
N E W S F R O M I N V E S T O R R E L A T I O N S

N O V E M B E R 2 0 0 4

TIME SERIES ADULT PRODUCTION COMPANY
18 – 49

RTG

ABC is off to a strong start during the 2004-05 TV Season. The Net is showing increased com-
petitiveness and improvement in some key time periods with early series standouts, including
“Lost,” “Wife Swap,” “Extreme Makeover: Home Edition,” “Desperate Housewives” and

“Boston Legal.” ABC’s success is partially a result of a refocused and more strategic marketing
strategy put in place by Anne Sweeney, co-chairman, Media Networks, The Walt Disney Company

& president, Disney-ABC Television Group, and Stephen McPherson, president, ABC Primetime
Entertainment. Season-to-date, ABC is up +3% in Total Viewers (9.9 million vs. 9.6 million), up +6% in the key
Adult 18-49 sales demographic (3.8/10 vs. 3.6/10) and up +7% in Adults 18-34 (3.2/10 vs. 3.0/9). So far this sea-
son among Adults 18-49, ABC ranks as the No. 1 network on Sunday night. The Net places second in the key
young adult sales demo on Monday, Wednesday, Friday and Saturday.
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Nielson Ratings for Week Ending October 24, 2004

8:00pm     “The Benefactor” 1.6      12 Yard Productions / 2929 Productions  
9:00pm     “Monday Night Football” 6.8      ABC Sports

8:00pm     “My Wife and Kids” 3.3      Touchstone
8:30pm     “George Lopez” 3.6      Warner Bros.
9:00pm     “According to Jim” 4.4      Touchstone / Brad Grey
9:30pm     “Rodney” 3.8      Touchstone
10:00pm “NYPD Blue” 3.2      Bochco Productions

8:00pm     “Lost” 6.5      Bad Robot / Touchstone
9:00pm     “The Bachelor” 3.6      Next Entertainment / Telepictures
10:00pm “Wife Swap” 4.4      RDF Media / Diplomatic

8:00pm     “Extreme Makeover” 2.0      Lighthearted Entertainment / New Screen Entertainment
9:00pm     “life as we know it” 1.7 Sachs-Judah / Cabloom / Touchstone
10:00pm “Primetime Live” 1.9      ABC News

8:00pm     “8 Simple Rules” 1.9      Touchstone
8:30pm     “Complete Savages” 2.0      Nothing… / Icon / NBC Universal
9:00pm “Hope & Faith” 2.4      Touchstone
9:30pm     “Less Than Perfect” 2.3      Touchstone / Wass-Stein
10:00pm “20/20” 3.0      ABC News

8:00pm     “Wonderful World of Disney” 2.4      Various

7:00pm     “America’s Funniest Home Videos” 2.4 Vin DiBona
8:00pm     “Extreme Makeover: Home Edition” 6.5      Endemol USA
9:00pm     “Desperate Housewives” 9.2      Touchstone
10:00pm “Boston Legal” 4.6      David E. Kelley / 20th Century Fox Television  
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THE CHILDREN’S PLACE AND THE WALT DISNEY COMPANY ENTER INTO
DEFINITIVE AGREEMENT REGARDING THE SALE OF THE DISNEY STORE

NORTH AMERICA RETAIL CHAIN TO THE CHILDREN’S PLACE

The Children’s Place Retail Stores, Inc. and The Walt Disney Company recently announced that the parties
have entered into a definitive agreement for The Children’s Place to acquire and operate under a long-term
licensing arrangement the Disney Store retail chain in North America.

The Children’s Place will acquire the equity of the Disney Store North America from Disney Enterprises, Inc.
in exchange for a working capital adjustment payment to Disney at the close of the transaction. The Disney
Store North America will retain responsibility for the store lease obligations. The Disney Store North America
will be held in a wholly owned subsidiary of The Children’s Place and will have the exclusive right to operate
the Disney Stores in the United States and Canada under a long-term license agreement.  The Disney Store
North America will continue to manufacture, source, offer, and sell merchandise featuring “Disney-branded”
characters, past, present and future, and will begin to pay royalties to Disney on its physical retail store sales
on the second anniversary of the closing of the transaction.  Furthermore, beginning in October 2005, the
Disney Store North America will operate an Internet store featuring a select assortment of merchandise offered
in the physical retail locations.  The Walt Disney Company will continue to operate the Disney Catalog and
will maintain a Disney online retail presence.  

The Children’s Place has committed to invest up to $100 million into the remodeling and operations of the
Disney Store North America. The initial $50 million of this amount will be funded at closing.  The closing is
expected to occur during the fourth quarter of the 2004 calendar year.

DISNEY STORES NEWS
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BO B I G E R

PRESIDENT AND CHIEF OPERATING OFFICER

EXECUTIVE DISCUSSION WITH...
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Q:  As you start your 2005 Fiscal Year, what are the areas you’re most focused on and what do you
think will be most important for driving growth in the future?

Bob: As we look at the Company today, and as we think about its future, we are focused on 3 areas:
• Creativity and Content
• Application of Technology
• International Expansion

Creativity and Content – At Disney, creativity remains the heart and soul of our company and is evident in
everything we do, from motion pictures to toys to theme park attractions to broadband portals to online video
games to children’s books to television programs.  Given this, our primary focus is ensuring that the creative
process – and the creative pipelines – at Disney remain rich, vibrant and productive.  We believe that invest-
ment in this regard is of paramount importance - including investment in new programming and character
franchises as well as investment to nurture and expand existing franchises.  Equally important is investing in
the people that make creative success possible.  It’s vital for Disney to be a place where creative people want
to work, and we focus on this goal each and every day.

We increase the value of Disney’s indispensable content by extending the success of creative products across
our businesses – an ability that truly sets Disney apart. We don’t want to make just “a movie” or “a TV
show”– we are always looking for content that has the ability to become a meaningful franchise for the com-
pany, reflected in consumer products, other broadcast media or even the theme parks.  Moreover, we’ve
expanded our thinking about where great content can come from and how we can generate a lot of new materi-
al from our development dollars.  Key here in both respects is the Disney Channel. Television has replaced
feature-length film as the medium where most of the popular new characters that kids love have been devel-
oped, often moving from the small screen to the big screen later.  Partly in recognition of that shift, we plan to
develop roughly 15 new series at the Disney Channel over the next 4 years.  This Disney Channel “creative
laboratory” will give us about 15 new experiments to test, while investing about the same dollar amount as we
might for a single major motion picture. 

Another powerful example of our ability to extend our brand and affinity with consumers is ESPN, although it
takes a different form.  Starting from a single channel, ESPN today includes TV, print, radio, broadband, wire-



less, VOD, and HD to name a few; and the variety and creativity of presentation have propelled ESPN into
one of the most profitable and most important assets within The Walt Disney Company and into what we
believe is one of the most valuable media assets in the world.    

As we amplify our best content across our businesses, each consumer experience further reinforces the
strength of our brands, which we consider to be an area of competitive advantage at our company. The Disney
and ESPN brands represent a very specific promise of high quality to customers.   As long as we can deliver
on those expectations - and we fully intend to do so – we have a “hand-hold” with customers that will allow us
to prosper.

Application of Technology – Technology holds tremendous promise for our businesses and throughout our
history, Disney has embraced the latest technological innovations in order to make our content more com-
pelling to consume, whether in animation, live action, film, television or new theme park attractions.  Today,
we are intent upon making sure it can be ported onto numerous distribution platforms, some new and some
that have yet to be invented.  We expect the impact of technology on our business to be pervasive, but we can
organize our thinking about technology into three main categories that we believe will impact Disney:

• The creative process
• Distribution
• Consumption

In terms of the creative process, how we create and what we create looks much different than before, whether
you are riding Mission: Space, watching Mickey’s Philharmagic, or watching ESPN in HDTV.   New technolo-
gy not only allows us to create more compelling consumer experiences, it also allows for greater efficiency
during the production process. Digital technology is turning the editing room, the control room and the set into
lands of digital wonder.

On the distribution side, we see cable providers, satellite providers, telecoms and even rumors of power com-
panies planning to deploy an enormous amount of capital to develop and maintain new and existing distribu-
tion platforms.  In order for a new platform to penetrate a marketplace, however, it must have compelling con-
tent and it must be associated with well known, sought after brands.  This means that those companies that are
developing new technologies increasingly look at ABC, ESPN and Disney branded product — content that
cuts through the clutter and that customers seek out amid the many choices they have to drive the sale of their
new distribution platforms and capabilities.  Additionally, because we aren’t wedded to any particular distribu-
tion system like cable or satellite, and given our willingness to tailor content to fit the size and shape of any
platform, we’re encountering new opportunities all the time for us to reach consumers on a worldwide basis.
Our Disney broadband portals are perfect examples of this, and so are our numerous wireless initiatives, and
ABC News’ digital service.   

On the consumer side, the consumer of today wants content that is easy to access whether at home, in the
office or on the go.   Today’s consumer also demands a new set of “bells and whistles” - from interactivity, to
better sound and picture, to high speed, to mobility. We have to create with the consumer in mind.
Developing closer relationships with our consumers can have a profound effect on our ability to better market
our products, increase the use and demand for our creative content and improve our financial returns.

International - We also cannot relegate our Company’s creativity to the United States alone, and we view the
globe as our palette.  The opportunities on the international front are enormous, particularly in emerging mar-
kets like China and India.  With populations of 1.3 and 1.1 billion respectively, China and India together rep-
resent more than 36% of the world’s population and are two of the most rapidly growing economies in the
world, with real GDP growth forecasted this year of 9% and 7%, respectively. The entertainment infrastructure 
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in these markets is also expanding at a rapid pace. The Disney brand remains strong in China and India, with
more people ranking it excellent than any of our key competitor’s brands driven largely by Disney animated
films and television animation.  

We will increasingly be looking to non-US markets for growth in the decades to come, generating indigenous
content and always, always focusing on delivering on audience expectations.  According to our internal
research, those expectations are very high, even in some countries where historically Disney has had only a
minimal presence, so we believe that we have reason to expect good things beyond our traditional geographic
markets.

Our international ambitions are not just aspirations – we’ve already begun in many places to build our brand
and become part of the national culture and recently even established a dedicated corporate position to lead
our Company’s multi-cultural marketing efforts.    Today, we have 22 international Disney Channels and we
have begun broadcasting in other countries, including China, as well.  Moreover, we believe that our theme
parks offer a brand-building opportunity that is very powerful as well, with Disneyland Paris being the number
one tourist destination in Europe and high expectations for the affinity we hope to build in China with the
opening in late calendar 2005 of our Hong Kong park. 

Q:  What are the issues that Disney is most focused on, business by business, and what is your outlook
for each? 

Bob:  Media Networks is our largest segment in terms of profitability, led by our cable networks, and these
businesses should be a primary driver of strong performance at Disney for years to come.  

At ESPN, George Bodenheimer and his team continue to offer the most diverse array of multimedia
sports programming in order to expand upon our position as the worldwide leader in sports. We expect ESPN
to continue to be one of our best performing assets, delivering double digit operating income growth for the
foreseeable future, driven primarily by contracted increases in affiliate revenue and several points of margin
improvement. The fact that significant portions of both revenue and expenses are contracted at ESPN gives us
confidence in being able to meet these targets.

At the Disney Channel, we plan to use our strong position with kids as a platform for creating and
introducing enduring new story and character-based franchises.  Although our increased programming spend at
the Disney Channel will have a near term dampening effect on operating profit at the network, we believe that
the approximately 15 shows we will launch will help drive long term growth across multiple lines of business-
es in the company.

On the broadcast side, there’s clearly still room for improvement in the ABC Network’s primetime per-
formance, although we’re off to a great start this season. We believe we’ve put a talented team in place at
ABC, led by Anne Sweeney. That team is focused on increasing ratings at primetime, while maintaining our
strong success in daytime and news and our overall cost discipline.   In 2005, our primetime programming
costs should remain flat versus the prior year and we expect further improvement in our financial results.
However, as we’ve said, reaching profitability in fiscal 2005 is predicated on achieving ratings increases and
having a reasonably strong scatter market.

In Parks & Resorts, having completed a period of major investment, we plan to drive better asset uti-
lization by attracting guests to our premium family destinations.  From a financial point of view, we expect
that this will allow us to deliver strong free cash flow and increased capital returns over time.  Toward this
end, Jay Rasulo and his team have plans to launch a number of high-impact marketing campaigns – most
notably, our global celebration of Disneyland’s 50th Anniversary. We also plan to continue to invest in an opti-
mized mix of high and low cost attractions and we’re confident that we can do that and still keep capital
expenditures for our domestic parks comfortably under $1 billion per year.  Barring a downturn in travel and
tourism, we expect increased attendance, occupancy and per capita spending – coupled with continued cost
efficiency - will allow us to return margins to 20% plus levels over the next three to four years (excluding the 
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impact of FIN 46, that requires us to consolidate our Paris and Hong Kong operations).
At Studio Entertainment, we will continue employing strategies to improve the returns and temper the

inherent volatility associated with the film business, while maintaining the upside potential of years like the
one we had in 2003.  We will continue to closely control our overall spending on new films and intend to
direct 50% or more of our live action investment towards Disney-branded titles, which have historically gener-
ated significantly higher returns than non-Disney live-action films.  We will manage feature animation as we 
do the overall studio business, by focusing on improving returns on investment while fostering and encourag-
ing the best in creativity.  Dick Cook and his team have doubled their return on capital at the Studio between 
2001 and 2004 and we’re looking to deliver further improvement going forward.

In Consumer Products, we’ve generated broad based growth over the past few years under the leader-
ship of Andy Mooney, driven by our targeted licensing strategies, new franchise development (like W.I.T.C.H.)
and by entering new product categories like electronics and fast moving consumer goods.   We continue to
streamline our licensee base and develop more direct relationships with mass market retailers which has led to
a more impactful retail presentation.  Going forward, we expect continued growth in licensing and to increase
further the contribution from new franchises, thus further diversifying our base of business.

Q:  You’ve repeatedly stated that at Disney, you look to three financial metrics – earnings growth, ROIC
and free cash flow – when measuring the financial performance of the company.  Can you elaborate on
this perspective? 

Tom: We believe that one of management’s most important objectives is to allocate capital effectively. With
this in mind, roughly five years ago we began a program of balancing our earnings growth objective by
increasing our focus on cash flow and capital returns.   Our financial goal today is to drive strong results
across all three of those metrics, and to ensure that we don’t over-emphasize any one of the metrics to the
detriment of another. Targeting growth alone, for example, can create demand for inappropriately high levels
of capital.   By contrast, looking only at ROIC can cause a company to under-invest in a start-up or a fast-
growing business and thereby miss an attractive source of future shareholder returns.

At the same time we recognize that achieving strong long term results against these metrics is inextricably tied
to nurturing Disney’s great heritage; maintaining the power of our brands, characters and other properties;
adhering to our commitment to quality; and continuing to pursue creativity and innovation.   

We’ve been able to increase earnings and ROIC and deliver strong cash flow and earnings growth in 2003 and
expect to report the same in 2004, increasing our confidence that our corporate strategies are driving funda-
mental growth in shareholder value.

TO M STAG G S

SENIOR EXECUTIVE VICE PRESIDENT AND CFO
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Q:  What makes you confident that you can continue to drive strong free cash flow and improve ROIC?

Tom:  In thinking about our future, it’s important to remember that the tremendous investment in capital that
we made over the last 5-7 years enhanced the competitive position of our company and especially our theme
parks. We don’t anticipate having to repeat that level of capital investment in the foreseeable future.

We also enjoy a much less capital intensive overall business mix today relative to the past.  Media 
Networks now generates roughly half of Disney’s total segment operating income while Parks, which in 1990
was roughly 60%, now accounts for just under 25% of operating income.  All of our businesses have grown
since the early 90’s and are well positioned for continued growth going forward, but the mix since then has
changed dramatically and therefore, our company’s relative capital intensity has decreased.

Of course, this doesn’t mean we’re turning our backs on nurturing and growing the fantastic Disney legacy. In
fact, it means just the opposite, since our financial flexibility and the health of our Media Networks businesses
actually enhance our ability to grow and invest in our other businesses.  Given the strong position of parks,
they stand to deliver significant free cash flow going forward, even after taking into account their future capi-
tal needs. 

Q: Discuss your priorities for use of free cash flow.

Tom:  We believe that our shareholders want us to invest in our existing or new businesses where we can
drive an attractive rate of return, and we are always looking for those opportunities.  However, along with
profitable reinvestment, returning cash to investors will remain a part of our capital plan.  For example, after
several years of maintaining a constant dividend, we’ll likely recommend to the Board of Directors that we
resume a course of modest and sustainable dividend increases beginning this year. In addition, between August
10 and the end of September, we repurchased over $300 million worth of our stock.

Q:  What is your earnings outlook for 2005 and beyond?

Tom:  As we look ahead to fiscal 2005, we expect that our business balance and momentum will drive double
digit EPS growth versus 2004, excluding one time items, accounting changes, or the impact of any downturns
in our relevant markets or the economy in general.   It’s important to note that we face very difficult compar-
isons in the first fiscal quarter of 2005, especially in Studio Entertainment, where a host of strong titles,
including home video sales of “Finding Nemo,” and “Pirates of the Caribbean” drove record high financial
results in Q1 of last year. Nonetheless, given our expectations for our studio product in fiscal 2005, we expect
to see the Studio deliver growth for the year as a whole, despite the difficult earnings comparisons in Q1.  In
fact, we currently expect to deliver growth in each of our four business segments for 2005 as a whole.   I’d
also expect the recent hurricanes in Florida to have some spillover effect into the beginning of this fiscal year,
though we are seeing attendance move up well in recent weeks.  

Along with our growth for 2005, we also continue to target double digit growth in EPS through at least 2007
and double digit EPS growth will remain our goal for the long term.
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AND THE MULTICULTURAL ENVIRONMENTDisney
America is evolving into a true multicultural society.  Changes in the demographics of the general marketplace
are motivating companies to significantly increase multicultural efforts in order to gain new customers, expand
market share and drive financial performance.  Consider the following:

• In its latest update, the U.S. Census Bureau indicated that the Hispanic market has officially topped 
the 40 million mark.

• When combined with African-American and Asian groups, the U.S. Census Bureau reports that these 
markets represent more than 92 million people – roughly 32 percent of the U.S. population. 



PR O L I F E R AT I O N O F HI S PA N I C ME D I A

Number of Outlets
1985 2004

TV Broadcast
Networks 1 4

TV Stations 17 252

Cable Networks 1 20+

Radio Stations 170 612

Radio Networks 0 3

Newspapers 122 300+

Magazines 19 250+
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• According to Strategic Research Co. (SRC), by the year 2020, the Hispanic market is expected to 
almost double in size.

• The Selig Center estimates that between 2000 and 2008, U.S. multicultural buying power will grow 
by 81 percent, to nearly $2.5 trillion, representing a compound annual growth rate of more than 8 
percent a year.

The Walt Disney Company is paying specific attention to these growing segments and is formulating targeted
strategies in key business units and media ventures to reach them. The Walt Disney Company’s multicultural
initiatives are led by Gilbert Davila, Vice President of Multicultural Marketing since 2003.  In this role, Davila
is charged with working with all corporate divisions, to help build, enhance and strengthen Disney’s connec-
tions with various multicultural segments.  (Prior to joining The Walt Disney Company, Gilbert was the VP of
Multicultural Management at Sears Roebuck and Co. where he spent 7 years building what became one of the
leading multicultural marketing programs in the country.)  

Disney is opening its doors and shifting its strategies to make sure multiculturalism is a major part of its
strategic equation.  Recent multicultural initiatives from The Walt Disney Company include:

• ESPN Deportes cable network launch in 2004 
- Offers Spanish language sports programming providing Disney’s Hispanic fans with all the 

American sports they love, plus “mucho” soccer

• ABC Radio Networks –
- Spanish radio network syndicated to more than 40 Spanish radio stations around the country 

offering Spanish transmission of Major League Baseball games, as well as ESPN Deportes sports 
updates.

- Urban Advantage Network which syndicates top African-American radio personalities such as 
Tom Joyner and Doug Banks.

• ABC Television Networks – 
- The George Lopez Show and My Wife and Kids
- Industry-leading writers’ development program concentrating on minority talent

• Disney Channel – 
- One of the most diverse networks in existence today, attracting large general and multicultural 

audiences with shows such as That’s So Raven, Proud Family and Sister, Sister



CO M P R E H E N S I V E EL E C T I O N COV E R AG E SPA N S
AL L ABC NE W S BR OA D BA N D CH A N N E L S

Through November 2, ABC News offers ground-breaking election night coverage and expanded news pro-
gramming for delivery on multiple platforms. The broadcast network’s comprehensive coverage is comple-
mented by programming on broadband channel ABC News Now, ABC News Radio and ABCNEWS.com.
Additionally, for the first time ever, ABC News offers ABC News Now, a 24/7 news channel, to its affiliates
for transmission over their digital television signal, through election night.  All ten ABC Owned Stations have
committed to carry this additional digital service from July 26 to November 2, and they, like non-owned affili-
ates, will be able to arrange for cable coverage within their local markets.

Peter Jennings anchored ABC News’ Vote 2004 gavel-to-gavel convention coverage, the centerpiece of a
unique 14-week programming venture across an expansive offering of delivery systems. In addition to six
hours of exclusive primetime coverage on the ABC Television Network, Jennings anchored afternoon and
evening sessions at both political conventions on ABC News Now. This expanded news programming was
made available to affiliates for transmission over their digital
signal. ABC News Now, previously known as ABC News
Live, launched in March 2003. It is available to nearly 30 mil-
lion Internet viewers, including 24 million AOL members. It is
also available through an ABC News On Demand or
RealNetworks’ SuperPass subscription and for Comcast High
Speed Internet, SBC/Yahoo and Bell South DSL customers.
ABC News Now is channel 5 on MobiTV, the first live stream-
ing television service for mobile phones currently available
with Sprint PCS Vision.  Coverage of the  political conven-
tions, the debates, and breaking news events has shattered
usage
records
across all
distribution
platforms.

ABC SE T TO DE V E L O P " BO S S SWA P" AN D " HU S BA N D SWA P, "
CO M PA N I O N SE R I E S TO IN T E R NAT I O NA L HI T " WI F E SWA P"

From the producers of “Wife Swap,” the international award-winning hit reality show where the battlegrounds
are kitchens and living rooms, comes “Boss Swap,” a show that will take viewers into the heart of the
American workplace, and “Husband Swap,” in which the husband is the one who gets to trade places and see
what life is like in a new family.

“Wife Swap” can be seen Wednesdays (10:00-11:00 p.m., ET), on the ABC Television Network.
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Far right, Peter Jennings at the
Democratic National Convention.



NEWS FROM PARKS AND RESORTS

DISNEY PARKS WORLDWIDE CELEBRATE AS DISNEYLAND HITS MILESTONE 50TH ANNIVERSARY

For the first time ever, the 10 Disney theme parks around the world will join together for a global celebration
to mark the 50 th anniversary of Disneyland in Southern California.

“The Happiest Celebration on Earth” pays tribute to the original park that introduced an entirely new genre of
family entertainment that now spans the globe and continues to offer the most visited attractions in the world,
drawing 100 million visitors on three continents every year — and still growing. 

Beginning May 5, 2005, and extending for 18 months through 2006, the event will take place in all of the
Disney theme parks around the world, with the premiere of exciting new shows and attractions at Disneyland
Resort, California; Walt Disney World Resort in Florida; Tokyo Disney Resort in Japan; and Disneyland
Resort Paris in France and the opening of Hong Kong Disneyland. 

In Walt’s Footsteps...
Just like Walt Disney did 50
years ago (inset), legendary
Broadway and film star Julie
Andrews made her grand
entrance through Sleeping
Beauty’s castle at a
Disneyland press event in
May. Andrews, who co-
starred in Disney’s summer
box office hit Princess
Diaries 2: Royal Engagement
and starred in Disney classic
Mary Poppins, was named the
honorary ambassador of
Disneyland’s upcoming 50th

anniversary celebration.
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• Guests at Magic Kingdom will see a favorite princess 
begin her “happily-ever-after” life during the 
magnificent, musical coronation of “Cinderellabration,”
direct from Tokyo. 

• At Epcot, guests will take flight over the Golden State 
with the opening of “Soarin’,” based on the hit 
Anaheim attraction. 

• The secrets behind Hollywood’s most astounding stunts will be revealed in the high-octane “Lights,  Motors, 
Action! Extreme Stunt Show” at Disney-MGM Studios, direct from Disneyland Resort Paris. 

• At Disney’s Animal Kingdom — from out of the secret labs of Walt Disney Imagineering — will come 
Lucky the dinosaur, the first-ever free-roaming Audio-Animatronics figure.  Later in the celebration year,
Expedition EVEREST will take guests to thrilling new heights in a runaway mountain train. 
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HERE IS HOW THE PARKS AROUND THE WORLD WILL CELEBRATE
“THE HAPPIEST CELEBRATION ON EARTH”

• Sleeping Beauty’s Castle will be transformed into a breathtaking focal 
point for “The Happiest Homecoming on Earth” and will glow with 
Disney enchantment as never before.

• Audiences will be overwhelmed by the fun and spectacle of the new 
“Walt Disney’s Parade of Dreams,” featuring one of the largest casts of 
Disney characters ever assembled.

• An all-new fireworks spectacular entitled “Remember . . . Dreams
Come True” represents the most elaborate and extravagant in the history
of Disneyland.

• In the all-new attraction “Buzz Lightyear Astro Blasters,” guests pilot their very own Star Cruiser 
through a comical interactive space mission where they will help to protect outer space from the 
forces of the evil Emperor Zurg!

• Space Mountain will be re-“Imagineered” for the 21st century, featuring all-new “out of this world” 
effects and surprises.

• Guests will experience “Disneyland-The First 50 Years,” a remarkable new exhibit showcasing 50 
years of Disneyland and highlighting the amazing evolution of the park from concept to reality.

• “Block Party Bash” — At Disney’s California Adventure guests will suddenly find themselves surrounded 
by the rollicking music, excitement and fun of one of five instant celebrations. 

Disney Cruise Line will launch its first-ever West Coast itinerary with celebratory cruise vacations out of the
port of Los Angeles aboard the Disney Magic to the Mexican Riviera. The 12 seven-night cruises to Puerto
Vallarta, Mazatlan and Cabo San Lucas, Mexico, will introduce an exciting new way to vacation with Disney
to a whole new audience. 

(Port of Los Angeles, Calif. / Port Canaveral, Fla.)

(Anaheim, Calif.)

(Lake Buena Vista, Fla.) 
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“Wishes,” a dramatic combination of glittering fireworks and
Disney music, is set to light up the skies over Sleeping
Beauty’s Castle in the Disneyland park every night from July
9 until Aug. 28, 2005.  Inspired by a similar show at Walt
Disney World Resort in Florida, “Wishes” will be accompa-
nied by a specially arranged musical score, featuring favorite
Disney tunes and characters.  

Disneyland Resort Paris will also honor Disneyland’s 50th
anniversary with a very special celebration in the summer of 2005.  This special program will salute Walt
Disney’s dream of Disneyland giving guests a chance to remember the first time they visited a Disney theme
park with some golden moments.

Lost River Delta Thrill Attraction — This new attraction at Tokyo
DisneySea will be the first at Tokyo Disney Resort to feature a vertical
360-degree loop and will offer guests a thrilling experience on a high-
speed ride through special effects employing fire and water when it
opens in 2005. 

The legacy of Disneyland continues into the next half century
when Hong Kong Disneyland opens its gates in late calendar
2005.  Classic Disney attractions and unique design elements
for China will introduce a new generation to the enchantment
of Disney, demonstrating how Disney magic can cross geo-
graphical and cultural borders, bringing people and families
closer together.

(Hong Kong, China)

(Tokyo, Japan)

(Paris, France)



ABC L AU N C H E S IN TH E U K
On September 27, 2004 The Walt Disney Company launched its ABC television brand in the UK, becoming
one of the first mainstream US networks to expand overseas. 

ABC 1 was unveiled as a new general entertainment channel on Freeview, the free-to-air UK digital platform.
Freeview is the fastest growing multi-channel platform in the UK, providing 30 leading channels to 14% of
UK households.

In its’ first week, ABC premiered at number five, attracting a share of 1.6% over broadcasted hours (06:00 -
18:00) on Freeview.

Walt Disney Television International distributes almost $1 billion of television programs and films outside the
US each year. This is the first use outside the US of the ABC brand for a dedicated entertainment channel.
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NEWS FROM AROUND THE WORLD

ESPN THE MAGAZINE IN CHINA

ESPN, Inc. and Vertex Communications & Technology Group Limited have signed an exclusive, multi-year
licensing agreement to publish a Chinese-language edition of ESPN The Magazine beginning later this year.
The magazine will be published monthly and will be distributed in Mainland China, including Beijing and
Shanghai, as well as Hong Kong.  

The Chinese edition of ESPN The Magazine will offer a mix of original content targeted to the interests of
sports fans in China, as well as material from the U.S. edition of ESPN The Magazine.  Editorial is expected to
include coverage of international, European, and Chinese soccer; international and Asian basketball leagues, as
well as the NBA;  professional golf; track and field events; auto racing; action sports; and more.  ESPN The
Magazine will be printed in simplified Chinese characters.
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DISNEY CHANNEL IN MEXICO…

In June, Disney Channel became available to roughly 1.5 million subscribers in more than 500 cities and
towns throughout Mexico.  Until now, Disney Channel, which debuted in Latin America in 2000, limited its
penetration to Mexico’s largest urban areas, including Cablevision Mexico, which covers Mexico City.

Approximately 9 million Mexicans watch cable via PCTV, a cable signal buying group that will offer the 24/7
Disney Channel to all subscribers as part of its basic cable package.

INTERNATIONAL DISNEY CHANNELS

R E G I O N L AU N C H DAT E

Disney Channel Taiwan March, 1995

Disney Channel UK (Ireland) October 1, 1995

Disney Channel Australia June 1, 1996

Disney Channel Malaysia October 12, 1996

Disney Channel France (Belgium)  March 22, 1997

Disney Channel Middle East April 1, 1997 

Disney Channel Spain April 17, 1998

Disney Channel Italy October 3, 1998

Disney Channel Germany (Switzerland, Austria) October 16, 1999

Disney Channel Brunei January 15, 2000

Disney Channel Singapore January 15, 2000

Disney Channel Philippines January 15, 2000

Disney Channel South Latin America July 27, 2000

Disney Channel North Latin America July 27, 2000

Disney Channel Brazil April 12, 2001

Disney Channel Portugal November 29, 2001

Disney Channel South Korea June 1, 2002

Disney Channel Indonesia July, 2002

Disney Channel Sweden February 28, 2003

Disney Channel Norway February 28, 2003

Disney Channel Denmark February 28, 2003

Disney Channel Japan November 18, 2003

Disney Channel India TBA



NEWS FROM...

ESPNU — NE W CO L L E G E IN I T I AT I V E — TO DE B U T I N MA R C H

ESPN announced ESPNU, a multi-media college sports initiative across ESPN’s family of services, which will
include a new 24-hour television network, content and components for ESPN.com, ESPN The Magazine,
ESPN Mobile (wireless), ESPN Radio, ESPN Interactive, merchandising and more. ESPNU is scheduled to
debut in March 2005.

ESPNU CO M P O N E N T S:

Television: Event programming will be the cornerstone of the new television network, highlighted by
approximately 300 live events — primarily Division I football and men’s and women’s basketball —
in the network’s first year. Action will include regular-season and NCAA Championships. In addition,
ESPNU will offer comprehensive studio programming, replays of ABC Sports, ESPN, ESPN2 and
ESPN Regional Television games, plus specials and more.

ESPN.com: ESPN.com will brand its growing college offerings under the ESPNU umbrella.

New Media: ESPNU-branded content, promotions and interactive live elements will be featured on
ESPN Broadband, ESPN Mobile (wireless) and ESPN Interactive TV. Examples of potential plans
include personalized college alerts on mobile devices and an extensive broadband section.

ESPN The Magazine: ESPN The Magazine plans to present ESPNU offerings, such as inserts, within
the publication.

ESPN Radio: ESPNU elements will be part of ESPN Radio’s expansive college programming.

ESPN Enterprises: Other ESPNU components will be developed across additional ESPN entities,
including ESPN Enterprises which plans to introduce ESPNU merchandise.
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ESPN LAU N C H E S ESPN PAY- PE R- VI E W WE B S I T E

ESPN Pay-Per-View (ESPN PPV), a leader in the sports pay-per-view arena, launched a consumer sports Pay-
Per-View website (www.espnppv.com or www.espnpayperview.com), to provide fans with the information
about ESPN PPV.

The new website will provide consumers who subscribe, or are interested in subscribing to ESPN PPV, a
chance to educate themselves on the service.  It will include details on subscription packages and pricing,
blackout information, and schedules.  Cable and satellite distributors that carry ESPN PPV can be linked to
the new ESPN PPV website so consumers can sign-up for the service online.

http://www.espnppv.com
http://www.espnpayperview.com


ESPN DI G I TA L CE N T E R DE B U T S !
The ESPN Digital Center opened in Bristol, Connecticut on June 7, 2004 as one of the world’s largest HD
facilities.  It is one of the most technically sophisticated television production facilities outfitted as an all-
encompassing digital facility.

During Disney’s Q3 Earnings conference call, Bob Iger, Disney’s President and COO stated:  “ESPN contin-
ues to be a leading innovator in the cable world with new programming designed for the vast array of new
technologies becoming available to consumers around the world. In June we opened the ESPN Digital Center,
one of the most technically sophisticated television production facilities in the world.

At a total capital investment of approximately $160m, the center will allow for 4,000 hours of programming
originally produced in high definition each year, and will be home to all ESPN Bristol-based studio shows,
including SportsCenter.

Furthermore, the digital programming produced at this facility will be distributed across multiple platforms
including broadband and wireless. We’re confident that this continued investment will pay off in strong earn-
ings growth for years to come.”

ESPN UN V E I L S ESPN2 HD
Another chapter in ESPN’s history was recently announced: the January 6, 2005 launch of ESPN2 HD, the
company’s second high-definition sports service.

ESPN2 HD will launch as a simulcast of ESPN2 and will include over 100 live telecasts in its first year of
operation – featuring college football plus men’s and women’s and college basketball, the Little League World
Series, Major League Baseball, and the National Hockey League – originally produced and distributed in high-
definition television.  

Together, ESPN HD and ESPN2 HD will immediately offer viewers over 6,000 hours of originally produced
high-definition programming and over 2,000 original programs.  The combination of the two high-definition
services with the construction of the ESPN Digital center, one of the most sophisticated digital facilities in the
world, solidifies ESPN’s position as the leader in the high-definition sports arena.
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ESPN HD ADDED TO CABLEVISION’S COMPREHENSIVE HIGH-DEFINITION PROGRAMMING SLATE

ESPN Inc. and Cablevision Systems Corporation announced that ESPN HD has been added to Cablevision’s
expansive high-definition programming slate, which now features 14 HD networks available to iO: Interactive
Optimum® digital cable customers at no additional cost and the industry’s first high-definition VOD service.

Telecasts on ESPN are simultaneously available on ESPN HD 24/7 including ESPN’s flagship news program,
SportsCenter. ESPN HD plans to deliver 200 originally produced events in HD in 2004. In addition to vari-
ous studio programming, the high-definition telecast schedule includes games from Major League Baseball,
the National Basketball Association, the National Football League, college football and basketball games as
well as programs from ESPN’s Original Entertainment (EOE) division.
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DI G I TA L CE N T E R B R OA D CA S T C E N T E R

2004 1979

17,000 square feet studio space 2,000 square feet of studio space
(9,000, 5,000 and 3,000)

7,000 square feet of set storage 700 square feet of set storage

3 Production Control Rooms and 2 Digital Component Control Rooms
10 Master Control 5 Analog Control Rooms

9 Master Control

Double the size of Broadcast Center                      Space for 30 production assistants
Seats up to 63 production assistants                      and 2 highlight supervisors
and 11 highlight supervisors         

19 30

44 tape machines 600 tape machines

68 high-capacity video servers with nearly A few servers as islands
4,000 hours of online storage

DIGITAL CENTER VS. CURRENT BROADCAST CENTER

O P E N E D:

S T U D I O S :

SE T STO R AG E :

CO N T R O L RO O M S :

SC R E E N I N G RO O M:

ED I T RO O M S :

TA P E M AC H I N E S :

S E RV E R S :

Pictured above, ESPN’s state-of-the-art Digital Center in Bristol, Connecticut.



ABC SP O RT S N BA HI G H L I G H T S
The ABC Sports schedule will be highlighted by five appearances by Houston, the Los Angeles Lakers and
Miami, as well as four by Cleveland, Dallas, Detroit, Sacramento and San Antonio.  Aside from the Christmas
opener, key matchups include Houston at Miami (Jan. 30), L.A. Lakers at Houston on Super Bowl Sunday
(Feb. 6) and at Cleveland (Feb.13) and Detroit at Miami (regional coverage April 10).  The schedule concludes
on the final Sunday of the season with a great doubleheader: Indiana at Miami or Cleveland at Detroit, fol-
lowed by Dallas at the L.A. Lakers.

ESPN RA D I O N BA HI G H L I G H T S
ESPN Radio will begin its 10th season of NBA broadcasts with Houston at NBA champion Detroit on the
league’s opening night, Tues., Nov. 2, at 7:40 p.m.  Other highlights include LeBron James and Cleveland vis-
iting Miami in Shaquille O’Neal’s first home game Thursday, Nov. 4 and Miami at the Lakers on Christmas.
The schedule totals a record 30 regular-season games, up from 24, plus the All-Star Game and surrounding
activities.  Playoff coverage will include the entire Conference Finals and the NBA Finals.

ABC SP O RT S BE G I N S WI T H HE AT- LA K E R S ON CH R I S T M A S
ABC Sports’ coverage of 23 regular-season games in 18 broadcast windows, which features five weekends of
regional coverage, will begin on Christmas when Shaquille O’Neal makes his first visit back to Los Angeles to
play the Lakers at 3 p.m. ET. That game will cap off a holiday doubleheader as ESPN will show an Eastern
Conference Finals rematch with the NBA Champion Detroit Pistons at the Indiana Pacers at 12:30 p.m.  In
addition, ESPN Radio will broadcast 30 games – its most ever – plus the NBA All-Star Game and extensive
playoff action, including the entire Conference Finals and NBA Finals.

ESPN’s schedule of 72 NBA regular-season game telecasts (including seven on ESPN2) during the 2004-05
season will begin on ESPN Wednesday, Nov. 3 with Shaquille O’Neal in his Miami Heat debut visiting Jason
Kidd and the New Jersey Nets, followed by the new-look Los Angeles Lakers at Utah.  

Select regular-season and playoff games will be produced in high definition and seen on ESPN HD, as will all
games from the Western Conference Finals aired on ESPN.  ABC’s coverage will resume after Christmas with
a regionalized telecast – the first of five – on Saturday, Jan. 8, followed by 16 broadcasts on Sundays, includ-
ing six doubleheaders, starting January 30.  The networks will present an extensive playoff schedule. 

ESPN ANNOUNCES 2004-05 NBA SCHEDULE
WITH 65 TV GAMES, SEVEN ON ESPN2; 30 GAMES ON RADIO
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NEWS FROM...
The Disney Channel is expected to deliver roughly 15 new original series between fiscal
year 2004 and 2008, with expected cumulative spending of roughly $100 million during
this time on new programming.   While new show development will result in some pres-
sure on profit growth at the Disney Channel in the near term, this investment is expected to introduce a new
generation of enduring properties that can generate a base of ongoing, dependable growth for our international
networks, Toon Disney, ABC Family, ABC Saturday morning, theme parks and Disney Consumer Products.
Disney’s content creation cycle is especially important in fueling the development of international markets
where Disney branded programming is one of the most important drivers of awareness and affinity for the
Disney brand.

DISNEY CHANNEL’S SHOW PRODUCTION PLANS

FY 2004 JoJo’s Circus Lilo & Stitch (2nd season)
Dave the Barbarian
Phil of the Future
Brandy and Mr. Whiskers

FY 2005 Higglytown Heroes American Dragon:  Jake Long
The Suite Life
The Buzz on Maggie

FY05-07 2-4 series premiere on Playhouse Disney each year from FY05 
through FY07, including shows featuring Mickey, Pooh and 
Little Einstein.

3-4 series premiere on Disney Channel each year during this 
period as well, with 6 animated series and 3 live action series 
currently planned.
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FO R Q4 - PR I M E T I M E

• Up 1% in HH rating (1.56 vs. 1.55)
• Up 13% with Men 18-34 (1.35 vs. 1.19)
• Up 7% with Men 18-49 (1.36 vs. 1.27)
• Down -1% with Men 25-54 (1.39 vs. 1.40)

RATINGS UPDATE

FOR Q4 – TOTAL DAY

• Down -1% in HH rating (0.72 vs. 0.73)
• Up 18% with Men 18-34 (0.80 vs. 0.68)
• Up 8% with Men 18-49 (0.70 vs. 0.65)
• Down -2% with Men 25-54 (0.65 vs. 0.66)
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For Q4
Primetime
•  Down -5% among HH (1.8 vs. 1.9)
•  Down -10% among Total Viewers (0.9 vs. 1.0)
•  Down -13% with Kids 6-11 (4.2 vs. 4.8)
•  Down -14% with Kids 6-14 (3.7 vs. 4.3)
•  Down -14% with Tweens 9-14 (3.7 vs. 4.3)

For Q4
Total Day
•  Down -15% among HH (1.1 vs. 1.3)
•  Even among Total Viewers (0.6)
•  Down -12% with Kids 6-11 (2.3 vs. 2.6)
•  Down -17% with Kids 6-14 (2.0 vs. 2.4)
•  Down -13% with Tweens 9-14 (2.0 vs 2.3)

RATINGS UPDATE

ROUNDUP OF UPCOMING KIDS PROGRAMMING

JETIX, a newly branded programming block seen mornings on ABC Family and evenings on Toon Disney, is
the first Disney television brand dedicated to the action/adventure/comedy genre.  While JETIX represents the
outer boundaries of kids’entertainment, it never strays from the Disney core values of creativity, storytelling and
imagination.  The new series to be seen on JETIX this season are:

“Super Robot Monkey Team Hyperforce Go” — This new sci-fi anime adventure centers on a self conscious
young teen named Chiro who — with the help of five high-tech robot monkeys — transforms into the brave
fighter, bold leader and great hero he always wanted to be.  

“Dragon Booster” is a computer animated series highlighted by mythic good versus evil stories set in a time-
less world where man and dragons co-exist.  

“W.I.T.C.H.” (mid-season series) is a new action series based on Disney Publishing’s comic magazines of the
same name that have quickly become a sensation in 64 countries.  The TV series storylines will combine epic
adventure, magic and comedy through the lives of five young heroines — Will, Irma, Taranee, Cornelia, and
Hay-Lin — each chosen to be Guardians of the Veil, the border between good and evil, to maintain the natural
order of the universe…at the same time they cope with the daily trials and tribulations of being teenagers. 
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NEWS FROM... ABC FAMILY

NE W ABC FA M I LY PR O G R A M M I N G IN C L U D E S:
•  Full House – December, 2003

•  Gilmore Girls, Smallville and The Jamie Kennedy Experiment in Fall 2004

•  Grounded for Life in January of 2005

• Movies to include You’ve Got Mail, Miss Congeniality, The Perfect Storm and Twister in 2005

• Eight original movies slated to air this calendar year, with Searching for David’s Heart (Nov. 21, 
2004) and Snow (December 2004) remaining this calendar year

For Q4 (Mon-Sun 6AM – 6AM)
Total Day
•  Up 100% in HH (0.6 vs. 0.3)
•  Up 89% in Total Viewers (685 vs. 363)
•  Up 50% with Adults 18-34 (0.3 vs. 0.2)
•  Up 100% with Adults 18-49 (0.2 vs. 0.1)

For Q4 (July-Sept ‘04 vs. July-Sept ‘03)
Primetime
•  Up 29% in HH (0.9 vs. 0.7)
•  Up 31% in Total Viewers (1,095 vs. 834)
•  Up 25% with Adults 18-34 (0.5 vs. 0.4)
•  Up 25% with Adults 18-49 (0.5 vs. 0.4)

RATINGS UPDATE
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NEWS FROM... Disney Consumer Products

DISNEY MAGIC COMES TO THE DESKTOP WITH THE NEW DISNEY DREAM DESK PC
Combining the unparalleled creative magic of The Walt Disney Company with the leading names in technolo-
gy, the Disney Dream Desk PC™ was unveiled this summer.  Children represent the fastest growing segment
of personal computer users, and now they can have a great time learning, exploring, and stretching their imag-
ination with the first Disney personal computer created especially for them.

Easy for children to use on their own, or for sharing the fun with a parent, the Disney Dream Desk PC deliv-
ers value in a complete package while maintaining the highest lev-
els of performance and reliability. Designed by Disney and
frog design and built by Medion AG, the Disney
Dream Desk PC features a 14.1” Mickey-shaped
TFT LCD flat panel monitor with embedded
speakers, a DVD player, a CD writer and play-
er, and an ergonomically designed, kid-
sized mouse. The PC is also
equipped with a multimedia key-
board and a digital pen for added
fun.

Additional Dream Desk PC
peripherals, including the
Disney digital camera, Disney digital
video camera, Disney game controller and
printer, are available separately and perfectly comple-
ment the computer’s creativity software.

WALT DISNEY INTERNET GROUP

CO M CA S T, ABC NE W S, AN D WA LT DI S N E Y I N T E R N E T GR O U P SI G N

LA N D M A R K BR OA D BA N D DI S T R I B U T I O N DE A L

Comcast, ABC News and the Walt Disney Internet Group (WDIG) recently announced one of the industry’s
most comprehensive broadband content distribution deals to date. 

This agreement makes ABC News on demand video and ABC News Live, 24/7 live streaming news program-
ming, immediately and easily accessible to Comcast’s 5.7+ million High-Speed Internet customers, at no addi-
tional cost.  Comcast High-Speed Internet customers can now watch Nightline in its entirety, as well as on
demand news reports from World News Tonight, Good Morning America, This Week, 20/20 and Primetime
Live.

Comcast also recently announced that it plans to launch an online Kids Channel.  Disney will provide Disney
Connection, its broadband entertainment destination for kids ages 3–11, to support Comcast’s launch planned
for later this year. This will mark the first North American launch of the internationally popular Disney
Connection.
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D I S N E Y ’ S TO O N TOW N O N L I N E LAU N C H E S I N U K

On May 25, 2004, Walt Disney Internet Group announced that its’ critically acclaimed Disney’s Toontown
Online is now available in the U.K. (www.disney.co.uk/toontown). Hailed as the first downloadable massively
multiplayer (MMP) 3D online game for kids and families, Disney’s Toontown Online first launched in the
U.S. in June 2003 and hit the Japanese market earlier this year.

Disney’s Toontown Online has continued to gain marketplace momentum in the U.S. since its launch in June
2003 and has been attracting gamers of all ages and levels. The game has been recognized with numerous
industry awards.   Information and 3-day free trials of the domestic service are available at
www.toontown.com.



BVI DE L I V E R S $1 BI L L I O N PL U S AT IN T E R NAT I O NA L BOX O F F I C E

FO R TH E 1 0T H CO N S E C U T I V E YE A R IN RE C O R D TI M E

On August 31, 2004, Buena Vista International (BVI) crossed the $1 billion box office threshold becoming the
first international theatrical distribution company in industry history to achieve this feat for 10 consecutive
years.  This year’s box office milestone was also reached earlier in the calendar year than ever previously
achieved.

In attaining this unparalleled decade long streak (1995 – 2004), BVI has amassed a cumulative box office total
of over $12 billion – more than any other studio in the overseas sector in that period of time.  Additionally,
during this decade, BVI has notched an extraordinary 36 titles with international box office receipts worth
more than $100 million, more than any other studio during that similar time span.

YEAR OVERALL BOX OFFICE RESULTS KEY TITLES *INT’L B.O. ($MM)

2004 $1.0 bil Brother Bear $145.0
King Arthur $107.4
Haunted Mansion $104.4

2003 $1.9 bil Finding Nemo $424.9
Pirates of the Caribbean $347.5
Bruce Almighty $203.7

2002 $1.1 bil Monsters,Inc. $239.5
Signs $173.6
Lilo & Stitch $100.1

2001 $1.0 bil Pearl Harbor $251.5
Unbreakable $114.9

2000 $1.3 bil Toy Story 2 $209.8
Dinosaur $180.7
Gone in 60 Seconds $129.3

1999 $1.3 bil Tarzan $221.4
A Bug’s Life $169.8

Runaway Bride $128.3
1998 $1.2 bil Armageddon $269.8

Mulan $154.7
The Horse Whisperer $109.4

1997 $1.3 bil Ransom $146.3
101 Dalmatians $144.5
Hercules $134.5

1996 $1.1 bil The Rock $196.4
Hunchback of Notre Dame $189.3
Toy Story $159.6

1995 $1.0 bil Pocahontas $175.6
Die Hard 3 $127.0
While You Were Sleeping $100.6

* Represents box-office earned in the calendar year depicted.
Ultimate earnings across calendar years is greater.
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RELEASE SLATE FROM...
OC TO B E R -  DE C E M B E R 2004 HO M E V I D E O A N D DVD RE L E A S E S

Aladdin Special Edition October 5 The Lion King – Special Edition October 7
Raising Helen October 12 Blue Car October 14 
Bionicle 2 October 19 Mimic 3 October 14 
Mulan Special Edition October 26 George of the Jungle 2* October 21 
Baby Einstein:Baby Noah October 26 Brother Bear Sing-Along Songs October 28 
& Scrubs Phase One
America’s Heart and Soul November 2 Finding Nemo November 4
Around the World in 80 Days November 2 Eloise at the Plaza November 11
Mickey’s Twice Upon a Christmas November 9 Gerry November 11
Zatoichi November 9 Lilo & Stitch’s Island of Adventures* November 11
Eloise at Christmastime November 16       The Last Kiss November 11
A Wrinkle in Time November 16       The Music Man November 11
Home Improvement Season One November 23       Santa Claus 2 November 18 
Lizzie McGuire DVD Box Set November 23       Baby Einstein’s Numbers Nursery November 25
Volume One
Boy Meets World – Season Two November 23       Alias Season 2 December 2
The Golden Girls – Season One November 23       Pirates of the Caribbean: December 2

The Curse of the Black Pearl
Hero November 30       Lizzie TV December 9
Power Rangers Dino December 7 Love in the Time of Money December 9 
Thunder 4 and 5 
Gargoyles Season One December 7 Power Rangers:Cyber Clash December 9 
That’s So Raven: December 7 Power Rangers: Samurai Journey December 9 
Supernaturally Stylish Vol 1
“3” The Dale Earnhardt Story December 14 Recess:  1st Day of School December 9 
Mary Poppins December 14 Recess: All Growned Down December 9 
40th Anniversary Edition
The Princess Diaries 2: December 14 The Battle of Shaker Heights December 9 
Royal Engagement
The Young Black Stallion December 21 Avalon December 16 
King Arthur December 21 Freaky Friday December 16 
Where the Red Fern Grows December 21 The Osbournes December 28 

First Season Uncensored
Extreme Fitness Makeover December 28

TITLE RELEASE DATE TITLE RELEASE DATE

FY05 Q1 FY04 Q1

*Disney Video Premieres
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RELEASE SLATE FROM...     The Walt Disney Studios
TH E AT R I CA L RE L E A S E SC H E D U L E OC TO B E R TO D E C E M B E R 2 0 0 4

Ladder 49 October 1 Station Agent October 3
(Touchstone) (Miramax)
Shall We Dance October 15 Kill Bill:  V1 October 10
(Miramax) (Miramax)
Finding Neverland November 12     Veronica Guerin October 17
(Miramax) (Touchstone)
The Incredibles November 5 Brother Bear October 24
(Disney/Pixar) (Disney)
National Treasure November 19     Scary Movie 3 October 24
(Disney) (Miramax)
The Aviator December 17      Human Stain October 31
(Miramax) (Miramax)
Unfinished Life December 24      The Barbarian Invasions November 21
(Miramax) (Miramax)
Bride and Prejudice December 25      Haunted Mansion November 26
(Miramax) (Disney)
Bridget Jones: Edge of Reason December 25      Bad Santa November 26
(Miramax) (Miramax)
Life Aquatic December 25      Calendar Girls December 19
(Touchstone) (Touchstone)

Young Black Stallion December 25
(Disney/IMAX)
Cold Mountain December 25

(Miramax)

TITLE (STUDIO) RELEASE DATE

FY05 Q1
TITLE (STUDIO) RELEASE DATE

FY04 Q1



CA B L E SU B S C R I B E R S Q3 FY04
Disney Channel Subscribers (in millions)
US (a) 83.9
Latin America 5.4
Taiwan 5.1
UK 5.0
Asia (b) 2.3
Italy 2.3
Germany 2.1
Japan (g) 2.0
France 1.8
Spain 1.5
Australia (h) 1.5
Brazil 0.8
Scandinavia (e) 0.5
Portugal 0.3
Middle East 0.2

International Total 30.8
Worldwide Total 114.7
ABC FAMILY

ABC Family 87.1
Fox Kids Europe (c) 37.0
Fox Kids Latin America 14.3

UPDATE ON CABLE SUBSCRIBERS . . .

ESPN Subscribers (in millions)
ESPN 8 8 . 2
ESPN2 8 7 . 1
ESPN Classic 5 4 . 3
ESPNEWS 4 2 . 4
ESPN International (f) 1 7 0

OTHER CABLE PROPERTIES

A&E Channel* 8 7 . 5
Lifetime Channel ^ 8 7 . 5
The History Channel ~ 8 6 . 2
E! Entertainment + 8 4 . 2
A&E International* (c) 5 1 . 5
Toon Disney 4 6 . 4
Lifetime Movie Channel ^ 4 2 . 5
SOAPnet 3 8 . 5
style. + 3 6 . 1
Biography* (c) 2 9 . 8
History International ~ 2 2 . 4

Please note:
This newsletter has been prepared by the Investor Relations group of The Walt Disney Company solely for the information of shareholders and potential investors in
the company.  It is not intended to be a recommendation with respect to any particular investment decision.  All information contained in this newsletter is presented
as of the date indicated below, and the company assumes no duty to confirm, revise or update the information.

Some information in this newsletter may constitute “forward-looking statements” within the meaning of the Private Securities Litigation Reform Act of 1995. These
statements are made on the basis of management’s views and assumptions regarding future events and business performance as of the time the statements are made,
and we undertake no obligation to update any forward looking statement. Actual results may vary significantly from those expressed or implied by statements in this
newsletter. Such differences may result from actions taken by the Company, including restructuring or strategic initiatives and information technology improvements,
as well as from developments beyond the Company’s control, including international, political, health concern and military developments that may affect travel and
leisure businesses generally and changes in domestic and global economic conditions that may, among other things, affect the performance of the Company’s theatri-
cal and home entertainment releases, the advertising market for broadcast and cable television programming, expenses of providing medical and pension benefits and
demand for consumer products. Changes in domestic competitive conditions and technological developments may also affect performance of all significant company
businesses. Expectations in this newsletter regarding results for the fiscal year ended September 30, 2004, are based on reported results of operations for the
Company through the end of the Company’s third fiscal quarter (June 30, 2004) and the Company’s estimation of results during the fourth fiscal quarter. Actual
results for the fourth quarter and for the fiscal year cannot be determined until financial reporting on the period and associated reviews are completed, and actual
results may differ materially from the results estimated by the Company. In addition, events occurring after the completion of the period may have a material impact
on the reported results for the quarter. In particular, the Company continues to monitor the status of its investments in leveraged airplane leases in light of recent
public information regarding Delta Airlines’financial status. Information concerning additional factors that could cause actual results to differ materially from those
in forward-looking statements is contained from time to time in the Company’s filings with the U.S. Securities and Exchange Commission, including the Company’s
annual report on Form 10-K for the year ended September 30, 2003.

November 1, 2004 – Burbank, CA

* The Walt Disney Company owns 37.5% of A&E
^ The Walt Disney Company owns 50% of Lifetime
+ The Walt Disney Company owns 39.6% of E! Entertainment
~ The Walt Disney Company owns 37.5% of The History Channel

(a)    Nielsen households; International Disney Channels reflect reported subscribers
(b)    Includes Malaysia, Brunei, Philippines, Singapore, Indonesia and Korea
(c)    Not tracked by Nielsen; reflects reported subscribers as of 6/30/04
(d)    Not used above
(e)    Channel launched February 28, 2003.
(f)    Represents number of countries and territories in which ESPN International programs,

wholly owns, or has equity interest in networks
(g)    Channel launched November 18, 2003.
(h)    Numbers include New Zealand territory following launch in December 2003
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