men and the introduction of the Company’s first male 
spokesperson (Charles Barkley), the Company has experienced good growth within the male demographic. The 
Company’s results indicate its initiatives have been a success as ~15% of signups in recent quarters have been 
from men, compared with 8-10% historically. Notably, early indications reveal that retention for WW.com for men 
is higher than that for women. It should also be noted that the Company, as recently as early 2012, had yet to 
roll out Weight Watchers Online for men in any of its international markets (international markets represent 
~35% of overall sales), presenting further growth opportunities for the Company. 

China 
A growing middle class has a number of benefits, though one of the unintended consequences from 

wealth and affluence is an increase in the levels of overweight and obesity. The rise of obesity in China is linked 
to changes in lifestyle as an increasingly wealthy population consumes more processed foods and lives a more 
sedentary lifestyle. As a result of China’s growing middle class population, the Company has been experiencing 
the fastest growth rate in obesity of any country. During 2011, WTW acquired the remaining 49% in its China JV 
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that it did not already own from Groupe DANONE. The joint venture was initially established in China during 
2008 to capitalize on the large and growing overweight and obese population in that country.  

Online Advertising 
While the Company does not disclose the amount of advertising revenue it derives from its websites, 

WTW’s most recent 10-K filing stated that advertising revenues increased at a 13.3% CAGR between 2008 and 
2012. Despite this growth, we suspect the current amount of advertising revenue is small (advertising growth 
has trailed user growth) providing an opportunity to add a high margin revenue stream in addition to the 
subscription based revenue. 

Weight Watchers’ Attractive Business Model Generates Strong Free Cash Flow 
Weight Watchers operates an attractive fee-based and asset light business model with minimal capital 

requirements. Over the past 5 years, WTW has generated over $1.3 billion in cumulative free cash flow 
representing nearly 60% of the Company’s current market cap. While capex has been elevated in each of the 
past two years, we do not believe this represents a new run rate. It should be noted that capex in 2011 was 
impacted by the rollout of the new PointsPlus platform. In addition, we would note that the Company has 
incurred significant costs over the past two years to deploy/improve its mobile applications. We would also 
highlight that the Company’s real estate upgrade has also impacted capital expending, but the refresh was 
largely complete (80%) at the end of 2012.  While capital expenditures will likely remain elevated during 2013 as 
the Company expects to spend an incremental $20 million on a new corporate headquarters location, we 
believe future expenditures should revert the ~2% (of revenues) rate in the coming years.   

 

Weight Watchers - Free Cash Flow Summary ($MM) 

2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 

CFFO $164.94  $233.10  $265.78  $296.80  $252.44  $318.55  $241.17  $265.51  $281.68  $404.81  $349.39  

Less expenditures: 
           

Capex ($4.89) ($5.03) ($5.16) ($14.63) ($14.33) ($15.32) ($16.28) ($12.35) ($9.14) ($21.75) ($48.81) 

Website development $0.00  $0.00  ($1.56) ($3.18) ($1.56) ($4.89) ($6.05) ($5.14) $0.00  $0.00  $0.00  

Capitalized software $0.00  $0.00  ($0.81) ($1.62) ($0.81) ($11.64) ($9.27) ($5.96) ($13.06) ($23.09) ($29.93) 

Capex total: ($4.89) ($5.03) ($7.53) ($19.43) ($16.70) ($31.85) ($31.60) ($23.44) ($22.19) ($44.84) ($78.73) 

            
Capex (% of revenues) 0.60% 0.53% 0.73% 1.69% 1.35% 2.17% 2.06% 1.68% 1.53% 2.46% 4.31% 

            
Free Cash Flow $160.05  $228.07  $258.25  $277.36  $235.74  $286.70  $209.56  $242.07  $259.49  $359.97  $270.66  

Capital Allocation Track Record Mixed – Artal’s Ownership Has Forced Untimely Share Repurchases 
In our initial AAF report on Weight Watcher’s, we reviewed the Company’s capital allocation track 

record. While we noted WTW has proven to be an astute acquirer of a number of its franchise operations and 
was able to purchase its then affiliate/licensee WW.com at an auspicious time in 2005, the timing of the 
Company’s debt financed share repurchases in 2007 was awful. Since our last report the Company has 
completed yet another ill timed tender offer (in early 2012), which has helped create an overhang on the shares, 
in our view. Below we review the Company’s franchise and WW.com acquisitions and discuss the Company’s 
latest tender offer.  

Attractive Franchise Acquisitions  
During the Company’s early years, Weight Watchers utilized a franchise approach, in part, to help 

expand its business. Since 2001, the Company has embarked on a franchise acquisition strategy, acquiring 
over 20 franchise operations for over $700 million. Franchise operations currently account for less than 17% of 
the Company’s global attendance, down from ~33% at the end of 2002. The purchases of the Company’s 
franchise operations have typically been accretive and are currently carried on the balance sheet for 
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$787 million. The following statements from the Company’s most recent 10-K filing (February 2013) help 
illustrate the attractiveness of the franchise acquisition strategy: 

“At the end of fiscal 2012, we estimated that approximately 89% of the carrying 
value of our franchise rights acquired had a fair value of at least three times their 
respective carrying amounts. In the United States, the region which held approximately 84% 
of the franchise rights acquired, the aggregate fair value of our franchise rights acquired 
was more than four times the aggregate carrying value. Given that there is a significant 
difference between the fair value and carrying value of our franchise rights acquired, we believe 
there are currently no reasonably likely changes in assumptions that would cause an 
impairment charge.” 

Weight Watchers.com Acquired at a Bargain 
Weight Watchers increased its stake in WeightWatchers.com to 100% from 20% in 2005 through a 

series of transactions. WTW acquired an 80% interest in WW.com that it did not already own for ~$441 million, 
implying a value of ~$550 mllion for the business. As noted above, WeightWatchers.com continues to generate 
impressive results, which have even accelerated over the past few years. At present, we currently estimate the 
value of WW.com to be over $3 billion (see valuation section), nearly 6 times the value the Company paid for 
the business in 2005.  

Majority Owner Artal’s Interests Not Perfectly Aligned with WTW’s Minority Shareholders 
While the WW.com purchase and franchise acquisitions have represented a prudent use of capital, the 

Company’s two debt financed share repurchase programs have left little to be desired. During early 2012, the 
Company completed a “modified dutch auction” tender purchasing 8.8 million shares at a price of $82 a share. 
As part of the tender offer, Weight Watchers reached an agreement with Artal, whereby Artal would sell a 
portion of its stake in Weight Watchers, at the same price as the tender offer, in order to keep its ownership in 
the Company at the same level after the tender offer. Accordingly, in April 2012, Weight Watchers repurchased 
9.5 million shares from Artal at $82 a share. The 2012 repurchase followed a similar program in 2007, which 
saw the Company repurchase ~19 million shares (10.5 million from Artal) at a price of $54 a share.  

 

 

Cumulative Share Repurchases and Decline in Shares Outstanding 

 

 
2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 

Shares repurchased (MM) 0.8 4.7 3.7 3.6 19.1 2.8 0.0 3.7 0.8 18.3 

Annual repurchases ($MM) $28.2 $177.1 $176.0 $151.7 $1,033.6 $116.0 $0.0 $106.6 $34.9 $1,504.8 

Average repurchase price $35.91 $37.94 $47.15 $41.82 $54.23 $41.42 n/a $28.51 $42.96 $82.23 
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Although Weight Watchers’ diluted shares outstanding declined by approximately 25% as part of the 
most recent buyback, the repurchases appeared to be made without consideration of the Company’s valuation. 
Rather, the tender was ostensibly motivated by majority owner Artal’s (a private equity firm) preference for 
liquidity for its WTW stake. In our last report on Weight Watchers, we suggested that an increase in the 
Company’s dividend would have been a better use of capital rather than the massive repurchase in 2007 
financed with $1.0 billion in new debt. In addition, we noted that the debt incurred to finance the repurchase 
prevented the Company from taking advantage of a significant share price decline subsequent to the tender, to 
repurchase additional shares. In fact, the Company needed to complete a loan modification agreement in 2010 
due to liquidity issues. At current levels, WTW shares trade nearly 50% below the price paid for the 2012 
buyback. While the $1.5 billion debt financed tender in 2012 has not only limited the Company’s flexibility to 
make opportunistic share repurchases, it has also limited the Company’s flexibility in increasing its dividend 
payout, which obviously in hindsight, would have been a much better use of capital. It should be noted that the 
Company’s current annual dividend of $0.70 per share has remained constant over the past 7 years (since 
2006), representing a trailing payout ratio of just 19% based on the mid-point of WTW’s 2013 outlook. 

 

Increase in Net Debt and Leverage ($MM) 

 

Not only is the Company currently unable to take advantage of the share price decline, but Weight 
Watchers may find itself in danger of violating terms of its credit agreement. While current terms allow a 
maximum level of 5.0x net debt to EBITDAS (Earnings Before Interest Taxes Depreciation and Stock Comp.), 
we would note that the ratio declined to 4.75x in March of 2013. Although the Company’s Net Debt to EBITDA 
stood at 4.2x at December 2012, we estimate that at the low end of the Company’s guidance for 2013, WTW’s 
leverage would rise to 4.5x, just below the current maximum.  

Pro Forma Leverage ($MM) 
FCF 2013E $220.0 
Dividends 2013E $39.4 
Debt Paydown $180.7 
Projected 2013E debt $2,164.6 

2013E NetDebt/EBITDAS 4.5x 
 

The vast majority of the Company’s debt (82%) comes due after 2017, so the Company will unlikely face 
a liquidity crunch as it did in the wake of the 2007 tender. In our view, the Company’s strong cash flow 
generation as discussed above should be able to navigate any potential near term covenant issues. In addition, 
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we suspect the low end of the Company’s guidance will prove to be overly conservative as we believe there 
could be plenty of opportunities to benefit from future cost savings. Weight Watchers announced earlier this year 
that it will be taking an aggressive focus to address its “cost creep,” which it has experienced over several years. 
During the Company’s 4Q 2012 earnings call held earlier this year, Weight Watchers CFO Nick Hotchkin stated, 
“we believe we have significant opportunities to be more efficient with our spend going forward.” We would also 
note that CFO Hotchkin, who joined the Company in August 2012 (WTW’s long-time CFO retired in 2012) after 
the most recent debt financed tender, could take advantage of the frothy credit markets to extend the maturities 
of the Company’s current debt. 

WTW Long-Term Debt  

 

December 29, 2012 

Balance 
($MM) 

Alternative 
Base Rate  
or LIBOR   

Applicable 
Margin 

Interest 
Rate   

Revolver A-1 due June 30, 2014 $       6.4 0.250% 2.500% 2.750% 
Revolver A-2 due March 15, 2017 23.6 0.250% 2.250% 2.500% 
Term A-1 Loan due January 26, 2013 38.2 0.375% 1.250% 1.625% 
Term B Loan due January 26, 2014 129.5 0.375% 1.500% 1.875% 
Term C Loan due June 30, 2015 113.8 0.375% 2.250% 2.625% 
Term D Loan due June 30, 2016 118.2 0.375% 2.250% 2.625% 
Term E Loan due March 15, 2017 1,154.7 0.272% 2.250% 2.522% 
Term F Loan due March 15, 2019    822.0 1.000% 3.000% 4.000% 

Total Debt 2,406.4 
   Less Current Portion    114.7 
   Total Long-Term Debt $2,291.7 
    

Valuation and Conclusion 
Following the recent selloff, WTW now trades at the lower end of its historical valuation range. In our 

view this valuation is inconsistent with the Company’s subscription based business model that generates high 
margins (2012 operating margin: 27%), boasts high entry barriers, has significant long-term growth opportunities 
and throws off an enormous amount of free cash flow (3 year average FCF generation of $297 million; 12.5% 
FCF yield). 

 

Weight Watchers International - EV/TTM EBITDA 

Source: Thomson Reuters Datastream 
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In deriving our estimate of WTW’s intrinsic value, we have applied a 9.0x multiple to our 2015E EBITDA 
for the Company’s traditional meetings business. For the Company’s WW.com segment, we have applied a 
11.0x multiple to our 2015E EBITDA reflecting the business’ outsized profitability (2012 operating margins of 
51% vs. 18% for traditional meetings). It should be noted that our consolidated 2015E EBITDA is ~5% below 
peak 2011 levels. We project that the majority of the Company’s free cash flow over the next three years will be 
utilized for debt reduction. 

 

Weight Watchers - Estimate of Intrinsic Value 
Value 
($MM) 

Weight Watchers Int'l @ 9x 2015E EBITDA $2,342  
  WeightWatchers.com @ 11x 2015E EBITDA $3,232  
  2015E Net Debt ($1,784) 
  Equity Value $3,790  

  2015E Shares Outstanding 57.9 

  Estimate of Intrinsic Value (Per Share) $65.45 

  Implied Upside to Intrinsic Value Estimate 55.4% 
 

Based on our projections, our estimate of the Company’s intrinsic value is $65 a share, representing 
55% upside from current levels. We believe the multiples that we have applied to each WTW’s segments are 
extremely conservative. It should be noted that recent and precedent transactions of branded consumer 
products companies have commanded low to mid-teens valuations. If WTW were to be acquired, we estimate 
that such a transaction would occur at a meaningful premium. If we were to value the meetings business at 
10.0x and the WW.com business at 12.0x, still well below where we believe a transaction of WTW would likely 
occur, we derive an intrinsic value estimate of $75 a share, nearly 80% above current levels. We would not rule 
out the potential for a takeout in the not too distant future and would suspect that Artal could be amenable to 
such a transaction as it would provide a nice liquidity event for the firm. 
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6.0x $36.75 $41.82 $46.89 $51.97 $57.04 $62.11 $67.19 
7.0x $41.24 $46.31 $51.39 $56.46 $61.53 $66.61 $71.68 
8.0x $45.73 $50.81 $55.88 $60.95 $66.03 $71.10 $76.18 
9.0x $50.23 $55.30 $60.38 $65.45 $70.52 $75.60 $80.67 

10.0x $54.72 $59.80 $64.87 $69.94 $75.02 $80.09 $85.16 
11.0x $59.22 $64.29 $69.36 $74.44 $79.51 $84.58 $89.66 
12.0x $63.71 $68.78 $73.86 $78.93 $84.01 $89.08 $94.15 

 

Risks 
Risks that WTW may not achieve our estimate of intrinsic value include but are not limited to: 

New Weight Loss Products Such as Diet Drugs or Diet Plans: While the Weight Watchers program 
has stood the test of time, the Company is clearly not immune from the latest diet trends or drug innovations. In 
the past, WTW has experienced pressure on its results when competition emerged such as the Atkins Diet a 
few years ago. 
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Internet Based Competition: The Internet has removed some of the entry barriers to offering diet 
plans. Companies such as MyFitnessPal, which offer free calorie counter and diet plans, could present 
competition for the Company’s WW.com business. 

Majority Holder Artal Group’s (52% stake) Interests Not Perfectly Alligned With Minority 
Shareholders: As illustrated with the Company’s two recent ill timed tender offers, Artal Group’s interests are 
not well aligned with minority shareholders. Even if Artal beneficially owns less than 50% but 10% or more of 
WTW’s common stock, Artal will have the right pursuant to a prior agreement, to nominate directors to WTW’s 
board in proportion to its stock ownership 

Renewed Economic Weakness and Fiscal Uncertainty: Weight Watchers’ business is dependent on 
consumer discretionary income and consumer confidence. Uncertainty over future economic conditions could 
have an adverse impact on the Company’s results. 

High Leverage Levels Following 2012 Tender: The Company’s current leverage is elevated following 
the recent debt financed share repurchase. While we believe that Weight Watchers has the free cash flow 
generating abilities to service its debt, the potential for near term pressure on its operating results could put the 
Company in danger of violating financial covenants. 

Analyst Certification 
Asset Analysis Focus certifies that the views expressed in this report accurately reflect the personal 

views of our analysts about the subject securities and issuers mentioned. We also certify that no part of our 
analysts’ compensation was, is, or will be, directly or indirectly, related to the specific views expressed in this 
report. 
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WEIGHT WATCHERS INTERNATIONAL, INC. AND SUBSIDIARIES 
CONSOLIDATED BALANCE SHEETS  

(in thousands) 

ASSETS Dec. 29, 2012 Dec. 31, 2011 
Current Assets:   

Cash and cash equivalents $   70,215 $   53,199 
Receivables (net of allowances) 37,363 41,445 
Inventories, net 46,846 53,437 
Prepaid income taxes 6,087 3,071 
Deferred income taxes 21,757 24,612 
Prepaid expenses and other current assets   35,699   38,762 

Total Current Assets 217,967 214,526 
Property and equipment, net 71,768 41,072 
Franchise rights acquired 787,007 764,026 
Goodwill 59,414 50,012 
Trademarks and other intangible assets, net 52,480 37,461 
Deferred financing costs, net 26,571 8,720 
Other noncurrent assets 3,400 5,811 
TOTAL ASSETS $1,218,607 $1,121,628 
   
LIABILITIES AND TOTAL DEFICIT   
Current Liabilities:   

Portion of long-term debt due within one year $  114,695 $  124,933 
Accounts payable 49,349 60,810 
Salaries and wages payable 56,490 62,705 
UK self-employment liability 7,272 43,671 
Derivative payable 13,871 24,613 
Accrued marketing and advertising 27,437 15,499 
Other accrued liabilities 92,580 78,218 
Deferred revenue   86,161   83,758 

Total Current Liabilities 447,855 494,207 
Long-term debt 2,291,669 926,868 
Deferred income taxes 129,431 100,723 
Other      15,111        9,596 
TOTAL LIABILITIES 2,884,066 1,531,394 
Deficit:   
Common stock, $0 par value 0 0 
Treasury stock, at cost (3,281,831) (1,793,983) 
Retained earnings 1,603,513 1,378,616 
Accumulated other comprehensive income       12,859      5,601 
TOTAL DEFICIT (1,665,459) (409,766) 
TOTAL LIABILITIES AND TOTAL DEFICIT $1,218,607 $1,121,628 

 
 

Copyright © Boyar’s Intrinsic Value Research LLC. All rights reserved 
                                www.BoyarValueGroup.com



 

Copyright © Boyar’s Intrinsic Value Research LLC. All rights reserved 
www.BoyarValueGroup.com 

 

 
 
 
   
Asset Analysis Focus is not an investment advisory bulletin, recommending the purchase or sale of any security. Rather it 
should be used as a guide in aiding the investment community to better understand the intrinsic worth of a corporation. The 
service is not intended to replace fundamental research, but should be used in conjunction with it. Additional information is 
available on request. The statistical and other information contained in this document has been obtained from official reports, 
current manuals and other sources which we believe reliable. While we cannot guarantee its entire accuracy or 
completeness, we believe it may be accepted as substantially correct. Boyar's Intrinsic Value Research LLC, its officers, 
directors and employees may at times have a position in any security mentioned herein. Boyar's Intrinsic Value Research 
LLC Copyright 2013.  
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