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And the studios have followed suit. 
The “ rst D-BOX ” ick, Fast & Furious, 

gunned into theaters on April 3, 2009. 
Since then, Sony, Summit, Universal, Focus 
Features and Lionsgate have all hotwired 
seats for “ lms as diverse as the anime Astro 
Boy to John Travolta•s French shoot-em-up 
From Paris With Love. The studio leading the 
charge is Warner Bros., which has released 
“ ve “ lms with D-BOX in 10 months, even 
lending their blockbuster Harry Potter and 
the Half-Blood Prince to the experiment. 

•Since April, we•ve had a consistent ” ow 
of movies„there was almost no period 
when there was no D-BOX offering in the 
theaters,Ž says Marcoux. •We have the bur-
den of bringing the content„if we don•t 
bring the content, we•re not generating 
anything for D-BOX and the theaters.Ž

•Hollywood supporting us and giving us 
their content is an accomplishment„if 
we can get all the majors onboard, we•d 
be happy,Ž adds Marcoux. •The only way 
that we could have been supported by this 
many studios and cinemas is they know it 
makes a difference. They know that people, 
once they get into a seat, are already think-
ing about their next D-BOX movie, which is 
great because we•re building fans.Ž

D-BOX is aware of the hurdles that lay 
ahead. It•s spent this year trying to over-
come the assumption that it•s a theme park 
amusement. •That was the challenge for 
the whole year,Ž says Marcoux. •We•re all 
about the subtleties„we•re not about the 
jolts.Ž

Motion seats are an obvious “ t for rol-
licking ” icks like Roland Emmerich•s 2012. 
•When everything is crashing down, it•s 
good for D-BOX,Ž jokes Marcoux. •A rule of 
thumb is that about a third of the movie 
has motion effects. 2012 had almost half the 
movie„it was almost an hour of motion 
effects, you really got your money•s worth.Ž 
And so did Sony„Emmerich•s disaster “ lm 
was one of D-BOX•s biggest 2009 successes. 
•It was a really fun movie to demonstrate 
the technology,Ž adds Marcoux, •a lot of 
vibration because of the explosions and the 
earth crumbling down. When they take 
off with that little plane and everything 
is crashing left and right„it was really 
intense.Ž 

D-BOX followed up that hit with a very 
different kind of caper, Warner Bros.• Sher-
lock Holmes. Together, the two blockbusters 
show the range of D-BOX•s motion pro-
gramming. •The carriages with the horses 
on the cobblestone streets, you could feel 
all the textures of the road,Ž says Marcoux. 
•One “ ghting scene was in slow motion, so 

that was challenging for us, as well. When 
I saw the scene, that was the “ rst thing I 
thought in my head: How are our designers 
going to encode something that is action 
but in slow motion? Basically, they slowed 
down the motion and dragged it a bit. 
When you would feel a punch, the chair 
would move slightly, but slowly. A sway 
that went with the action„you almost felt 
like your chair was on an ice rink.Ž When 
Robert Downey Jr.•s brawling sleuth would 
throw a punch, the chair swayed forward; 
when he took one, it reeled. Explains Mar-
coux, •It•s all based on the perspective of 
the camera shot.Ž 

Marcoux is proud of what D-BOX has ac-
complished, but he recognizes that the true 
people the company has to win over aren•t 
the studios or the exhibitors, but the audi-
ences. •If the moviegoers didn•t like the 
experience, it•d be hard to go forward. If the 
public doesn•t like it, it•s hard to have a fu-
ture,Ž he explains. D-BOX has kept their eye 
on customer surveys„they average over 90 
percent satis“ ed„and the range of people 
willing to pony up the $7-8 extra charge. 

•It•s almost an even mix between male 
and female, and I would say three-quarters 
are moviegoers between 12 and 39, a 
younger crowd,Ž says Marcoux. •What•s 
fun is we know that 80 percent are movie-
goers who go to the theaters at least once a 
month.Ž Still, with people watching their 
wallets, there•s a limit to their enthusiasm. 
Though the ultimate experience would be 
a D-BOX movie with 3D, they•ve only re-
leased one, The Final Destination 3D, and one 
factor is “ nances. 

•The average D-BOX ticket is roughly $17 a 
head,Ž says Marcoux. With an added charge 
for 3D, consumers may balk. •We have to be 
careful. If the price point reaches up to the 
$20 mark, that•s something we•re watching 
for. It could be a psychological barrier.Ž The 
company is watching their customers• wal-
lets and will closely examine the box of“ ce 
results from their next 3D offerings to see 
if audiences are willing to pay for a fully 
immersive experience, or if they•ll instead 
decide to choose one or the other. 

•From April to December, over 50,000 
people have sat in a D-BOX seat„if you look 
at the revenue, we•re close to a million dol-
lars,Ž says Marcoux. •The attendance rate in 
the D-BOX seats is there„if there were emp-
ty seats, UltraStar would not have expanded 
from one theater to three.Ž 

He•s satis“ ed with what D-BOX has accom-
plished over the year, and wants to enter 
this year•s ShoWest with the good news 
that last year•s business model worked. •We 
de“ nitely want to pick up the speed,Ž says 
Marcoux. •With the opening of Japan, we•ll 
be looking at the international market and 
how fast we can bring that excitement over-
seas.Ž

•Even though we•re still a small company, 
we•ve learned that we know we can make a 
difference and we need to keep pushing in 
that direction. Once we•re able to have peo-
ple try out the seats„whether they•re stu-
dios or exhibitors„then they•ll know what 
D-BOX is about. It•s really hard to describe 
it; it has to be experienced. We•ve learned to 
keep knocking on doors„we still need to 
make all the efforts we can.Ž 

SIT FOR A SPELL
The D-BOX demonstration at the Manns 

Chinese 6 in Hollywood


