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D I S N E Y T O A C Q U I R E P I X A R A N I M A T I O N S T U D I O S
Long-time Creative Partners Form New Worldwide Leader in Quality Family Entertainment 

Ed Catmull Named President of the Combined Pixar and Disney Animation Studios and John
Lasseter Named Chief Creative Officer; Steve Jobs to Join Disney’s Board of Directors 

Disney Increases Stock Repurchase Authorization

Furthering The Walt Disney Company’s strategy of delivering outstanding creative content, Robert A. Iger,
President and Chief Executive Officer, announced on January 24th that Disney had agreed to acquire computer
animation leader Pixar in an all-stock transaction, expected to be completed by this summer. Under terms of the
agreement, 2.3 Disney shares will be issued for each Pixar share.

This acquisition will combine Pixar’s preeminent creative and technological resources with Disney’s unparal-
leled portfolio of world-class family entertainment, characters, theme parks and other franchises, resulting in vast
potential for new landmark creative output and technological innovation that can fuel future growth across
Disney’s businesses. Garnering an impressive 20 Academy Awards®, Pixar’s creative team and global box office
success have made it a leader in quality family entertainment through incomparable storytelling abilities, creative
vision and innovative technical artistry.

Pixar President Ed Catmull will serve as President of the new Pixar and Disney animation studios, reporting to
Iger and Dick Cook, Chairman of The Walt Disney Studios. In addition, Pixar Executive Vice President John
Lasseter will be Chief Creative Officer of the animation studios, as well as Principal Creative Advisor at Walt
Disney Imagineering, where he will provide his expertise in the design of new attractions for Disney theme parks
around the world, reporting directly to Iger. Pixar Chairman and CEO Steve Jobs will be appointed to Disney’s
Board of Directors as a non-independent member. With the addition of Jobs, 11 of Disney’s 14 directors will be
independent. Both Disney and Pixar animation units will retain their current operations and locations. 

The acquisition brings to Disney the talented creative teams behind the tremendously popular original Pixar
blockbusters, who will now be involved in the nurturing and future development of these properties, including
potential feature animation sequels. Pixar’s 20-year unrivaled creative track record includes the hits
Toy Story, Toy Story 2, A Bug’s Life, Monsters, Inc., Finding Nemo and The Incredibles. Disney will
also have increased ability to fully capitalize on Pixar-created characters and franchises on high-

growth digital platforms such as video games, broadband and wireless, as well as tra-
ditional media outlets, including theme parks, consumer products and

live stage plays. 
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A B C  R A D I O T O M E R G E W I T H C I T A D E L B R O A D C A S T I N G

On February 6, 2006 the Board of Directors of both The Walt Disney Company and Citadel Broadcasting
announced a definitive agreement to combine ABC Radio with Citadel Broadcasting.  The combined company,
to be named Citadel Communications, will be the third largest radio group in the United States, with a strong
national footprint reaching more than 50 markets.  

Following the completion of the merger, Disney shareholders will own approximately 52% of Citadel
Communications and The Walt Disney Company will retain $1.4 to $1.65 billion in cash depending on the
market price of Citadel Broadcasting at the time of closing.  Citadel shareholders will own the remaining 48%
of the combined company. Valued at approximately $2.7 billion, the deal is expected to be completed by the
end of the year, subject to regulatory approvals. 

As part of the transaction, 14 FM and 8 AM ABC radio stations in nine major markets will join Citadel
Communications.  In addition, the merger includes the ABC Radio Networks, which create and distribute pro-
gramming to more than 4,000 affiliates, including popular programs such as Paul Harvey News and Comment,
The Sean Hannity Show and The Tom Joyner Morning Show.

Under the outstanding leadership of John Hare and his team, these operations have consistently delivered
industry-leading performance, generating revenue in 2005 of approximately $575 million and operating income
of approximately $200 million.  

Farid Suleman, Citadel Chief Executive Officer, will be CEO and lead the new company.  Suleman, a seasoned
industry leader with both radio station and radio network experience, has publicly expressed his admiration and
high opinion of ABC Radio’s management team, which is likely to be involved in the management of the ABC
Radio assets going forward.  

After the transaction, Citadel Communications will be comprised of 177 FM stations and 66 AM stations in the
nation’s leading markets, in addition to the ABC Radio Networks.  As a company focused exclusively on the
radio business, Citadel Communications will have the benefit of scale in an increasingly competitive industry.

Listeners of ABC News Radio will continue to enjoy the same broadcasts on their favorite radio stations.
Through an exclusive 10-year licensing agreement, Citadel Communications will deliver ABC News Radio
programming to terrestrial radio stations.  Disney will continue to retain rights to deliver ABC News content in
other formats such as broadband, wireless and satellite.  

ESPN Radio and Radio Disney are not included in the transaction. 



A B C  R A D I O S T A T I O N G R O U P :

TR A N S AC T I O N PRO C E S S

Prior to the merger with Citadel Broadcasting, Disney will distribute ownership of the ABC Radio entity to
Disney shareholders in either a spin-off or split-off transaction.  Disney will determine which approach it will
take later in the year based on market conditions and other considerations at the time.   A spin-off would pro-
vide a pro-rata distribution of shares to Disney shareholders.  A split-off would allow Disney shareholders the
opportunity to exchange Disney shares for stock in the radio business.  Under terms of the transaction, Disney
will retain $1.4 to 1.65 billion in cash depending on the market price of Citadel Broadcasting at the time of
closing.  The deal is structured as a “reverse Morris Trust” transaction and is expected to be tax-free to Disney
shareholders for federal income tax purposes. Completion of the transaction is subject to the receipt of regula-
tory approval and a positive IRS ruling.

CI TA D E L BROA D C A S T I N G

Citadel Broadcasting currently owns and operates 163 FM and 58 AM radio stations in 49 markets located in 24
states across the United States.  Its well-clustered radio station portfolio is diversified by programming formats,
geographic regions, audience demographics and advertising clients.

New York, NY
WABC – AM
WPLJ – FM

Washington, D.C.
WMAL – AM
WRQX – FM
WJZW – FM

Atlanta, GA
WKHX – FM
WYAY – FM

Detroit, MI
WJR – AM
WDRQ – FM
WDVD – FM

Chicago, IL
WLS – AM
WZZN – FM

Minneapolis, MN
KQRS – FM
KXXR – FM
Drive 105 – FM

Dallas, TX
WBAP – AM
KSCS – FM
KTYS – FM

Los Angeles, CA
KABC – AM
KLOS – FM

San Francisco, CA
KGO – AM
KSFO – AM
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The merger includes syndicated
programs on ABC Radio Networks
such as Paul Harvey News and
Comment, The Sean Hannity Show and
The Tom Joyner Morning Show.



ON FEBRUARY 6, 2006 THE WALT DISNEY COMPANY REPORTED
EARNINGS FOR THE FIRST QUARTER ENDED DECEMBER 31, 2005.

•  EPS for the first quarter totaled $0.37 versus $0.33 in the prior-year quarter

• The Company reported operating income growth at Parks and Resorts, Media Networks and Consumer  
Products, offset by lower results at Studio Entertainment

•  During the first quarter, the Company repurchased 49 million shares for approximately $1.2 billion 

“I am encouraged by the solid momentum in our earnings and the financial and creative strengths that underpin
these results,” said Robert Iger, President and CEO of The Walt Disney Company.  “We continue to focus on
our strategy of creating the finest content, embracing leading edge technologies, and strengthening our global
presence and in doing so, we are confident in our ability to deliver long-term success across each of our busi-
nesses.   Our recently announced plan to acquire Pixar advances our efforts against each aspect of that strategy.
In addition, today’s announcement of our proposed combination of the ABC Radio business with Citadel
Broadcasting underscores our commitment to maximizing the value of our assets for our shareholders, while
focusing our capital and management resources toward our core businesses.”

Q1 FY06 EA R N I N G S RE M A R K S F ROM BO B IG E R:

Our Company’s focus on creativity and innovation, much of it behind the Disney
brand, has led to strong consumer response across our businesses. By directing
more resources to producing Disney branded content we reinforce our overall
brand strength in family entertainment, and provide more opportunities to expand
Disney in global markets.

At the Walt Disney studios we released the first installment of the Chronicles of
Narnia: The Lion, The Witch and The Wardrobe in partnership with Walden Media
to great commercial success globally. To date this film has become one of the

largest grossing Disney live action films in history with a worldwide box office of $649 million to date. These
box office results reflect the enormous franchise potential of this property which we expect will continue with
the release of our second film in the series, which is called Prince Caspian, slated to hit theaters in December
of 2007.

Beyond the studio, our video games unit experienced strong results with its Narnia offering last quarter, selling
2.2 million units at retail. And because it is part of our strategic shift to self-publishing, we’re capturing a much
higher percentage of the gross receipts than we did under previous licensing relationships. Again, with univer-
sally appealing content driving Narnia, the long term potential of franchises like this for existing businesses
including our parks and consumer products, in addition to emerging businesses like the iPod and HD DVD, is
significant.
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Our media networks group continues to record strong performance driven by outstanding programming. ABC
tied for first place among Adults 18-49 during the November sweeps, due to the quality of its programming
which is driving both critical and commercial success.  Series such as Desperate Housewives, Lost, Grey’s
Anatomy, Extreme Makeover: Home Edition, and more recently Dancing with the Stars, demonstrate the value
of great content.  And, we own these scripted dramatic series, which provide us with enormous opportunities to
pursue new business models domestically and internationally.

ESPN also enjoyed strong ratings during Q1 with the last week of the quarter becoming ESPN’s highest rated
week in history, underscoring the ongoing incredible appeal and value of the network to consumers, distribu-
tors and advertisers. In all of 2005 the combined audience for ESPN’s four-most widely distributed networks
reached a record high and we’re very pleased to see fiscal 2006 off to a solid start as well. However, as strong
as our first quarter was, it is important to note that we’re managing our businesses for the long term, not quar-
ter by quarter. This means our decision-making in some instances may challenge well-established business
models or practices in the near term so that benefits can be captured over the long run. The Apple iPod deal
that was announced during the quarter is a clear example of our vision for the digital future.

Our relationship with Apple positions our Company in the forefront of emerging distribution platforms that sat-
isfy people’s demand for our content in an entirely new way.  Given our first mover position with Apple, and
the strength of our ABC, Disney Channel and ESPN content, our long-form programming is among the top
video purchases at the iTunes store, with over 2.5 million downloads to date. Our early success clearly illus-
trates how valuable content is when married with great platforms and great consumer electronics.

Distributing our content on iTunes was also the right deal for Disney based on the platform’s environment and
protection for our content, the economics of the deal, and the consumer experience, all of which remain key
factors as we look to new means to apply technology, and extend the distribution for our content. While these
results are encouraging, we believe the real benefits of our leadership position will likely be realized in the
future, when handheld wireless devices will be more widely adopted and as we strike new deals that potentially
yield additive revenue streams for our content. You should look for us to be active in this area.

Along these lines, we’re furthering our multi-platform approach to extending the ESPN brand with our MVNO
initiative, Mobile ESPN, which began its wide national launch during the SuperBowl.  Mobile ESPN is the first
mobile phone offering with Internet access designed to meet the specific needs of sports fans, by giving each
fan real-time access to personalized scores, stats, breaking news, audio and video highlights, and unique ESPN
content. We do not take responsibility for putting any marriages in jeopardy with this phone in the marketplace.
This venture is an important step in the direction of getting closer to our consumers, as we will have a direct
relationship with our Mobile ESPN users versus through a distributor. In addition to diversifying our overall
revenue mix at ESPN this relationship opens the door to significant opportunities to market new products and
services directly to our consumers based on their interests, and generate new revenue streams well into the
future.

An important component of ESPN’s ongoing success is our ability to deliver fans the best in sports program-
ming. To that end ESPN, along with ABC Sports, struck a content-rich agreement with NASCAR in December
and extended their long-term relationship with World Cup Soccer. In a competitive environment where rights
fees are on the rise it’s critical that we are selective and strategic in our approach to content acquisition. In
addition, it’s essential we serve our fans with great sports programming when and where they want it. ESPN is
a brand that extends across multiple platforms from TV to print to broadband and wireless.  Therefore, our pro-
gramming deals include a broad array of rights to provide content to power all these businesses.



Disney also ended the quarter on a high note in our parks segment, with our domestic resorts setting a record
for holiday season attendance. This was due to the strength of our industry-leading theme parks propelled by
the ongoing excitement of our 50th anniversary celebration which continues throughout this fiscal year. Going
forward we’re enhancing our parks with innovative entertainment experiences in a balanced, measured way
that keeps capital expenditures manageable while driving increased attendance and higher margins.
Furthermore, having John Lasseter as the principal creative advisor in the creation of new attractions world-
wide will put us in a stronger position to more fully develop our franchises from the movie screen to a more
immersive 3D entertainment experience at our parks.

For its first full quarter of operation, Hong Kong Disneyland also experienced very strong attendance during
this December holiday period, and extremely successful results for last week’s Chinese New Year holiday,
including four consecutive days in which the park was sold out. With guest satisfaction measurements at the
Hong Kong Disneyland resort extremely high, we have a strong basis to build affinity for the Disney brand in
the region. And our efforts are not limited to the park.  We also are increasing our investment in local content
with our recent announcement of our first Disney branded live-action film produced entirely on the mainland,
in partnership with The China Film Group as well as further content development through our consumer prod-
ucts and wireless offerings.

Lastly, as discussed in the past, our radio business is among the best managed in the industry, and has generat-
ed great results. However, given our strategic priorities, the merger of these assets with Citadel Broadcasting
makes sense for Disney. Together, ABC Radio and Citadel Broadcasting are a perfect strategic fit that will cre-
ate one of the country’s largest radio station groups. Our proposed combination of the ABC Radio business
with Citadel Broadcasting underscores our commitment to maximizing the value of our assets for shareholders,
while focusing our capital and management resources towards our core businesses. Looking to the future, we’ll
continue to carefully monitor and analyze consumer behavior and new technology developments to assess how
best to evolve our businesses, either by adapting current business models or creating entirely new ones.

More and more consumers are demanding content across multiple platforms and to drive growth we know it is
essential that we deliver our content on a well-priced and well-timed basis to our customers globally. Although
it’s difficult to predict what models will prevail in a digital world, as a Company we won’t let traditional prac-
tices get in the way of best serving the interests and demands of our consumers, and we’re committed to inno-
vation and experimentation as it relates to new media developments. This means we fully understand the value
of taking intelligent risks when a compelling new opportunity arises, just as we did with Apple’s iTunes. We do
not intend to watch consumer behavior change while our business models lag.

In closing, we believe that adopting a consumer-focused, long-term approach is the best way to manage and
grow our businesses and deliver strong and consistent returns on invested capital. It enables us to keep our eye
on the horizon, thereby building real growth and creating true value in the years to come.
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Q1 FY06 EA R N I N G S RE M A R K S F ROM TOM STAG G S:

The ABC Radio group represents a great set of assets and, under the leadership of
John Hare and his team, this business has consistently delivered industry-leading
performance.  Last year ABC Radio generated $200 million in operating profit for
us. That said, we believe we have the right strategic partner, and an efficient deal
structure that allows us to optimize the value of this business for our shareholders. 

As part of the transaction, we anticipate leveraging the ABC Radio business and
retaining the proceeds from that $1.4 to $1.65 billion in borrowings. In addition,
our shareholders will receive stock in the radio business that will equate to
approximately 52% of Citadel’s total post-transaction shares. We’ll distribute this

new stock to our shareholders either through a spin or a split-off, depending on market conditions at the time
the deal closes. The combination of debt that we expect to raise on the ABC Radio entity and the stock we will
receive based on Citadel’s current price comes to roughly $2.7 billion.  Assuming that we receive regulatory
approvals and a positive IRS ruling, we expect the transaction to close some time this fall.

The ABC Radio and Pixar transactions are obviously separate decisions and events. But the two transactions
are both evidence of our focus on allocating capital towards our strategic priorities and especially those
endeavors that can enhance our long term competitive advantages. The benefit of this capital allocation
approach is also illustrated by our theme parks performance, where investments we have made in new hotels,
attractions and entertainment - most recently in connection with our 50th anniversary celebration - are paying
off.

Our parks’ performance in Q1, which included record holiday attendance, was a highlight of the quarter. On a
fully consolidated basis, theme parks revenues were up 13% and profits rose 51%, with double-digit increases
coming at both our domestic and partially-owned international resorts. The 50th anniversary celebration is res-
onating especially well at the Disneyland resort where attendance for the quarter was up 18%. We saw increas-
es in each guest segment, with local and domestic visitation both up by more than 20%. Per capita spending at
our Disneyland parks was also up by 18%. On the hotel side, West Coast occupancies increased by over 6 per-
centage points to roughly 96% and per room spending grew by 11%. 

At Walt Disney World, we also saw positive trends. Attendance grew by 5% for the quarter, led by 15% growth
in international visitation. Per capita spending at our Florida parks rose by 3%. Hotel occupancy was up mod-
estly to 83%, with per room spending up 9%, due primarily to increased room rates. 

Looking ahead, rooms on the books at our domestic parks for Q2 are trending slightly ahead of last year, how-
ever it’s worth noting that the later timing of Easter this year results in 8 fewer vacation days in Q2 this year
than last.

As Bob mentioned, Hong Kong Disneyland also contributed to this quarter’s favorable performance, especially
since last year at this time we were recording pre-opening expenses for Hong Kong that dampened our results. 

At Media Networks, the continued creative success at the ABC Network in Q1 is showing in viewership as
well as financial results. For Q1, primetime revenues came in at more than 35% above Q1 last year, driven by
ABC’s strong ratings, last spring’s successful upfront and scatter CPMs that were up high single-digits versus
upfront levels.



The ad market has remained strong so far in Q2, where we’re seeing CPMs trending low double digits ahead
of upfront pricing. Ad sales at our TV stations increased by 3% for the December quarter and for Q2 so far, our
TV stations are pacing 8% ahead of last year driven by SuperBowl ad sales. Our cable networks continue to
deliver robust ratings and we saw double-digit growth in ad revenue at both ESPN and ABC Family in Q1.
Total revenue for the cable group was up only modestly, as ESPN’s carriage agreements caused us to defer
more than $100 million more in affiliate revenue from Q1 versus what we deferred last year.

As the preeminent brand in sports media, ESPN continues to build value for our shareholders. The March quar-
ter for ESPN has gotten off to a good start with this year’s college Bowl season, and ad sales so far in Q2 at
ESPN are running mid single-digit percentages ahead of the prior year. At our other cable channels, we contin-
ue to invest in programming and we are seeing this investment pay off in solid ratings, even though that spend-
ing has dampened current results somewhat. 

For calendar 2005, the Disney Channel was rated the #1 basic cable network in primetime with kids 6-11 and
Tweens 9-14, for the third consecutive year. At ABC Family, as I mentioned, we generated double digit ad
growth again in Q1, although our programming investment more than offset those gains. 

At the studio, as anticipated, we faced difficult comparisons to last year’s December quarter which included
the theatrical release of The Incredibles and National Treasure and a relatively stronger slate of home video
releases.  Those differences showed up in our financial results.  Nonetheless, Q1 was a success creatively for
Disney-branded titles at the studio, led by the tremendous performance of Chronicles of Narnia and strong
results from Chicken Little.

We believe that two of Disney’s key advantages are the strength of our brands and our ability to leverage suc-
cessful content across a range of businesses. These advantages were evident at Consumer Products this quarter,
where operating profit at Buena Vista Games increased substantially in Q1, due to the success of games based
on The Chronicles of Narnia and Chicken Little. We’re pleased with our progress in video games and see this
business as another area where we can leverage our brands and content to generate future growth. 

The start of fiscal 2006 has been exciting and gratifying for us in many ways and going forward, we believe
we are well positioned to continue delivering growth and improving returns for our shareholders.  With that
goal in mind, I’d like to touch on some of the key drivers and swing factors that will likely impact the rest of
the year.

As we mentioned during our last earnings call, we expect our growth in fiscal 2006 to be heavily weighted
toward the latter half of the year due in large measure to a number of factors that will impact our second quar-
ter. At ESPN, we expect to defer a little over $40 million more in revenue from Q2 until later in the year ver-
sus what we deferred last year. At ABC, the SuperBowl will generate a net operating loss of approximately
$20 million given the impacts at both the Network and our stations. In Consumer Products, you should recall
that in last year’s March quarter, we booked $40 million for the recognition of license guarantee revenues from
Mattel, which, together with our increased investment in video games will create difficult comparisons for this
segment in Q2.  At the studio, fiscal 2006 will benefit from a solid creative start, with Chicken Little to be
released on home video on March 21 and Narnia, to be released on home video on April 4th.  However in Q2
home video comparisons will be challenging again as Q2 of last year included the release of The Incredibles,
which was the best selling video title of 2005, plus Bambi and The Village.

Beyond Q2, we look forward to two of the most anticipated films of the year including Cars, which opens on
June 9th, and Pirates of the Caribbean: Dead Man’s Chest on July 7th. Of course, no one can predict box office
performance with certainty - and market dynamics could impact our studio performance - but overall we
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expect meaningfully improved results for 2006 due to a better-performing theatrical slate, as well as lower
spending at Miramax.

In the second half of the fiscal year we expect robust growth driven by a successful summer at our Studio, con-
tinued momentum at ABC and ongoing strong visitation at our theme parks. The fundamental growth at ESPN,
coupled with recognition of the revenues deferred in the first half of the year will have a significant positive
impact on the second half as well.

With so many positive prospects ahead and barring a change in our outlook for the economy, we look forward
to delivering our 4th straight year of double-digit earnings growth in fiscal 2006. Assuming continued strength
in the climate for our businesses, we also remain confident in our ability to deliver double-digit compound
average EPS growth through at least 2008 off the strong base we established in 2004. Consistent with our con-
fidence in the future, the Disney Board recently increased our total available share repurchase authorization to
400 million shares.  Given our current expectations, we intend to repurchase in excess of $5 billion worth of
Disney shares over the next 12 months and target buying as many shares as we’re issuing in the Pixar transac-
tion by the end of fiscal 2007. In the December quarter, we repurchased 49 million shares at a cost of roughly
$1.2 billion. 

This is an exciting time for our Company. We are taking bold steps to create powerful, high quality content and
new opportunities to distribute that content.  At the same time, we remain focused on operational excellence
and efficiency and, most importantly, on building on the unique relationship that we enjoy with our customers
while creating lasting value for our shareholders.
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Following up on the box office suc-
cess of The Chronicles of Narnia: The
Lion, The Witch and the Wardrobe,
Walt Disney Studios and Walden
Media are teaming up to produce The
Chronicles of Narnia: Prince Caspian,
the second film based on C.S. Lewis’s
“Chronicles of Narnia” series of
books.  Pre-production has begun on
the film, which will feature the same
four child actors who starred in The
Lion, The Witch and The Wardrobe.
The film is targeted to hit theaters in
2007.

PRO D U C T I O N BE G I N S O N TH E CH RO N I C L E S O F NA R N I A: PR I N C E CA S P I A N

Narnia director Andrew Adamson on the set with the
young actors who will reprise their roles as the Pevensie
children from the first production.



Glory Road (Disney) 1/13/06 Les Choristes (Miramax) 1/14/05
Annapolis (Touchstone) 1/27/06 Aliens of the Deep (IMAX) 1/28/05
Roving Mars (IMAX) 1/27/06 Pooh’s Heffalump Movie ( D i s n e y t o o n ) 2/11/05
Eight Below (Disney) 2/17/06 Bride and Prejudice (Miramax) 2/11/05
Tsotsi (Miramax) 2/25/06 Cursed (Miramax) 2/25/05
The Shaggy Dog (Disney) 3/10/06 The Best of Youth (Miramax) 3/2/05
Stay Alive (Hollywood) 3/24/06 The Pacifier (Disney) 3/4/05

Dear Frankie (Miramax) 3/4/05
Hostage (Miramax) 3/11/05
Ice Princess (Disney) 3/18/05

Coming to theaters this summer.

TH E AT R I CA L RE L E A S E SC H E D U L E -  JA N U A RY TO JU N E

TITLE (STUDIO) RELEASE DATE

FY 2006 Q2
TITLE (STUDIO) RELEASE DATE

FY 2005 Q2

Kinky Boots (Miramax) 4/14/06 Sin City (Miramax) 4/1/05
Scary Movie 4* (Miramax) 4/14/06 Amityville* (Miramax) 4/15/05
The Wild (Disney) 4/14/06 A Lot Like Love (Touchstone) 4/22/05
Goal! (Touchstone) 5/12/06 Hitchhiker’s Guide to the Galaxy 4/29/05

(Disney)
Cars (Disney/Pixar) 6/9/06 Twin Sisters (Miramax) 5/6/05
Heart of the Game (Miramax) 6/14/06 Mindhunters (Miramax) 5/13/05
Keeping Up With the Steins 3rd Qtr ‘06 Cinderella Man* (Miramax) 6/3/05
(Miramax) Deep Blue (Miramax) 6/3/05
Stick It (Touchstone) Spring 06 The Adventures of Shark Boy 6/10/05

and Lava Girl (Miramax)
Herbie: Fully Loaded (Disney) 6/22/05

* Co-production – Miramax will not distribute domestically

FY 2006 Q3 FY 2005 Q3
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. . .O N DI S N E Y DI G I TA L 3 - D
Successful Revolutionary 3-D Experience Extended to

Next Disney Animated Feature in Select Theaters
Nationwide in Fiscal 2007

Walt Disney Feature Animation will present Meet the Robinsons in Disney Digital 3-D™, opening in theaters
during fiscal 2007.  Disney Digital 3-D™, a brand new state-of-the-art technology providing the first true
three-dimensional digital experience, was a tremendous success with the recent release of Walt Disney Pictures
Chicken Little.

Based on a bestselling
book by William Joyce,
Meet the Robinsons is
the story of Lewis, a 12
year-old genius inventor
who meets a mysterious
boy from the future
named Wilbur Robinson.
The two travel forward
in time and spend a day
with Wilbur’s eccentric
family - a day that will
change Lewis’ life forev-
er. Meet the Robinsons is
directed by Steve
Anderson and produced
by Dorothy Kim.

SE L L S OV E R 2.5 MI L L I O N

UN I T S O N DVD I N FI R S T WE E K

In its first week of availability, Walt
Disney Pictures’ Bambi II sold over 2.5 million units on

DVD in North America. The sequel to Bambi, the 1942 Academy
Award® nominated family film, Bambi II is on track to become
another Disney animated treasure.

Produced by DisneyToon Studios, Bambi II finds the young fawn
reunited with his father, who must now teach Bambi the ways of
the forest. In tribute to the 70th anniversary of the inception of
Walt Disney’s animated classic, Bambi, Walt Disney Home
Entertainment will place the Disney DVD Bambi II under
moratorium just 70 days after its street date.

PA G E 1 2

Lewis (left) and his mysterious friend from the future, Wilbur, travel in Wilbur’s time machine in
Disney’s next CGI animated film, Meet The Robinsons.



BUENA VISTA HOME ENTERTAINMENT ANNOUNCES LINE-UP OF BLU-RAY DISC TITLES

Buena Vista Home Entertainment (BVHE) president Bob Chapek announced that BVHE will begin releasing
titles in the summer of 2006 on the Blu-ray Disc format in conjunction with the hardware manufacturer’s
release of Blu-ray Disc products. Titles will include: 

• Kill Bill: Vol. 1, directed by Quentin Tarantino
• Hero, starring Jet Li
• Dark Water, starring Jennifer Connelly 
• Ladder 49, starring John Travolta and Joaquin Phoenix
• The Brothers Grimm, starring Matt Damon and Heath Ledger 
• The Great Raid, starring Benjamin Bratt
• Armageddon, directed by Michael Bay and produced by Jerry Bruckheimer
• Jay and Silent Bob Strike Back, directed by Kevin Smith
• Dinosaur, produced by Walt Disney Pictures
• Everest, narrated by Liam Neeson

These ten titles mark the first wave of an ongoing release strategy from BVHE which will support the Blu-ray
format.

At launch, BVHE’s Blu-ray titles will feature seamless, high resolution overlay pop-up menus which will
allow for a first-time-ever continuous movie play experience; dynamic and unparalleled, high-definition pic-
ture; up to 7.1 channels of surround sound; new layering coating technology which provides a scratch resist-
ance surface; and new sleek packaging. Other Disney Blu-ray feature technologies being developed include
unparalleled interactive features; simultaneous on-screen chapter selection; and compelling online content,
including web connectivity, which will allow users to connect to live events hosted by the studio and more.

DI S N E Y EN T E R S IN TO CO- PRO D U C T I O N W I T H
CE N T RO DI G I TA L A N D CH I NA FI L M S W I T H

TH E SE C R E T OF TH E MAG I C GO U R D

The Secret of the Magic Gourd, a joint venture between
Buena Vista International, Inc. (BVI), the international
theatrical distribution arm of The Walt Disney
Studios, Centro Digital Pictures Ltd. of Hong
Kong and The China Film Group Corporation,
has begun principal photography in Hangzhou,
China. The film is an adaptation of a beloved
Chinese novel written by one of the most celebrat-
ed authors of children’s literature in China, the late
Zhang Tian Yi. It also marks The Walt Disney
Studios’ first entrance into a co-production project in
China.

The Secret of the Magic Gourd is on track to finish principal
photography in early 2006. It is currently planned for a nationwide the-
atrical release in China during the second half of 2006. 
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ABC SPORTS AND ESPN CONTENT, PLUS ABC NEWS AND MORE ENTERTAINMENT
PROGRAMMING FROM DISNEY COMES TO THE ITUNES MUSIC STORE

New Offerings Include Condensed BCS Bowl
Games from ABC Sports, ESPN Sports and
Entertainment Content, News and
Entertainment Content from Disney-ABC
Television Group and Walt Disney Feature
Animation

The Walt Disney Company now offers addi-
tional programming from ESPN and ABC
Sports, ABC Entertainment and Touchstone
Television, ABC Family, ABC News, Buena
Vista Television, Disney Channel and
SOAPnet, as well as content produced by
Walt Disney Feature Animation on the
iTunes Music Store (www.itunes.com).

ESPN and ABC Sports are the first to offer
sports programming on the iTunes Music
Store, bringing fans a host of sports content. 

In addition, ESPN will continue to make
more content available, including the Best of
the X Games; “SportsCentury” interviews
from ESPN Classic’s award-winning biogra-
phy series; the popular “This is
SportsCenter” commercials; and select ESPN
Original

Entertainment programs – including “Knight School,” the forthcoming reality
program featuring Texas Tech basketball coach Bobby Knight, which will pre-
miere on iTunes. 

In addition to the ESPN and ABC Sports content, more programming from
Disney ABC Television Group will also be available on the iTunes Music
Store, including such cable programming as ABC Family’s original series
“Wildfire,” Disney Channel’s popular animated series “Kim Possible” and
“The Proud Family” and SOAPnet’s original biography series
“Soapography,” as well as ABC Entertainment and Touchstone Television
library product, including “America’s Funniest Home Videos,” and the pop-
ular 1970s Saturday morning “School House Rock” vignettes and episodes
of Buena Vista Television’s “Ebert and Roeper.”

Additionally, free, ad-supported video podcasts from ABC News will be
available, including daily segments from “Good Morning America” and
the “World News Tonight” webcast, as well as ABC News Now’s “Money
Minute,” “Medical Minute” and “Buzz Cut.” 
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PLAYHOUSE DISNEY PRESCHOOL TIME ONLINE™ LETS KIDS PLAY
AND LEARN WITH THEIR FAVORITE DISNEY CHANNEL CHARACTERS

New premium service brings preschool learning to life with rich, interactive broadband media 

Disney Online, part of the Walt Disney Internet Group, in
partnership with Disney Channel, has launched an exciting
new broadband subscription product called Playhouse

Disney Preschool Time Online™, now available for an
annual subscription fee of $49.95.  Parents can log

on to www.preschooltime.com to subscribe to the
product or to access a free trial. 

Playhouse Disney Preschool Time Online offers
parents a safe, ad-free environment where their

children can enjoy a slate of regularly updated,
fun and engaging activities that encourage learning
through play.  Hosted by “Bear” from Disney
Channel’s Bear in the Big Blue House, Preschool
Time Online was developed in conjunction with
educational experts to provide endless learning
and unlimited fun while helping preschoolers
develop important kindergarten readiness skills. 

K E Y F E A T U R E S I N C L U D E :
• Popular characters from Playhouse Disney series including JoJo’s Circus, Higglytown Heroes, Stanley,

plus Winnie the Pooh and Mickey Mouse and Pals, among others.
• A sequence of well-rounded interactive activities including puzzles and games that vary in difficulty 
based on a child’s performance.  

• A focus on development of kindergarten readiness skills including letter and number recognition and 
color and shape identification.  For example, a child can learn about numbers with JoJo by popping
balloons that are labeled with the number three. 

• Themes such as “bravery” or “sharing” that are incorporated throughout each sequenced set of activities.
• New updates every two weeks that provide a constant source of new, fun learning activities.
• Parents’ Corner area where adults can manage multiple children’s profiles and track their child’s activity.
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TO DAT E, BU E N A VI STA GA M E S HA S
SH I P P E D MO R E TH A N 2 MI L L I O N UN I T S O F
T H E CH RO N I C L E S O F NA R N I A VI D E O GA M E

Prior to Walt Disney Pictures and Walden Media’s epic feature film
release of The Chronicles of Narnia: The Lion, The Witch and The
Wardrobe, Buena Vista Games shipped more than 2 million units of the
video vame to retail outlets in North America and Europe – the largest
self-publishing initiative executed to date by Buena Vista Games.

The video game is available for the PlayStation®2 computer enter-
tainment system, Xbox® video game and entertainment system from
Microsoft, Nintendo GameCube™, Nintendo DS™, Game Boy®
Advance system and PC. 

In addition to strong retail support throughout North America and
Europe, the game is receiving positive reviews from video game
critics. IGN.com, a leading online video game site, recently award-
ed The Chronicles of Narnia video game the prestigious IGN.com
Editor’s Choice Award, an 8.3 out of 10 review score and
described the title as “a near perfect example of how to make a
movie-based video game the right way.”

DISNEY ONLINE INVITES FANS TO PLAY THE NEW
‘DISNEY PRINCESS CASTLE PARTY’ GAME

New from the Walt Disney Internet Group, the Disney Princess Castle Party game features the most recogniza-
ble Disney princess characters — Snow White, Cinderella, Sleeping Beauty and Belle — who have all been
invited to a tea party at a royal castle. 

In the game, players journey through a beauti-
ful forest playing four mini-games with their
favorite princess, using a crystal ball to guide
their way to the castle. Once players and their
princesses arrive at the castle, they are invited
to choose from more than 50 pieces of furni-
ture fit for a princess to decorate four majestic
rooms.

Disney Princess Castle Party is an activity-
filled and entertaining game for girls ages 5
and older, and is available for download for
$19.95. For more information regarding Disney
Princess Castle Party or to download, please
visit www.disneygamedownloads.com
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NASCAR RE T U R N S TO ABC SP O RT S A N D E S P N
Eight-Year Deal Includes:

•  17 Nextel Cup Races
•  “The Chase”
•  Exclusive Busch Series Schedule
•  Extensive New Media Rights 

NASCAR will return to ABC Sports and ESPN in 2007 with an eight-year, content-rich agreement featuring a
17-race Nextel Cup schedule ending with coverage on ABC Sports of the 10-race “Chase for the NASCAR
NEXTEL Cup” for the driver’s championship. It will be the first time “The Chase” will be on one network.
The agreement also features exclusive coverage of the entire Busch series, as well as a significant schedule of
related programming – qualifying and practice sessions for both series, a daily NASCAR news and information
program, a Nextel Cup pre-race show, a reality series, specials and more.

Like other recent major ESPN rights acquisitions, the agreement also provides access to a vast amount of con-
tent that will fuel ESPN International and ESPN’s extensive multimedia assets. These include ESPN HD and
ESPN2 HD; ESPN.com; Spanish-language ESPN Deportes, ESPN Deportes Radio and ESPN Deportes.com;
ESPN360 (the company’s growing interactive and customizable broadband service); Mobile ESPN (ESPN’s
mobile phone service); Mobile ESPN Publishing (the company’s wireless content licensing business); and
ESPN Radio. 

ESPN will also be NASCAR’s exclusive international sales agent worldwide (excluding Mexico and Canada)
and will have the right to air all ESPN or ABC Sports ancillary programs on its international networks.
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In 2005, ESPN reached long-term, content-rich agreements with several key rightsholders and multi-
year, multi-media distribution deals, advanced new technology applications, expanded Spanish-lan-
guage services in the U.S., and grew networks and brand extensions overseas. 

PRO G RA M M I N G AG R E E M E N T H I G H L I G H T S I N C LU D E:
• The NFL’s Monday Night Football move to ESPN in 2006
• The return of NASCAR to ABC Sports and ESPN in 2007
• An extension with Major League Baseball, featuring greater exclusivity
• An agreement with FIFA for two men’s and two women’s World Cup events through 2014
• A first-time deal to televise the Breeders Cup World Thoroughbred Championships
• Expanded U.S.-exclusive relationships with the Australian Open and NHRA
• NHL rights for ESPN Classic and new media

N E W  T E C H N O LO G Y  &  B U S I N E S S E S
Continuing ESPN’s heritage of reaching sports fans through the newest technology, 2005 featured the
debut of ESPN2 HD; the re-launch of ESPN360, a multidimensional broadband service featuring cus-
tomizable sports content and high quality video; and preparations for the formal debut in February 2006
of Mobile ESPN, the first national U.S. wireless sports phone service provider.

Further diversifying ESPN’s array of businesses, ESPNU for college sports was launched in March of
2005, and ESPN Deportes expanded with a 24-hour radio network and the ESPN Deportes La Revista
magazine.  Also, ESPN International expanded ESPN’s presence beyond U.S. shores in television, mul-
timedia initiatives and event management.

The year was also punctuated with other key developments: announcing plans for ESPN’s first signifi-
cant Los Angeles presence – a 120,000-square-foot production facility with an ESPN Zone; and increased
consumer products, plus many awards and ratings and user records.  Also, in the wake of Hurricane
Katrina, ESPN and ABC Sports combined to present a telethon raising funds for recovery wrapped around
an unprecedented Monday Night Football “doubleheader” on ABC and ESPN.  

With these programming announcements and technology initiatives at home and abroad, the integration
of ABC Sports and ESPN, and the organization of departments into six clearly defined areas – content,
technology, sales and marketing, international, finance and administration – the company is poised for
future growth.  
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ESPN became one of the first two cable networks to pass 90 million homes.

ESPN2 distribution is nearly equal with 89 million. 

SportsCenter continued to evolve and grow in popularity,
highlighted by SportsCenter Across America: 50 States in 50
Days, a summer-long tour and celebration of sports nationwide.

ESPN Original Entertainment continued to debut innovative programming, including the
critically acclaimed movies Four Minutes and Codebreakers; ESPN2 weeknight shows
Quite Frankly with Stephen A. Smith; and the first of three specials leading to the 2006
ESPN premiere of the popular boxing reality series The Contender.

ESPN Classic now reaches 58 million homes and launched three new primetime
shows – Classic Now, giving historic context to today’s sports stories, Top 5 Reasons
You Can’t Blame and Who’s #1.  Each quarter was its most-watched quarter ever.

ESPNEWS is seen in 45 million homes, added new shows The Pulse, Monday
Night NASCAR and Hockey Night and enjoyed its most-viewed year.

ESPNHD was joined by ESPN2 HD in January and they combined to
produce more than 450 events and – with MLB studio shows joining
SportsCenter and NFL programs originating at ESPN’s digital broadcast
center – 6,000 hours of programming in high definition.

ESPN Deportes expanded distribution, notably with service on DISH Network, and
expanded into radio and print with ESPN Deportes Radio, the first Spanish-lan-
guage sports radio network in the U.S., and ESPN Deportes La Revista, a monthly,
Spanish-language ESPN The Magazine in key Hispanic markets.
ESPNdeportes.com celebrated its 5th anniversary with a complete redesign.

ESPNU debuted in March, reaches 7.5 million homes and with 300 live events has expanded
ESPN’s collegiate offerings, including innovative companion shows alongside ESPN (NFL
Draft, a college football telecast primarily from “SkyCam”).  Production is based at the Charlotte
headquarters of ESPN Regional Television (ERT), the nation’s largest syndicator of college
sports programming, producing more than 740 events each year, in addition to operating events.

ESPN Pay Per View continued to provide viewers with more choice – hundreds of college
football and basketball games, premier boxing matches, content from EOE and SportsCenter
and instructional offerings – and affiliates with additional revenue opportunities.
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ESPN Radio is now heard on more than 300 full-time affiliates covering 85% of
the country; 750 stations carry some ESPN programming, including the top 50
markets and 99 of the top 100.

E S P N . c o m celebrated its 10th anniversary in 2005 and with usage peaking
near 19 million visitors monthly has been the leading sports web site every
year since launch.  Fantasy Football was offered for free for the first time
and realized triple-digit growth in registered players.  Additionally, ESPN
Insider premium content offerings have seen double-digit growth for the sec-

ond straight year, with nearly 300,000 subscribers. The high-quality ESPN Motion video feature was re-
launched in May, making nearly all video available to all users without a download.

ESPN Publishing was formed, incorporating ESPN The
Magazine and ESPN Books. ESPN The Magazine – with
1.85 million circulation – was on Adweek’s Top 10 Hot List of
mags for a fifth consecutive year, the only men’s offering ever

to do so.  A newsstand-only ESPN Fantasy Football was the top-selling title in the genre. ESPN Books
released six titles in 2005: Bill Simmons’ New York Times’ bestseller Now I Can Die in Peace; Classic Wiley:
A Lifetime of Players, Punchers, Punks & Prophets; The Best Hand I Ever Played (Steve Rosenbloom); Rules
of the Red Rubber Ball (Kevin Carroll); The ESPN College Football Encyclopedia (Michael MacCambridge)
and 2006 ESPN Sports Almanac.

ESPN360, the re-branded broadband service, reaches more
than seven million homes, including national distribution with
Verizon, and expanded its on-demand lineup of exclusive live
games, unique behind-the-scenes coverage, and in-depth analy-
sis from ESPN commentators. 

Mobile ESPN became available online in November at
www.mobileespn.com, gearing up for the national retail
launch in February. Via the Sanyo MVP, the service’s first
handset, Mobile ESPN offers one-click access to personalized

sports news and information, analysis, columns, fantasy team management, high-quality video and audio, ring
tones, graphics and more.

Mobile ESPN Publishing increased its distribution across all major
domestic carriers, as well as internationally. It currently distributes
content to more than 200 handsets, 30 carriers, 16 countries, 6 con-
tinents and 4 languages.
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I N T E R N A T I O N A L

O W N E D E V E N T S

ESPN International carries the flag for the ESPN brand to 194 countries
and territories through a variety of businesses – 29 TV networks in 12 lan-
guages, plus radio, print, internet, wireless, consumer products, and event
management.  In 2005, ESPN International celebrated the anniversary of
ESPN Brasil (10th), ESPNsoccernet.com (10th), ESPN Israel (5th), and

ESPNdeportes.com (5th).  Classic Sport Europe grew to 16 million homes in 40 countries and ESPN Latin
America enjoyed record ratings.  In April, the X Games returned to Thailand to help raise funds for tsunami
relief.  The X Games debuted in Seoul and in the Middle East with an exhibition in Dubai.  Mobile content
distribution grew to include wireless carriers in Canada, Latin America, Japan and the U.K.

Winter X Games Nine
in Colorado was watched
by a record average of
677,000 households with
primetime ratings up
33% and attendance was
a record for the venue
(fourth year). X Games
11, live for the first time
overseas and on ESPN
Deportes, debuted a
nightly lifestyle show, X
Center, and earned its
biggest audience ever
among teens.
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HO M E VI D E O A N D DVD R E L E A S E S

Secuestro Express 1/3/06 Edges of the Lord (DVD) 1/4/05
Dead Poets Society: Special Edition 1/17/06 Miracle at Oxford (DVD) 1/4/05
Good Morning Vietnam: 1/17/06 Speakeasy (DVD) 1/4/05
Special Edition
Underclassman 1/17/06 The Village 1/11/05
Venom 1/17/06 Buried Secret 1/11/05
Flightplan 1/24/06 Return Of Jafar/ 1/18/05

King Of Thieves 2-Pack*
Bambi II 2/7/06 Mulan II* 2/1/05
Best of Youth 2/7/06 Mr. 3000 2/1/05
Daltry Calhoun 2/7/06 Shall We Dance 05 2/1/05
Roger Corman: February Collection 2/7/06 Carolina (DVD) 2/1/05
Shop Girl 2/7/06 Three Steps to Heaven (DVD) 2/1/05
Disney Princess Learning 2/14/06 Growing Up With Winnie the Pooh 2/8/05
Disney Princess Sing-Along Songs 2/14/06 Pokemon 7 2/15/05
Volume Three: Perfectly Princess
Golden Girls: Season Four 2/14/06 Disney Princess Party 2 (DVD) 2/15/05
Grey’s Anatomy: Season One 2/14/06 Disney Princess Stories 2 2/15/05
Proof 2/14/06 Bambi (P) 3/1/05
Goof Troop: Volume One 2/14/06 In The Weeds (DVD) 3/1/05
Quack Pack: Volume One 2/14/06 Nirvana (DVD) 3/1/05
Lady and the Tr a m p : Special Edition (P) 2/28/06 Ladder 49 3/8/05
Baby Einstein: Meet the Orchestra 3/7/06 Felicity: Season 4 (DVD) 3/8/05
Den Of Lions 3/7/06 Popular: Season 2 (DVD) 3/8/05
ESPN Sports Century One 3/7/06 Sweet Valley High: Season 1 (DVD) 3/8/05
Howl’s Moving Castle 3/7/06 Baby Monet 3/8/05
My Neighbor Totoro 3/7/06 The I Inside (DVD) 3/8/05
The Shaggy Dog/The Shaggy D.A. 3/7/06 The Incredibles 3/15/05
Undertaking Betty 3/7/06 Gospel of John 3/15/05
Whisper of the Heart 3/7/06 Beyblade: Fierce Battle 3/22/05
Zu Warriors 3/7/06 Finding Neverland 3/22/05
ESPN: Through The Fire 3/14/06 Disney Learning Adventures 2 3/22/05
Growing Up With Winnie the Pooh: 3/14/06 Jo Jo’s Circus 3/22/05
Volume 2
Little House on the Prairie: 3/14/06 Hustle: Pete Rose 3/29/05
Volume One
Remember The Titans: 3/14/06
Director’s Cut
Winnie the Pooh: 3/14/06
Pooh’s Grand Adventure
Deuce Bigalow: 3/21/06
Little Black Book Edition
Chicken Little 3/21/06

TITLE RELEASE DATE TITLE RELEASE DATE

FY 2006 Q2 FY 2005 Q2
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FY 2006 Q3 FY 2005 Q3
ESPN Sports Century 2 4/4/06 Reform School Girls (DVD) 4/5/05
The Chronicles of Narnia: The Lion, 4/4/06 Runaway Daughters (DVD) 4/5/05
The Witch & The Wardrobe
Winnie the Pooh: Shapes And Sizes 4/4/06 Sacred Planet 4/5/05
Winnie the Pooh: 4/4/06 Steal (DVD) 4/5/05
Wonderful Word Adventure
The Greatest Game Ever Played 4/11/06 Darkness 4/26/05
An Unfinished Life 4/11/06 Nameless (Sin Nombre) (DVD) 4/26/05
Pooh’s Grand Adventure: 4/11/06 National Treasure 5/3/05
The Search for Christopher Robin
Deep Blue 4/11/06 Pocahontas 5/3/05
Walt Disney’s Classic 4/11/06 The Chorus (DVD) 5/3/05
Cartoon Favorites Vol. 10-12
Spymate 4/11/06 Three Amigos (DVD) 5/3/05
Everything You Want 4/25/06 Kim Possible: So the Drama 5/10/05
Jo Jo’s Circus 4/25/06 Last Shot (DVD) 5/10/05
Little Einsteins: 4/25/06 Life Aquatic 5/10/05
Team Up for Adventure
Shadows in the Sun 4/25/06 Spanish Fly (DVD) 5/10/05
Delicatessen 5/2/06 Buddies (DVD) 5/17/05
Dinosaurs: The Complete First 5/2/06 Golden Girls 2 (DVD) 5/17/05
& Second Seasons
The Warrior 5/2/06 Scrubs: Season 1 (DVD) 5/17/05
Ritual 5/2/06 Pooh’s Heffalump Movie 5/24/05
Casanova 5/9/06 Hellraiser 7 (DVD) 6/7/05
Golden Girls: Season 5 5/9/06 Home Improvement: 6/7/05

Season 2 (DVD)
Kim Possible 5/9/06 Power Rangers SPD 1 6/7/05
Scrubs: Season Three 5/16/06 Prophecy 4 (DVD) 6/7/05
Crimson Tide: 5/16/06 Spider-Man: Venom 6/7/05
Unrated Extended Edition
Con Air: Special Edition 5/23/06 Tokyo Pig (DVD) 6/7/05
Enemy Of The State: Special Edition 5/23/06 Tarzan 2* 6/14/05

Tilt (DVD) 6/14/05
Cursed 6/21/05
Hostage 6/21/05
Cadet Kelly 6/28/05
Even Stephens 6/28/05
The Pacifier 6/28/05
The Woodlanders 6/28/05
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(DVD) denotes DVD-only release
(P) denotes Platinum Edition

Remainder of Q3    -     TBA



WALT DISNEY WORLD RESORT LAUNCHES OFFICIAL WEEKLY PODCAST
FEATURING EXCLUSIVE INTERVIEWS, BEHIND-THE-SCENES CONTENT

Walt Disney World Resort took listeners inside the world’s No. 1 vacation destination when “Walt Disney
World Resort: Plugged In,” a weekly podcast, debuted Dec. 25 as part of the “Happiest Celebration on Earth,”
a global commemoration of 50 years of Disney theme parks. 

Hosted by David Brady, the official Walt Disney World podcast will feature a lively mix of exclusive content
including behind-the-scenes tours of Disney’s four Florida theme parks, celebrity interviews, news about
upcoming events and conversations with Walt Disney Imagineers, the
men and women responsible for the design, creation and expansion of
the company’s theme parks and resorts. 

Listeners can subscribe to the free audio program at
disneyworld.com/podcast or through the iTunes Podcast Directory. The
podcasts are being produced exclusively for the fast growing medium
and can be enjoyed at the listener’s convenience with a computer or
portable audio player such as the Apple iPod. 

“Walt Disney World Resort: Plugged In” joins several official podcasts
from The Walt Disney Company, including free programs from Disney
Online, Radio Disney, ABC, ESPN and the Disneyland Resort.

DISNEYLAND ADDS NEW ATTRACTION
The Disneyland 50th anniversary celebration continues in full swing as the Disneyland Resort rolled-out the
spotted, blue carpet on Sunday, January 22 in a gala Hollywood-style premiere for the grand opening of its all-
new attraction “Monsters, Inc. Mike & Sulley to the Rescue!” The new attraction, based on the blockbuster
Walt Disney Pictures presentation of the Pixar Animation Studios film, Monsters, Inc., is located in the

Hollywood Pictures Backlot section of Disney’s
California Adventure park at the Disneyland
Resort. The popular film has now been trans-
formed into a fun-filled, immersive, three-dimen-
sional attraction where guests climb aboard wait-
ing taxis and hit the streets of Monstropolis to fol-
low the film’s stars Mike and Sulley on their mis-
sion of safely returning “Boo” to her bedroom. As
guests witness the chaos of a child-on-the loose in
Monstropolis they encounter the super-sneaky
Randall Boggs, the yellow-suited agents of the
CDA (Child Detection Agency) and other charac-
ters from the film. Guests will even get to see the
seemingly endless Monsters, Inc. door vault and
receive a unique, personalized farewell from the
slug-like, ever watchful factory dispatcher Roz!
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BI O G R A P H I E S O F T H E 2 N E W D I R E C TO R S… .
John E. Pepper, Jr., 67, serves as Chief Executive Officer of the National
Underground Railroad Freedom Center. Previously, he served as Vice President of
Finance and Administration at Yale University from January 2004 to December 2005.
Prior to that, he served as Chairman of the Executive Committee of the Board of
Directors of The Procter & Gamble Company until December 2003. Since 1963, he
has served in various positions at Procter & Gamble, including Chairman of the
Board from 2000 to 2002, Chief Executive Officer and Chairman from 1995 to 1999,
President from 1986 to 1995 and director from 1984 to 2003. Mr. Pepper serves on
the board of Boston Scientific Corp. and is a member of the Executive Committee of
the Cincinnati Youth Collaborative.

Orin C. Smith, 63, was President and Chief Executive Officer of Starbucks
Corporation from 2000 to 2005. He joined Starbucks as Vice President and Chief
Financial Officer in 1990, became President and Chief Operating Officer in 1994, and
became a director of Starbucks in 1996. Prior to joining Starbucks, Mr. Smith spent a
total of 14 years with Deloitte & Touche. Mr. Smith is a director of Nike, Inc. and
Washington Mutual and serves on the Advisory Board for the University of
Washington School of Business, the University of Washington Medicine Board of
Directors and the Board of Directors of Conservation International.
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DI S N E Y BOA R D O F DI R E C TO R S EL E C T S PE P P E R A N D SM I T H

In addition to the recent appointment of Steve Jobs to the Disney board, The Walt Disney Company welcomed
John E. Pepper, Jr., former chairman and CEO of Procter & Gamble and Orin C. Smith, former president and
CEO of Starbucks Corp. as new independent members of Disney’s Board of Directors, effective January 1,
2006. With the election of Pepper and Smith, 11 of 13 directors on Disney’s current Board are independent. 

“By growing, cultivating and protecting some of the best known brands worldwide at Procter & Gamble and
Starbucks, John and Orin bring invaluable global perspectives as well as proven commitments to social respon-
sibility,” said Senator George J. Mitchell, Disney chairman. “Disney shareholders will benefit from their
decades of world-class leadership, finance and high profile consumer brand experience.” 



12/31/2005 1/1/2005
ESPN # Nielson # Nielson

Households       Households
(in millions)       (in millions)

ESPN 90.1 89.0
ESPN2 89.2 88.0
ESPN Classic 58.4 54.8
ESPNEWS 45.5 full-time     42.7 full-time
ESPNU 8.0 launched 3/4/05

Other Cable Properties

A & E Channel 89.4 88.3
Lifetime Channel 89.6 88.2
The History Channel 88.6 87.2
E! Entertainment 86.9 85.5
A & E Int’l (b) 61.6 52.8
Toon Disney 50.8 47.5
Lifetime Movie Channel 49.6 43.2
SOAPnet 46.8 39.4
Style 41.4 38.2
Biography 34.9 30.7
History Int’l (b) 34.6 24.0

12/31/2005 1/1/2005
Disney Channel # Subscribers # Subscribers 

(in millions) (in millions)
United States (a) 87.0 85.3
Latin America (b) 10.8 6.4
Taiwan 5.3 5.1
United Kingdom 4.9 5.0
India (c) 3.3 0.0
Italy 3.3 2.7
Asia (d) 3.1 2.7
Scandinavia (e) 2.7 0.6
Japan (f) 2.6 2.2
Germany 2.3 2.1
Australia (g) 1.8 1.7
France 1.8 1.8
Spain 1.8 1.5
Portugal 0.3 0.3
Middle East (h) 0.2 0.2

Int’l Sub-Total 44.1 32.3
Worldwide Total 131.1 117.6

ABC Family Channels

ABC Family 88.7 87.7
Fox Kids Europe (b) 41.8 37.8
Fox Kids
Latin America (b) 10.7 14.3

(a) Nielsen households; International Disney Channels reflect reported subscribers.
(b) Not tracked by Nielsen.
(c) Channel launched December 17, 2004.
(d) Includes Malaysia, Brunei, Philippines, Singapore, Indonesia, Korea, Thailand, 

Palau, Vietnam, Hong Kong and China.
(e) Channel launched February 28, 2003.
(f) Channel launched November 18, 2003.
(g) Numbers include New Zealand following launch in December 2003.
(h) Estimated data.
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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 par-
ticular 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 based on management’s current plans and expectations and
are subject to uncertainty and change.  Actual results may vary significantly from those expressed or implied by statements
in this newsletter.  More detailed information about factors that may affect future performance is set forth in the company’s
filings with the Securities and Exchange Commission, including the company’s annual report on Form 10-K for the year
ended October 1, 2005. 

February 24, 2006 – Burbank, CA


