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Denny’s is America’s restaurant. As the undisputed leader in full-service family dining, Denny’s enjoys a 99%

national brand awareness and a 15% national market share. We have the greatest number of restaurants and

the largest advertising budget in the family restaurant segment. Our mission is to profitably grow the 

company by providing our guests with great food, service and hospitality in a clean, comfortable restaurant,

24 hours a day. 

Our Philosophy:

“There is strength and staying power in the Denny’s
brand. Our business strategy involves a back-to-basics
approach focused on providing great food and a better

restaurant experience with strong marketing support that
demonstrates our leadership position. We understand

everything revolves around building sales and guest
counts. As a result of this year’s financial and

operational improvements, we are poised to perform.” 

Charles F. Moran
Chairman of the Board

Denny’s Corporation
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Financial Summary
Fiscal Year Ended

(dollars in millions, except per share data) 2002 2001

Revenue
Company restaurant sales $ 858.6 $ 949.2
Franchised and licensed restaurant revenue 90.0 90.5

Total revenue $ 948.6 $1,039.7
Operating income (loss) $ 49.6 $ (19.7)
Total amortization and depreciation 83.2 124.3

EBITDA(a) $ 132.8 $ 104.6
Gains on refranchising and other, net (included in EBITDA) $ 9.1 $ 13.3
Net income (loss) 68.1 (88.5)
Diluted earnings per share 1.68 (2.21)
Total debt, including capital lease obligations 596.0 650.2

Systemwide sales $2,217.8 $2,291.6
Systemwide number of restaurants 1,676 1,749

(a) EBITDA is defined as operating income (loss) before depreciation and amortization. EBITDA as defined may not be comparable to similarly titled measures
reported by other companies.

1,086 1,128 1,110

total 1,822 1,749 1,676

Company Units

Franchised/
Licensed Units



“2002 was a year of mixed results. A tremendous amount

of work has been accomplished to get ready for 2003.

With high-quality food and a major focus on improved

service, Denny’s will continue to be a relevant alternative

for today’s consumers. I firmly believe our best 

years lie ahead.”

Nelson J. Marchioli
Chief Executive Officer and President

Denny’s Corporation

Denny’s has turned a critical corner in the 50-year journey of this incredible American brand
that enjoys high name recognition as the leader in family dining. Our goals for 2002 were 

aggressive and ambitious: improve the business economics at the restaurant level, focus on the

fundamentals of restaurant operations, and drive top-line sales. Most importantly, return the company 

to profitability.

We have changed the face of the organization, as reflected by the Denny’s sign on our corporate head-

quarters building. The sale of our Coco’s and Carrows restaurants in July 2002 completed the parent 

company’s transformation from a restaurant holding company to a restaurant operating company. Our

single-brand focus on Denny’s offers shareholders the greatest long-term growth and earnings potential.

Net income for 2002 was $68 million, compared with last year’s net loss of $89 million. The year’s net

income included a $56 million one-time gain from the divestiture of our FRD Acquisition Co. subsidiary,

which operated Coco’s and Carrows restaurants, as well as nonoperating income of $33 million resulting

from senior note exchange transactions.

Dear Shareholders:
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While we achieved many operational and financial improvements during the year, sales remained weak in

part due to a sluggish economy as the restaurant industry experienced its slowest growth in 25 years.

Systemwide same-store sales for Denny’s were down a disappointing 1.6 percent. Same-store sales for the

year declined 1.0 percent at company restaurants and fell 2.1 percent at franchised restaurants, as we saw

a slowing of customer traffic as the year progressed. Total revenue, including company restaurant sales

and franchise income, decreased $91 million to $949 million for the year due to 73 fewer units in the

Denny’s system and the lower same-store sales. Despite lower revenue, operating income for the year

increased $69 million over the prior year to $50 million and EBITDA increased $28 million to $133 million.

Our U.S. Locations
Concentration of Restaurants:
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“I’m proud of the quality enhancements we’ve made to

Denny’s menu and the many exciting offerings to come.

Customer satisfaction is our bottom line.”

Tim Soufan
Senior Director of Product Development and Executive Chef

Denny’s, Inc.

Although we face a weak economy, competitive pressures in our industry, and the impact of world events,

we believe Americans will continue to recognize the value of the family segment and its sit-down 

table service.

Investing in the Future Over the past two years, we concentrated on enhancing Denny’s infrastructure

and improving our margins through a back-to-basics approach to restaurant operations. For example, as

a result of controls implemented in company-owned restaurants, we reduced food waste by $7,175 per

unit on a 12-month basis; yet, we improved food quality by reinvesting part of these savings in product

development. During the last two years, we invested significant capital and additional repairs and main-

tenance spending to upgrade our existing restaurant facilities, stemming the “cut and save” practices of

the past. 

Our Foundation for Success:
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Strengthening Our Restaurant Portfolio While the closure of approximately 100 underperforming

company restaurants during 2001 and 2002 was difficult, it was the right brand and financial decision. We

have seen a definite positive impact on our operating margins by closing these lower volume and lower

margin stores. In addition to the intended benefit to our profitability, we have preserved both our brand

perception in these markets and our capital for improvements to restaurants with the greatest return on

investment potential. At year-end 2002, we were operating 1,676 restaurants in 49 states and four countries.

This included 566 company-owned, 1,095 franchised and 15 licensed restaurants. Although we temporarily

halted growth of company restaurants to focus on strengthening our current operations, our franchisees

opened 38 new restaurants in 2002 and we anticipate a similar pace of franchise growth for 2003. The

Denny’s concept with its high brand awareness and rich tradition is appealing to the franchise community,

which represents approximately two-thirds of the Denny’s system.
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2002 Customer Satisfaction Awards
Denny’s restaurants offer a casual atmosphere
and moderately priced meals served 24 hours a
day at most locations. The Denny’s menu with 
its wide variety of choices for breakfast, lunch,
dinner and late night received recognition in
numerous Readers’ Choice Awards during 2002.
Most are conducted by the publications as 
write-in votes.

• The Palm Beach Post in Florida honored Denny’s
for the Best Bacon and Egg Plate, recognizing
the 25th anniversary of our Original Grand Slam
Breakfast�.

• The Northwest Arkansas Times voted Denny’s
No. 1 for Breakfast and No. 1 for Lunch.

• Bakersfield Californian readers selected Denny’s
restaurants as No. 1 for Best Senior Special and
Best Late Night Dining.

• Press-Enterprise readers in Riverside, Calif., picked
Denny’s as the Best Senior Dining Restaurant.

• Denny’s was the clear winner for Best Midnight
Meal in the fifth annual Foodie Awards spon-
sored by the Orlando-Sentinel/Florida Magazine.

• For the third consecutive year, readers of the
San Diego Union-Tribune voted Denny’s first in
Late Night Dining. San Diego Magazine readers
also chose Denny’s for Best Late Night Dining.

• Boulder, Colorado’s Sunday Camera selected
Denny’s as Best Late Night Restaurant.

• Times Union readers in Albany, N.Y., named
Denny’s the Best Place for a 2 a.m. Meal.

• Year after year readers of the Valley Advocate
in Easthampton, Mass., vote Denny’s the Best
Place for Late Night Dining.



“A Good Place to Sit and Eat is the cornerstone of our 

new advertising campaign. This straightforward phrase 

embodies the simplicity of the Denny’s experience—

honest, unpretentious and always welcoming.”

Margaret L. Jenkins
Senior Vice President and

Chief Marketing Officer
Denny’s, Inc.

Banking on Our Financial Strategy During the fourth quarter, we replaced our expiring $200 million

credit facility with a new $125 million two-year revolving credit facility in line with our shift from a larger

multi-brand, financially-driven company to a single brand operator. Our long-term banking partner,

JPMorgan Chase Bank, led the placement of our new credit facility, which demonstrates its confidence in

Denny’s. In another significant financial accomplishment, the company completed a series of bond

exchange transactions during the year that allowed us to reduce our debt by $30 million. Bondholders

traded in $150 million of existing 111⁄4 % senior notes for $120 million in new 12 3⁄4 % senior notes. 

Tasting the Excellence Reinvigorating the food culture that helped make Denny’s an icon in family dining

was a huge initiative for 2002. Honestly, food had been placed on a back burner at Denny’s, and now has

been moved to the forefront. Research underscores the importance of food as the top motivator for dining

decisions. We are winning back customers by providing good food that tastes great. We have upgraded

Our Foundation for Success:
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Denny’s employee will participate in dedicated hospitality training this year. In 2002, we established the

Denny’s University Performance Enhancement Center to provide a business approach to leadership

development training for company and franchise operators. All 150 multi-restaurant leaders have graduated

from Denny’s University and sharpened their skills in financial analysis, problem-solving, decision-making,

communications and team-building.
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our menu to broaden consumer appeal. For example, French toast has been on Denny’s menu for years,

and we wanted to ensure we serve the best in the industry. We improved the major ingredient of our

French toast, the bread, which is made to our strict specifications. Customers responded with French

toast entree sales rising more than 30 percent. Designing food for the Denny’s consumer is both an art

and a passion for our classically-trained chef, Tim Soufan, who was named one of the top culinarians in

the industry by Nation’s Restaurant News. 

Delivering a Great Dining Experience Our vision of Great Food and Great Service by Great People…

Every Time! begins and ends at the heart of our business—restaurant operations. We added management

and crew positions in our restaurants as part of our commitment to improve hospitality and customer

service. The investment in people is being validated by our marked improvement in consumer research

scores for service, cleanliness and overall experience. Hospitality is a major focus for 2003, and every



Getting the Message Across Denny’s is committed to building sales across all dayparts: breakfast,

lunch, dinner and late night. In addition to our focus on food, we have a new media direction and fresh,

relevant advertising messages. New general market and Hispanic advertising agencies were brought on

board during 2002. We are using new consumer insights and a network media strategy to help us drive

guest counts into positive territory for 2003. The new commercials focus on Denny’s good food and relax-

ing atmosphere as the compelling reasons to visit our restaurants.

Although we were pleased to report higher year-end profit in a challenging economic environment, 2002

was a year of mixed results. A tremendous amount of work has been accomplished to get ready for 2003.

With high-quality food and a major focus on improved service, Denny’s will continue to be a relevant

alternative for today’s consumers. I firmly believe our best years lie ahead. We invite you to taste what’s

new at Denny’s!

Nelson J. Marchioli
Chief Executive Officer and President

March 2003

Our Foundation for Success:
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DIRECTORS of Denny’s Corporation
Charles F. Moran
Chairman
Retired; Senior Vice President,
Sears, Roebuck and Co.

Vera K. Farris 
President,
The Richard Stockton College of New Jersey

Darrell Jackson
CEO and President,
Sunrise Enterprise of Columbia, Inc.

Nelson J. Marchioli
Chief Executive Officer and President,
Denny’s Corporation

Robert E. Marks 
President,
Marks Ventures, Inc.

Lloyd I. Miller, III
Registered Investment Advisor

Elizabeth A. Sanders
Principal,
The Sanders Partnership

Donald R. Shepherd
Retired; Chairman,
Loomis, Sayles & Company, L.P.

Raul R. Tapia
Managing Director, 
C2 Group, LLC

CORPORATE Officers
DENNY’S CORPORATION AND DENNY’S, INC.

Nelson J. Marchioli (1,2)

Chief Executive Officer and President

Rhonda J. Parish (1,2)

Executive Vice President, General Counsel and Secretary

Janis S. Emplit (1,2)

Senior Vice President, Chief Information Officer

Andrew F. Green (1,2)

Senior Vice President and Chief Financial Officer

Margaret L. Jenkins (2)

Senior Vice President and Chief Marketing Officer, 
Marketing and Product Development

Linda G. Traylor(1,2)

Senior Vice President, Human Resources

Robert M. Barrett (1,2)

Vice President and Assistant General Counsel

Timothy E. Flemming (1,2)

Vice President and Assistant General Counsel

Michael J. Jank (1,2)

Vice President, Risk Management

Kenneth E. Jones (1,2)

Vice President and Treasurer

Steven B. McGehee(2)

Vice President, Marketing

Ross B. Nell (1,2)

Vice President, Tax

Kenneth R. Parson(2)

Vice President, Training

Mounir N. Sawda(2)

Vice President, Franchise and Development

Mark C. Smith(1,2)

Vice President, Procurement and Distribution

Thomas M. Starnes(2)

Vice President, Food Safety, Quality Assurance
and Brand Standards

Gustave E. Gelardi(2)

Division Vice President of Operations—Division 3

Craig E. Herman(2)

Division Vice President of Operations—Division 2

Edgardo Hernandez(2)

Division Vice President of Operations—Division 1

Samuel M. Wilensky(2)

Division Vice President of Franchise Operations

(1) Officer, Denny’s Corporation
(2) Officer, Denny’s, Inc.

SHAREHOLDER Information
CORPORATE OFFICE:
Denny’s Corporation
203 East Main Street
Spartanburg, SC 29319
(864) 597-8000

INDEPENDENT AUDITORS:
Deloitte & Touche LLP
Greenville, SC

TRANSFER AGENT FOR
COMMON STOCK AND WARRANTS:
For information regarding change of address
or other matters concerning your shareholder account,
please contact the transfer agent directly at:
Continental Stock Transfer & Trust Co.
17 Battery Place
New York, NY 10004
(212) 509-4000
(800) 509-5586

BOND TRUSTEE:
11 1⁄4 % Senior Notes due 2008
12 3⁄4 % Senior Notes due 2007
US Bank
Corporate Trust Department
P.O. Box 64111 (zip 55164-0111)
180 East Fifth Street
St. Paul, MN 55101
(800) 934-6802

STOCK LISTING INFORMATION:
Denny’s Corporation common stock and warrants are
listed on OTC Bulletin Board� under the symbols
DNYY and DNYYW, respectively.

FOR FINANCIAL INFORMATION:
Call (864) 597-8658, or write to:
Ken Jones, Treasurer
Denny’s Corporation
203 East Main Street, P-10-10
Spartanburg, SC 29319

Investor information such as news releases, links to
SEC filings and stock quotes may also be accessed
from Denny’s corporate web site at: www.dennys.com

ANNUAL Meeting
Thursday, May 29, 2003
The Ritz-Carlton, Buckhead
3434 Peachtree Road
Atlanta, GA
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