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‘PIRATES II’ STILL MAKING WAVES
Disney’s Pirates of the Caribbean: Dead Man’s Chest continues its successful run at the
domestic and international box office. The film ranks as the third most popular title on a
worldwide basis in industry history, as it continues to delight audiences around the globe.
“Pirates” has come to represent perhaps Disney’s biggest cross-platform franchise ever.
For further detail, continue to page 10…

TWDC ANNOUNCES Q3 FY06 EARNINGS
On August 9th, The Walt Disney Company announced Q3 FY06 earnings for the third quarter and
nine months ended July 1, 2006. Diluted earnings per share (EPS) for the third quarter increased
36% to $0.53, compared to $0.39 in the prior-year quarter. For the nine-month period, EPS
increased 24% to $1.28, compared to $1.03 in the prior-year period. Tom Staggs, Disney’s

Chief Financial Officer stated, “We’re now three-quarters of the way through our
2006 fiscal year and are well on our way to delivering our fourth straight year of
double-digit earnings growth. In fact, in those first three quarters, we earned
approximately the same in net income as we did for all of last year. We also expect
that strong earnings will help us deliver our highest level of free cash flow in the
Company’s history.” For further detail, continue to page 3…

ABC FALL PREMIERE SCHEDULE REVEALED
ABC announced its fall premiere dates, including the highly anticipated return of all-new
episodes of Dancing with the Stars, Desperate Housewives, Grey’s Anatomy, Lost and
20/20, and the debuts of some of the most talked about new shows of the coming season,
including Brothers & Sisters, Day Break, Help Me Help You, MEN IN TREES, Six
Degrees, The Knights of Prosperity, The Nine and Ugly Betty.
For further detail, continue to page 15…

JOHN PEPPER ELECTED CHAIRMAN OF THE BOARD
The Walt Disney Company Board of Directors recently elected independent Disney
Director and former Procter & Gamble Chairman and CEO, John E. Pepper, Jr., to serve
as non-executive Chairman of the Board, effective January 1, 2007.
For further detail, continue to page 9…

DISNEY PARKS AND RESORTS IS ‘WHERE DREAMS COME TRUE’
Disney Parks recently announced a global initiative, “Where Dreams Come True,” which
will unify its global efforts like never before and go to the very heart of what makes
Disney Parks unique. For further detail, continue to page 29…
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Bob Iger
President and Chief Executive Officer,

The Walt Disney Company
“I am pleased to report that the strength of our earnings reflects solid performance across all of our segments. While Tom will provide greater detail shortly,
I’d like to briefly offer a couple of observations and some thoughts about
where we see the Company going in the future. On the last several earnings
calls, we’ve discussed our continuing efforts to invest in the quality of our
brands and content to best position Disney to deliver growth and shareholder value over the long term. Our
current success is a direct outgrowth of this focus. Our results also demonstrate Disney’s unique ability to capitalize on great content across multiple businesses, platforms and markets.
Some highlights – Disney/ Pixar’s Cars is a great example of this ability. It’s the number one animated movie
of the year and ranks as the number two domestic movie of the year in total box office receipts. Cars also was
a major factor in our consumer products growth this quarter with our broadest merchandise presence of any
property since The Lion King. Cars is currently the number one boys property in the marketplace across all
categories. And at present we are putting our plans in place for aggressive programs for the holiday season to
coincide with the film’s release on DVD. And down the road, you shouldn’t be surprised to see a Cars based
attraction at one or more of our theme parks around the world. We see enormous potential for this entertainment property and believe its enduring appeal, particularly among young boys, can generate significant returns
for the Company over the long term.
The Chronicles of Narnia has also proven to be an extremely important franchise for the Company on a global
scale. Due to the universal appeal of The Lion, the Witch and the Wardrobe, Narnia is tracking to be the number one DVD title of the year in the U.S., with strong sales in international markets as well.
Disney Channel’s High School Musical continues to set performance records across multiple categories,
including Billboard’s best-selling record of the year. In fact, we’re seeing considerable strength in all video and
music categories worldwide from this franchise and this title is now our biggest TV-based DVD title.
And lastly, though not a major factor in this quarter’s results, Disney’s enormously successful franchise Pirates
of the Caribbean: Dead Man’s Chest, which opened in theaters in July, is the number one movie of the year,
crossing the $790 million mark in global box office receipts, including capturing the number one spot overseas
for the fifth consecutive weekend. Pirates has come to represent perhaps our biggest cross-platform franchise
ever.
While allocating capital in the direction of creating high-quality entertainment experiences is our number one
priority, we also are keenly focused on how to apply technology to both enhance the consumer experience and
to use it as a tool to reach more people more often.
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Digital technology is transforming the production and distribution of media and entertainment content while
globalization is opening new markets, unlocking new economic opportunity for us. With the rise in new distribution platforms worldwide, we’re launching new services to better meet the needs of our consumers, as well
as introducing new business models to diversify our revenue streams. These activities point to what is critical
to all of our efforts, our focus on consumers. With consumers continually gaining greater control over the consumption of media, we’re committed to distributing our content on a well-timed well-priced basis, on platforms that offer a great consumer experience and an appropriate environment for our content. We believe that
changes in technology and demographics create new business opportunities for content owners and creators,
many of which exist outside of traditional media and entertainment channels. So we see enormous potential for
video-based Internet and mobile delivery content and intend to exploit new business opportunities to our
advantage.
We’re just launching Disney Mobile, the first comprehensive domestic mobile phone service specifically
designed for families. The initial product reviews have been extremely positive for our unique product, including being named Editor’s Choice by PC Magazine. With the opportunity we identified in the family segment of
the market, we’re optimistic that our national marketing, advertising and retail plans that begin this month will
drive great interest among parents, tweens and young teens in our service.
Earlier this year, we launched Mobile ESPN, and while we are pleased with the quality and utility of this
mobile content service, sales have been slower to develop than we had hoped. As a result, we made some
broad changes in our marketing, selling and handset strategy to better position Mobile ESPN among targeted
consumer groups. We think there is a great opportunity to extend ESPN branded content to mobile platforms as
a way of connecting with our consumers whenever and wherever they are. Over the long term, we will continue to exploit multiple business models in the mobile space to drive revenue and affinity among our core users.
Our commitment to extend the ESPN experience across multiple platforms is a key element of our strategy.
The strength of our multimedia platform approach has been clearly demonstrated in the success we are experiencing in the cable upfront, where we are seeing strong demand in general with ESPN and sports, with revenue
and CPMs up while the majority of cable is flat to down relative to the prior year.
Key drivers of our success are ESPN’s Monday Night Football and college football, including ABC’s Saturday
Night Football, where advertisers are committing significant budgets to our multimedia platforms. Based on
our current projections, our multimedia strategy for our sports content will drive an increase in our non-TV
sales by well over 50% as compared to prior year.
At ABC, our multi-platform approach to content distribution also has led to increased ad revenue opportunities.
With considerable growth in broadband penetration, ABC.com is now an ongoing important new platform for
ABC viewers as they now have the opportunity to watch programs they may have missed on network TV.
Providing viewers with this on-demand service speaks to both our willingness to embrace new technology platforms and our goal to diversify our revenue streams. Advertisers are looking at the success of delivering programming via ABC.com as a means of forming a deeper relationship with consumers while we are better serving our viewers with our flexible service. According to our research from our two-month trial, users who
downloaded 5.7 million episodes on the service had an 87% recall of the advertising viewed, more than triple
the average advertiser recall for normal TV ads. Furthermore, the average age of our users on line is 29 years
old, a target audience that advertisers covet. We believe these strong results will encourage advertisers to innovate with us around this new platform and we believe the new source of revenue can contribute meaningfully
to our bottom line over the long run.
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Turning to international markets, last month, The Lion King stage play opened at the Shanghai Grand Theater,
bringing our award-winning musical to China for the first time and great Disney-branded content to that market in an entirely new way.
Also in Asia, two weeks ago, we acquired the children’s television channel, Hungama TV, a 24-hour Hindi language entertainment channel for kids in India, to promote our long-term strategy to build the Disney brand and
our businesses in this important region of the world.
Next month in Hong Kong marks an important milestone for the Walt Disney Company, the one-year anniversary of the opening of Hong Kong Disneyland. Tom Staggs and I, along with the Head of our Parks and
Resorts, Jay Rasulo, just toured the new attractions that opened this summer. These attractions are generating
a great response from our guests and are contributing to increased attendance at the park. Our team in Hong
Kong is focused on bolstering that momentum as we continue to refine our marketing and sales approach to
this new market. Having said that, the quality of our overall product and the high consumer satisfaction levels
we’re generating are encouraging and bode well for the long-term potential of Hong Kong Disneyland. Hong
Kong Disneyland remains an important building block of our strategy to build Disney in this region of the
world.
Our emphasis on the Disney brand is common across our businesses. Recently, we announced a strategic shift
at Walt Disney Studios, reflecting our long-term plan to produce more films under the Disney banner. Going
forward, Walt Disney Studios will produce and distribute approximately 10 Disney live-action and animated
films a year and maybe two to three Touchstone films a year, representing a more focused approach. The depth
and breath of great Disney movies range from Pirates of the Caribbean to Cars to Chronicles of Narnia. Our
new approach makes particular sense when you consider the above-market returns we have been able to earn
on Disney-branded films. Furthermore, we believe this strategic shift ultimately will benefit the entire company
as the universal appeal of titles under the Disney brand expands our global reach and provides far more significant opportunities for ancillary businesses.
In addition to this strategic shift towards Disney-branded films, we are also consolidating global movie marketing and distribution, which is an important step as we continue to adapt to the changing marketplace. With this
new strategy and global infrastructure in place, we have adapted our organization to best position this business
for ongoing success.
We are enjoying strong current financial results across our businesses. As our strategic priorities are put into
action, long-term financial performance will be the ultimate measure of our success. Through our creative
capabilities, strategic direction, the strength of our senior management team and our willingness to evolve or
change our business models or structures to best serve our consumers, we believe we are on track to deliver
sustainable and valuable long-term growth. At the same time, we will not shy away from investment opportunities that require capital investment or dampen earnings per share in the short run, if we believe these initiatives
will deliver attractive returns on our investment.
The Pixar acquisition is a great example of this type of investment. We are just a few months past the closing
of the deal, but the creative resources, energy and enthusiasm generated by this combination is even greater
than we expected.
We are also investing in the video games business and will increase this investment next year. We are doing so
with a focus on Disney-branded titles with an eye toward capitalizing on and creating core franchises for the
Company.
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We are also investing and further developing our Web presence across our major brands. With over $1.2 billion
in Internet revenues projected this year, which includes our theme park packages, our businesses are becoming
increasingly significant. In addition, we believe there is a substantial upside from the Internet for rich branded
content like ours and we intend to capture that upside. In fiscal 2007, we will launch a wholly redesigned
Disney.com that will capitalize on the unique strength of the Disney brand and content. This is in addition to
our robust entertainment offerings from our other vertical sites, ESPN 360 and ABC.com. So across our entire
portfolio, we will emphasize entertainment, commerce and community.
We also will continue to invest in our core Disney-branded content for television and other platforms around
the world. We see increased development of high-quality branded content to markets outside the United States
as an important long-term brand and profit building opportunity for us. Creative and brand strength, the application of technology and globalization are the central elements of our strategy. We’ve made creative excellence
and the focus on consumers the primary tenants of our approach and that orientation will help us adapt and
innovate to the benefit of our shareholders for the long term, just as we have demonstrated with our quarterly
results today.”

Tom Staggs
Senior Executive Vice President,
Chief Financial Officer

The Walt Disney Company
“The results we’ve posted for the quarter and the year to date are obviously
gratifying. They demonstrate the strength of our coordinated approach to
leveraging content across our lines of business. They also evidence our conviction that creative excellence and financial discipline are compatible and complementary objectives for our
Company.
We’re now three-quarters of the way through our 2006 fiscal year and are well on our way to delivering our
fourth straight year of double-digit earnings growth. In fact, in those first three quarters, we earned approximately the same in net income as we did for all of last year. We also expect that strong earnings will help us
deliver our highest level of free cash flow in the Company’s history.
And the increases we’re seeing are broad-based.
At Parks and Resorts, consolidated revenue in Q3 grew by 11%, operating income increased 26% and we
improved margins by more than 200 basis points.
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Walt Disney World attendance increased by 7% with growth across all guest segments, led by roughly 10%
growth in both resident and international attendance. Per capita spending came in just above last year.
A number of factors contributed to our success in the quarter, including the strong guest response to our newest
Florida attraction, Expedition Everest, continued positive reaction to Disney’s Magical Express and Magic
Your Way and the timing of the Easter holiday. Our Florida hotel occupancy increased by 5 percentage points
to 92% and per room spending was up 8%.
Disneyland Resort’s attendance was up slightly for the quarter and we saw continued strength in guest spending, which increased by high single digits. These increases were in spite of the challenging comparisons to the
successful launch of the 50th Anniversary Celebration last year. At our West Coast hotels, occupancies were
over 96% and per-room spending increased by 7%.
Looking ahead, our room reservations for the September quarter at our domestic resorts are running high single
digit percentages ahead of last year. However, for Q4, we will be comping against the strong quarter we had
last year, especially at Disneyland Resort. At this point, and barring unforeseen events, we expect that overall
attendance at our domestic parks will come in at or around the levels we saw in Q4 of last year.
Attendance was also up strongly at Disneyland Resort Paris, helped by the Easter shift. We also saw a favorable response in the quarter to new local marketing programs and to the opening of the new Buzz Lightyear
Laser Blast attraction in April.
In Media Networks, cable operating profit was up 15% this past quarter, driven by higher affiliate revenue due
in large measure to increased rates at ESPN. We also recognized higher deferred affiliate revenues, resulting in
a net benefit of approximately $65 million for the quarter versus last year. In Q4, we expect to recognize
approximately $85 million more in deferred revenue than we did in Q4 of last year.
ESPN finished Q3 with ratings up double digits in all key demos, with the NBA playoffs, Major League
Baseball, World Cup Soccer, and SportsCenter driving increased viewership. At ESPN2, coverage of The
World Cup drove double-digit ratings increases, making June the most viewed month ever for that network.
ESPN successfully leveraged World Cup coverage across all of its platforms, generating significant traffic for
each of them.
As we look ahead to Q4 for ESPN, it’s worth noting that we start the new Monday Night Football contract in
September and we expect that roughly 25% of the first year’s amortization will fall into Q4.
At our other cable nets, we’re continuing to invest in programming that is building our brands and our distribution opportunities. This is especially evident at the Disney Channel, where hits like Hannah Montana, The
Suite Life of Zack and Cody, and of course High School Musical drove strong double-digit increases in ratings
across all key demos. The phenomenal popularity of High School Musical has enabled us to take advantage of
both established and new distribution technologies, not only in Media Networks, but across the Company.
DVD sales of High School Musical passed the 2 million mark in Q3, soundtrack sales are strong, as Bob mentioned, and the title is number one in its 12th week on the New York Times Paperback Best Seller list.
On the Broadcasting side, we saw strong top-line growth at the network, and in Q3, ABC again saw scatter
CPMs that were double-digit percentages above last year’s upfront. For Q4 to date, scatter prices are high single-digit percentages above those upfront levels.
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Broadcasting operating profit was down overall, however, due to higher programming costs at the network
driven by our dramas, greater investment in pilots at the TV studio and increased investment in new digital initiatives, including Disney Mobile.
Our Television Station group had a solid June quarter, with Q3 ad sales up mid single digits. So far this quarter, station pacings are roughly in line with last year. Ad sales at our radio group were down mid single digits
in Q3, reflecting a soft radio marketplace. We’re seeing similar pacings so far in Q4.
Looking forward at the network, our enthusiasm for ABC’s fall schedule has been reinforced by advertisers’
reactions during the recent upfront. ABC achieved the highest increase in CPMs of any network, with overall
CPM growth of 3 to 4% and total primetime commitments of $2.3 billion.
If we can further improve our ratings momentum off of last year, we think our prospects in the scatter market
are very promising. We also held back our new media opportunities, such as MyABC.com in order to sell them
in the scatter market, which should serve us well as the year unfolds.
Studio Entertainment proved to be our best year-over-year performer for the quarter. DVD sales were strong
with worldwide DVD units growing 9% to over 69 million units, led by The Chronicles of Narnia, which sold
over 18 million units. Home video also benefited from lower distribution costs and fewer returns.
We generated very solid box office results from our theatrical slate this quarter, led by Cars, and we benefited
from less expensive Miramax titles versus the prior year.
Our success at the Studio directly influences results in Consumer Products and that was certainly the case this
quarter. Licensing operating income was up by more than 35%, due in large measure to the performance of
Cars and Pirates merchandise. This leveraging of successful film titles in other segments is an important factor
in the shift to Disney-branded films.
At Buena Vista Games, we were successful with a number of Disney-branded licensed and self-produced titles,
including Pirates of the Caribbean, Narnia and Cars, although our increased investment and title development
dampened results somewhat as we invest for future growth in this business.
Our fundamental goal is to allocate our capital in areas where we think we can generate attractive growth and
returns for our shareholders. At the same time, we continue to evaluate our existing portfolio of assets. With
this in mind, we recently entered into an agreement to sell our non-controlling 50% interest in Us Weekly for
roughly $300 million and we expect that deal to close this fall. The magazine has been managed superbly by
Jann Wenner and his team and as a result, the roughly $40 million investment we made in this asset in 2001
has generated an outstanding return.
We are also continuing to return capital to our shareholders in the form of both dividends and share repurchase.
During the third quarter, we repurchased approximately 80 million Disney shares for a little under $2.4 billion.
Taking into account the shares we purchased since the end of the quarter through the market close yesterday,
we have bought in nearly 220 million shares this fiscal year at a cost of roughly $6.2 billion.
Looking ahead to fiscal 2007, the Q1 home video release of both Cars and Pirates II will be important determinants of studio results, as will the theatrical release of Pirates III next May and Ratatouille later in the summer.
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In October, we launched the Where Dreams Come True marketing campaign for our theme parks around the
world, which we think can continue to drive demand for Disney Vacations coming off our highly successful
50th Anniversary Celebration. At ABC, the performance of our new schedule will play an important part in our
efforts to continue the resurgence of this business. And of course, at both ABC and our cable nets, the strength
of the ad market could be an important swing factor.
In Consumer Products, we will invest significantly over the next 12 to 24 months to ramp up our product and
design capabilities and merchandise licensing, in order to further our efforts in direct-to-retail and other key
account initiatives. And as Bob mentioned briefly, we will continue to invest in new digital and international
initiatives across the Company.
We’re pleased with the trends we’re seeing across the Company and we think they reflect our efforts to adapt
to changes in the media business, best serve our customers and invest wisely for future growth, while closely
managing our existing businesses. Even as we innovate for the future, our primary goals remain unchanged and
straightforward, to provide outstanding and differentiated content to consumers around the world while delivering increased value for our Company’s owners.”

Reconciliations of non-GAAP financial measures to equivalent GAAP financial measures are available on
pages 40-42, and on Disney’s Investor Relations website.

NEWS FROM DISNEY’S BOARD OF DIRECTORS
PE PPE R TO BE COM E C H AI RM A N
Former Procter & Gamble Chairman and CEO to succeed Senator George Mitchell
The Walt Disney Company Board of Directors recently elected independent Disney Director and former Procter & Gamble Chairman and CEO,
John E. Pepper, Jr., to serve as non-executive Chairman of the Board,
effective January 1, 2007. Pepper will succeed Senator George J.
Mitchell, who has served as Disney Chairman since March, 2004.
John E. Pe pp e r, Jr. bio:
John Pepper, 67, was named chairman and chief executive officer of
Procter & Gamble in 1995 and retired from the company in 2002, after 38
years of service. In 2003, he retired as chairman of the Executive
Committee of the Procter & Gamble Board. As CEO of Procter &
Gamble he helped lead the company’s business in developing markets,
particularly Eastern and Central Europe and China. From 2004 to 2006 he
was vice president for Finance and Administration at Yale University. Pepper currently serves as CEO of the
National Underground Railroad Freedom Center. Pepper is a director of Boston Scientific Corp and of PSI
(Population Services International), and serves on the executive committee of the Cincinnati Youth
Collaborative.
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“Disney creativity not only delights our audiences,
it also allows us to establish franchises that generate
ongoing returns by transcending any one business…”

P I RAT E S

OF THE

- Bob Iger

C A R I B B E A N : D E A D M A N ’ S C H E ST

- Number 1 at the US box office for 3 consecutive weeks, 9 consecutive weeks at the
international box office
- The film ranks as the third most popular title on a worldwide basis in industry history

CAPTAIN JACK SPARROW DROPS ANCHOR IN DISNEY PARKS’
CLASSIC PIRATES OF THE CARIBBEAN ATTRACTION
Popular Adventure in California and Florida Welcomes Aboard Cinematic Buccaneers from the
Hit Film Franchise, Disney’s Pirates of the Caribbean; Disney Cruise Line Adds Ghost Ship
Pirates of the Caribbean, the popular Disney theme park attraction
brought to the big screen in Disney’s Pirates of the Caribbean:
The Curse of the Black Pearl, welcomed new characters and elements recently from the blockbuster entertainment franchise as
part of a spectacular, star-studded world premiere for Pirates of the
Caribbean: Dead Man’s Chest at Disneyland in Southern
California. The attraction officially re-opened to guests at
Disneyland on June 26 and in Florida’s Magic Kingdom on July 7.

Past meets
present at
Disney’s own island,
Castaway Cay, as the
Disney Wonder cruisliner shares docking
space with a replica of
the Ghost Ship from
Pirates of the
Caribbean: Dead
Man’s Chest.

Captain Jack Sparrow makes his second
appearance in Disney’s Pirates of the
Caribbean attraction. The classic attraction reopened at Disneyland in California on June 26
and in Florida’s Magic Kingdom on July 7.
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NEW PI R AT E S

OF THE

CARIBBEAN AT T R AC T I O N CREW MEMBERS

Stats for both California and Florida Versions of the A t t raction:
• Over 400 Disney Imagineers in California and
Florida worked on the research, planning and
installation of these enhancements over the past
three years.
• It took three days to empty and refill the
“bayou’s” 750,000 gallons of water for the
enhancements to be completed.
• One of the largest scenes enhanced was the
impressive “Treasure Cache,” found in the
attraction’s mysterious grottos. Imagineers
removed the scene entirely and fabricated more
than 400,000 new shimmering gold coins and
set pieces.

A Disney Imagineer prepares Captain Jack Sparrow to join the
Audio-Animatronics crew of Disney’s Pirates of the Caribbean
attraction.

• The “Treasure Cache” scene at Disneyland
contains original movie props, including the
Aztec treasure chest, from the hit 2003 film
Pirates of the Caribbean: The Curse of the Black Pearl.

• When Disney Imagineers began preparing the treasure for the enhancement,
they discovered a number of original props with hand-written notes taped to
the back by Imagineers from the 1960s about placement and color of the
props.

mDISNEY LAU N C H E S PIRATES OF THE CARIBBEAN
MULTIPLAYER MOBILE GAME
On July 7th, mDisney launched the Pirates of the Caribbean Multiplayer, a cross-carrier, realtime multiplayer game for mobile phones. The game, one of the first action adventure mobile
multiplayer games, based on the popular movie franchise, was launched in conjunction with
the theatrical release of Disney’s Pirates of the Caribbean: Dead Man’s Chest.
The game permits up to 16 players to engage in individual game sessions. Players can
chat with other players, make friends and form guilds of hundreds of players on the
game’s server, which can accommodate tens of thousands of simultaneous players.
For more information, please visit http://www.piratesmobilemultiplayer.com

PAGE 11

BUENA VISTA GAMES SHIPS PIRATES OF THE CARIBBEAN: DEAD MAN’S CHEST
FOR HANDHELD VIDEO GAME PLATFORMS
Includes Company’s First PSP™ System Title
Buena Vista Games, Inc. (BVG) recently shipped Pirates of the
Caribbean: Dead Man’s Chest, based on Walt Disney Pictures’ feature film, to retail stores in North America. The Pirates of the
Caribbean: Dead Man’s Chest video game is available for the PSP™
(PlayStation®Portable) system, Nintendo DS™ and Game Boy® Advance.
Developed by Amaze Entertainment, Pirates of the Caribbean: Dead Man’s Chest
comprises three unique swashbuckling third-person action/adventure video games in
which players engage in action that reflects the cunning world of the film franchise.
The PSP system version, BVG’s first game for the platform, offers gamers the
opportunity to control Captain Jack Sparrow and features multiplayer ship battles for
up to four players via local wireless.
In the Nintendo DS version, players embark on a daring adventure as each of the three main characters —
Captain Jack Sparrow, Will Turner and Elizabeth Swann. The Nintendo DS version also includes three twoplayer mini-games that can be played via local wireless.
The Game Boy Advance version lets players take the helm of the Black Pearl as Captain Jack Sparrow in
three-dimensional seafaring action to battle other ships or sail to 15 islands.
Pirates of the Caribbean: Dead Man’s Chest for the PSP system and Nintendo DS are rated T for Teen by the
Entertainment Software Rating Board (ESRB). The PSP system version carries a suggested retail price of
$39.99. The Nintendo DS version carries a suggested retail price of $34.99. The Game Boy Advance version
has an ESRB rating of E10+ for Everyone 10 and older, and carries a suggested retail
price of $29.99.
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THE WALT DISNEY STUDIOS MOVES TO INCREASE
ITS DISNEY BRANDED OUTPUT STRATEGY
• Studio Business Units Restructure to Reflect This Renewed Focus and New Global Organization
• Key Executive Appointments Announced
Dick Cook, Chairman, The Walt Disney Studios, recently announced a strategic shift toward more Disney
branded movies. The studio will produce and distribute approximately 10 Disney live-action and animated
films a year and two to three Touchstone films a year.
This move is consistent with management’s efforts to shift its live action investment toward Disney-branded
titles (which have historically generated higher rates of returns than the Company’s non-Disney branded titles)
and toward projects such as Pirates of the Caribbean and The Chronicles of Narnia, which have the potential to
become true company-wide franchises.
To accomplish this objective, Cook has tapped Oren Aviv as president of Production, Walt Disney Pictures.
Aviv will oversee the live-action development and film production for the Studios.
In another strategic move, The Walt Disney Studios has restructured several of its business units under two
global organizations – Buena Vista Worldwide Marketing and Distribution, and Buena Vista Worldwide Home
Entertainment. Mark Zoradi has been appointed president, Walt Disney Motion Pictures Group and will oversee the distribution and marketing of all Disney and Touchstone Pictures films worldwide. Robert Chapek has
been named president, Buena Vista Worldwide Home Entertainment, and will oversee the worldwide distribution and marketing of all the Studio’s films on Home Entertainment platforms.
Walt Disney Feature Animation, Pixar Studios, Miramax Films (led by Daniel Battsek), Buena Vista Music
Group and Buena Vista Theatrical Productions will not be affected by this reorganization.

EXECUTIVE BIOGRAPHIES
O ren Av iv - A 15-year veteran of The Walt Disney Company, Aviv was most recently promoted in April 2005 to president of marketing and chief creative officer of The Walt Disney
Studios. During that time he was a key player in redefining and growing its worldwide Disney,
Touchstone and Miramax brands.

Mark Zora d i – Most recently president of Buena Vista International, Mark has spent nearly
all his career as a Disney executive. He’s made a global impact overseeing BVI, which has
shattered records by earning more than $1 billion at the international box-office for 12 consecutive years, generating $16.8 billion from 1995-2006.

Bob Chapek – Since taking over as president in the fall of 2000, Bob has led the organization
to record-setting performances on diverse titles ranging from Pearl Harbor to Finding Nemo,
as well as dominance of the direct-to-video business through the Disney Video Premieres line
of sequels to classic Disney movie franchises.
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BUENA VISTA HOME ENTERTAINMENT ANNOUNCES
LAUNCH OF BLU-RAY DISC TITLES

First titles to include Dinosaur, Eight Below and others;
Second wave of releases to include Dark Water, Gone in Sixty Seconds, and others.
Buena Vista Worldwide Home Entertainment (BVHE) recently announced that it will release titles beginning
September 19, 2006 on the Blu-ray Disc format. Titles available on that date will include:

These four titles mark the first wave of an ongoing release strategy from BVHE which will support the Blu-ray
format. Both Eight Below and Dinosaur will feature Blu-Scape, exclusive high-definition short films inspired
by the movies available only on BVHE Blu-ray Discs. These shorts are presented in 1080p and shot by
renowned director and cinematographer Louie Schwartzberg. A second wave of releases will be available on
October 17, 2006, including:

From the second wave Gone in Sixty Seconds, Glory Road, and Haunted Mansion will feature Blu-Scape.
Most Blu-ray titles from BVHE will be available for $34.99 SRP.

P A G E 1348

The ABC Television Network has announced its fall premiere dates, including those for the highly anticipated return of all-new episodes of Dancing with the Stars, Desperate Housewives, Grey’s Anatomy and Lost,
and the debuts of some of the most talked about new shows of the coming season, including Brothers &
Sisters, Day Break, Help Me Help You, MEN IN TREES, Six Degrees, The Knights of Prosperity, The Nine
and Ugly Betty.
FRIDAY, SEPTEMBER 8

9:00-11:00 P.M.

“20/20”

8:00-10:00 P.M.
10:00-11:00 P.M.

“DANCING WITH THE STARS”
“MEN IN TREES” (Special sneak preview)

8:00-9:00 P.M.

“DANCING WITH THE STARS RESULTS SHOW”

9:00-10:00 P.M.

“MEN IN TREES”

MONDAY, SEPTEMBER 18

8:00-9:00 P.M.

“WIFE SWAP”

TUESDAY, SEPTEMBER 19

10:00-11:00 P.M.

“BOSTON LEGAL”

THURSDAY, SEPTEMBER 21

9:00-10:00 P.M.
10:00-11:00 P.M.

“GREY’S ANATOMY”
“SIX DEGREES”

SUNDAY, SEPTEMBER 24

7:00-9:00 P.M.
9:00-10:00 P.M.
10:00-11:00 P.M.

“EXTREME MAKEOVER: HOME EDITION” *
“DESPERATE HOUSEWIVES”
“BROTHERS & SISTERS”

TUESDAY, SEPTEMBER 26

9:30-10:00 P.M.

“HELP ME HELP YOU”

8:00-9:00 P.M.

“UGLY BETTY”

SUNDAY, OCTOBER 1

7:00-8:00 P.M.

“AMERICA’S FUNNIEST HOME VIDEOS”

MONDAY, OCTOBER 2

9:00-11:00 P.M.

“THE BACHELOR: ROME” *

9:00-10:00 P.M.
10:00-11:00 P.M.

“LOST”
“THE NINE”

MONDAY, OCTOBER 9

10:00-11:00 P.M.

“WHAT ABOUT BRIAN”

TUESDAY, OCTOBER 17

9:00-9:30 P.M.

“THE KNIGHTS OF PROSPERITY”

9:00-10:00 P.M.

“DAY BREAK”

TBD
TBD

“BIG DAY”
“NOTES FROM THE UNDERBELLY”

TUESDAY, SEPTEMBER 12
WEDNESDAY, SEPTEMBER 13
FRIDAY, SEPTEMBER 15

THURSDAY, SEPTEMBER 28

WEDNESDAY, OCTOBER 4

WEDNESDAY, NOVEMBER 15
TBD

BOLD = Series Premiere
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* Two-hour season premiere

ABC.COM STREAMING TRIAL PROVIDES KEY INSIGHTS
INTO CONSUMER BEHAVIORS AND ATTITUDES
Free, Ad-Supported Broadband Player to Relaunch on ABC.com This Fall
Dedicated to expanding its network and channel brands across multiple platforms and connecting viewers with
their favorite shows anytime and anywhere, Disney-ABC Television Group announced recently several key
findings from its ABC.com streaming video trial.
Recently honored with an Interactive Television Emmy Award for Outstanding Achievement for Enhanced or
Interactive Programming on New Delivery Platforms, the two-month-long trial offered ad-supported, fulllength episodes of Lost, Desperate Housewives, Commander in Chief and Alias, marking the first time a broadcast network has made multiple series available for viewing online, free of charge to consumers. Ten national
advertisers including AT&T, Cingular, Ford, Johnson & Johnson, Pfizer, Procter & Gamble, Toyota, Unilever’s
Suave and Universal Pictures all took part in the test. Additionally, five ABC television affiliates, including
WFAA in Dallas, WFTV in Orlando, WISN in Milwaukee and WATE in Knoxville, along with the ABCowned Los Angeles affiliate KABC, featured promotional messages and links to the ABC.com player on their
own websites.

ABC.COM STREAMING TRIAL HIGHLIGHTS:
• During this past May and June, ABC.com’s broadband player served over 5.7 million episode requests.
• The broadband player attracted a young, highly educated audience; the average age of users was 29, and
more than half were college graduates.
• Users of the broadband player were almost equally split between males (47%) and females (53%).
• The majority of online viewing for episodes occurred within the first 24 hours of their broadcast on ABC.
• Approximately two-thirds of those surveyed watched complete episodes, with partial viewing of episodes
occurring mainly because viewers had already seen the episode on TV or were interrupted.
• The majority of users viewed from home, using a desktop computer.
• The number one reason given for viewing online was because users had “missed the episode on TV.”
• On average, 87% of users surveyed were able to recall the advertiser who sponsored the episode they
viewed. Those viewers
embraced the interactive advertising, with over 50% rating the
advertising experience positively
and 84% believing that they
were getting a “great deal by
being able to watch the episode
online for free in exchange for
watching the ads.”
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ABC.com’s broadband media player
now has previews of the upcoming
ABC Fall line-up. Pictured is the pre view of “Ugly Betty,” which aires on
Thursday nights.

LOST AND DESPERATE HOUSEWIVES ON DEMAND IN GERMANY
Series to be Available on IPTV Service ‘maxdome’ from up to Seven Days Before German Free TV Broadcast

German viewers of the international hit, award-winning series Lost and Desperate Housewives will soon be
able to enjoy the series online, on demand from up to seven days before free TV broadcast, with a Video On
Demand (VOD) rental licensing agreement between Buena Vista International Television (BVITV), the international TV licensing division of The Walt Disney Company, and The ProSiebenSat.1 Group’s digital TV division SevenSenses, for their launch on ProSiebenSat.1’s IPTV entertainment portal, ‘maxdome.’
This agreement is in line with The Walt Disney Company's focus on the application of technology to enhance
its content and expand its distribution, and is:
• the first ever first-run network series Subscription
VOD agreement concluded in Germany by a Studio
• Disney’s first agreement in Europe for Subscription
VOD rights to its network series
• the first time in Europe that Disney has previewed
network series on VOD before free TV broadcast
Both series are already established hits in Germany
on ProSieben TV, where Desperate Housewives season one averaged an audience of 2.51m and a 14-49
share of 18.9, to make it the best performing US
series on ProSieben in 2005 with Lost a close second
averaging an audience of 1.95m and a 14-49 share of
14.7.

ABC NEWS TO FEATURE CONTENT ON iTUNES
ABC News is producing a series of exclusive videos that combine unused or archived footage into reports for
sale on Apple's iTunes Music Store, it was recently announced.
The series will include videos of news events, celebrity profiles, and newsmagazine pieces. The first series
will include specials on UFOs, extreme snowboarding and ABC’s own Grey’s Anatomy, along with archived
news reports called The Day It Happened and Celebrity Flashbacks.
ABC News currently produces free, ad-supported podcasts for iTunes. This series
of videos will be the first it has put up for sale on the popular iTunes website.
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DISNEY LAUNCHES

DISNEY MOBILE™ AVAILABLE NOW
ONE OF THE FIRST WIRELESS SERVICES SPECIFICALLY DESIGNED

FOR

FAMILIES

The Walt Disney Company recently launched Disney Mobile www.disneymobile.com in the U.S., delivering
one of the first comprehensive mobile phone services specifically developed to meet the needs of parents and
their kids. The phone’s innovative features allow parents to directly manage their family’s wireless experience.
Disney Mobile offers consumers a range of competitive individual and family plans. Individual plans start at
$39.99 per month and range up to $169.99 per month. Family plans, all inclusive of two lines, start at $59.99
per month and range up to $249.99 per month. Additional lines can be added to any Family Plan for $9.99 per
month.
All plans include Disney Mobile’s innovative Family CenterTM features, which allow parents to:
• set spending allowances and track usage for voice minutes, text messaging, picture messaging and
downloadable content, receiving alerts when allowances have been reached;
• determine the hours of the day and days of the week when kids can use their phones;
• program restricted and always-on phone numbers to manage with whom kids may communicate;
• prioritize important family messages; and
• locate kids’ phones with GPS capabilities
Beyond the Family Center features, Disney Mobile will offer wireless voice service, text and picture messaging, and a broad range of entertainment and content that will appeal to Disney fans of all ages. Handset pricing
will start at $59.99, when purchased with a two-year service agreement.
As part of a phased retail roll-out, freestanding kiosks managed by authorized Disney Mobile dealers are
planned to open in shopping malls across the country. Co-branded with Mobile ESPN, the first kiosks are open
in the following locations:
Roosevelt Field, Garden City, NY
Crystal Mall, Waterford, CT
Auburn Mall, Auburn, MA
The Hanover Mall, Hanover, MA
Meriden Mall, Meriden, CT
Stonebriar Centre, Frisco, TX
Mall of Georgia, Buford, GA
Tuttle Crossing, Dublin, OH
Consumers can also purchase Disney
Mobile by going to
www.disneymobile.com or calling
1-866-DISNEY2.
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WALT DISNEY INTERNET GROUP AND SHANDA TO BRING
DISNEY CONTENT TO CHINA’S ONLINE GAME MARKET
Shanda to Develop and Distribute First Disney-Branded Online Casual Game for China,
Based on Popular Disney Characters
The Walt Disney Internet Group and Shanda Interactive Entertainment
recently announced that they have entered into an agreement to bring
Disney’s premier branded entertainment content to China’s online
game industry via Shanda’s online game operating platform. The
agreement calls for Shanda to develop, distribute and operate an online
casual game based on the magical worlds of Disney and featuring some of
Disney’s most popular animated characters.
The game, which will be developed for a broader demographic than traditional online games, as well as China’s burgeoning segment of female
online gamers, will be available in China for open beta testing in the spring
of 2007.
The agreement with Shanda marks Disney’s entrance into China’s online
game market.

DISNEY COMES TO RELIANCE MOBILE IN INDIA
- Reliance Communications ties-up with Disney to offer Disney-branded content on Reliance Mobile
- Includes Disney video shorts and 3D animations exclusively made for mobile devices
featuring Disney characters
- Disney wallpapers, ringtones, games and comic strips also available
The exciting world of 3D animation will now be available on Reliance
mobile phones in India. Reliance Communications recently announced its
deal with Disney, to offer on Reliance Mobile World what would be India’s
first 3D animation on mobile. Other Disney mobile content will be offered
as well.
Reliance customers can access sixteen Disney animated video shorts,
including ten in 3D, exclusively made for mobile devices and featuring
Disney characters. They also can download other mobile content with
favorite Disney characters in the form of wallpapers, ringtones, games or
comic strips from Disney Zone, created on Reliance Mobile World.

DISNEY & VODAFONE KK NOW OFFER MOBILE
COMICS TO CELL PHONE USERS IN JAPAN
The Walt Disney Internet Group (WDIG) recently announced a deal with
Vodafone KK, Softbank Corp.’s wireless unit, to offer a service for cell
phone users to read comics on their handsets in Japan.
Disney and Vodafone KK, the Tokyo-based unit of Vodafone Group PLC
bought by Softbank, will provide “Disney Mobile Comics,” a digital service
currently offered over the Internet by Vodafone.
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WALT DISNEY INTERNET GROUP CHOOSES BUONGIORNO TO BROADEN
MOBILE DISTRIBUTION CHANNEL IN SOUTHERN EUROPE
Buongiorno to Distribute Compelling Disney Content in Greece, Italy, Portugal, Spain and Turkey
The Walt Disney Internet Group (WDIG) recently announced a mobile content agreement with Buongiorno, a leading multinational company in the
field of multimedia content for telephony and digital channels. This move
supports Disney’s strategy to make its highly creative and engaging content
available to consumers in a wide variety of ways.
Under the terms of the deal, Buongiorno will make Disney mobile content such as screensavers, wallpapers, ringtones and games available to
consumers across Greece, Italy, Portugal, Spain and Turkey. Content
includes Mickey Mouse and Friends (e.g. Goofy, Minnie Mouse, Daisy
Duck), Disney Classics (e.g. Cinderella, Peter Pan, Snow White and the
Seven Dwarfs), Finding Nemo and The Lion King.

WDIG ANNOUNCES COMPLIANCE WITH IAB MEASUREMENT GUIDELINES;
- Successful Completion of Audit and Compliance with IAB Guidelines,
- and MRC Minimum Standards Earn Media Rating Council Accreditation
The Walt Disney Internet Group (WDIG) recently announced it has successfully completed an audit and is
compliant with the Interactive Advertising Bureau’s (IAB) online advertising measurement standards, thus
earning certification of WDIG’s proprietary methodology for measuring and reporting ad impressions for all of
its Web sites. By achieving measurement certification status, WDIG is able to offer advertisers the highest
level of accountability possible. Disney properties earning this certification include Disney.com,
FamilyFun.com, ESPN.com, ABC.com, ABCNEWS.com, Movies.com and SoapNet.com.
The audit was conducted by the Media Rating Council (MRC), earning MRC Accreditation for all of WDIG’s Web properties. The MRC
is a non-profit industry association established in 1964 and comprised of leading television, radio, print and Internet companies, as
well as advertisers, advertising agencies and trade associations. The
association’s goal is to ensure measurement services that are valid,
reliable and effective.
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ESPN ACQUIRES RIGHTS TO MAJOR LEAGUE SOCCER
ESPN Inc. recently reached a comprehensive multimedia agreement with
Soccer United Marketing (SUM) for the rights to Major League Soccer
through 2014.
As part of the eight-year agreement, ESPN2, the leading soccer network in
the U.S, will televise 26 regular-season and three playoff MLS matches
each year - all in primetime on Thursdays. ABC will present the league’s
three marquee events - season-opening match, All-Star game and the MLS
Cup.
The MLS deal follows another recent marquee soccer rights acquisition by
ESPN, Inc. for FIFA events through 2014 - World Cup, Women’s World
Cup, Confederations Cup, U-20 World Cup, U-17 World Cup, U-20 Women’s World Cup, U-17 Women’s
World Cup, and Futsal World Championship, including the UEFA Champions League through 2008-’09 season.
Like other recent ESPN rights acquisitions, the agreement provides access to extensive content that will fuel
ESPN’s multimedia assets including ESPN International. Some of these include ESPN360, Mobile ESPN,
ESPN Deportes and other ESPN distribution platforms. Additionally, in-progress and post-match highlights can
be featured across all ESPN outlets.

HIGHLIGHTS

OF THE

AGREEMENT

• ESPN2 will televise 26 regular-season MLS matches, primarily on Thursday nights
• ESPN2 will televise three MLS playoff matches on Thursday nights
• ABC will broadcast three marquee MLS matches - the season-opening match, MLS
All-Star Game and The MLS Cup
• Televised coverage of the first round of the MLS Draft
• ESPN2 and ABC’s MLS telecasts can be re-aired in full or abbreviated versions on any
ESPN media platform
• Extensive footage rights for all ESPN media platforms such as SportsCenter, ESPNEWS,
ESPN Motion, Mobile ESPN, ESPN360, ESPN Mobile Publishing, etc.
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WITH THE ACQU I S I T I ON OF M L S, ESPN NOW OFFERS U.S. SPORTS FAN S THE MO ST COMPREHENSIVE
COLLECTION OF SOCCER PROPERTIES EVER BY A NETWORK IN THE UNITED STATES. HIGHLIGHTS:
• FIFA World Cup (2010 and ‘14)
• FIFA Women’s World Cup (2007 and ‘11)
• FIFA Confederations Cup (2009 and ‘13)
• FIFA U-20 World Cup (2007, ‘09, ‘11 and ‘13)
• FIFA U-17 World Cup (2007, ‘09, ‘11 and ‘13)
• FIFA U-20 Women’s World Cup (2008, ‘10, ‘12 and ‘14)
• FIFA U-17 Women’s World Cup (2008, ‘10, ‘12 and ‘14)
• FIFA Futsal World Championship (2008 and ‘12)
• FIFA Beach Soccer World Championship (2007, ‘08, ‘09, ‘10, ‘11, ‘12, ‘13 and ‘14)
• UEFA Champions League (through 2008-09)
• NCAA Men’s and Women’s Soccer Championships (through 2013)

ESPNEWS has reached 50 million national subscribers, a growth of 10 million over the past two years, according to Nielsen Media Research data. The all-sports, 24-hour network, is also delivered to an additional 12.9
million homes on a part-time basis through five regional networks—Comcast Sports Southeast, Comcast West,
Altitude Sports and Entertainment, Cox Sports Television, and Metro Sports.

Original programming on ESPNEWS, from left to right, “Pardon the Interuption,” “Hot List” and “4QTRS.”

PAGE 22

ESPN, ABC

AND

BIG TEN R EACH WIDE-R ANGING, 10-YEAR AGREEMENT

Football, Basketball and More For Multi-Media Entities
ESPN, ABC and the Big Ten Conference have reached a 10-year agreement for extensive conference action beginning in 2007-08 and continuing through 2016-17. The
pact will deliver more than 110 Big Ten events each year – including football, men’s
and women’s basketball and more – across numerous platforms. Live events will be
available on TV outlets ABC, ESPN, ESPN2, ESPNU and ESPN International, plus live
games and/or highlights and other features will be offered on new media outlets ESPN360, Mobile ESPN,
ESPN.com and ESPN Video on Demand.

FOLLOW I N G

ARE THE KEY DETAILS OF THE NEW AGREEMENT:
F O OT B A L L

ABC remains the exclusive national broadcast home for Big Ten football — up to 17 games annually,
including appearances as part of the new ABC Saturday Night College Football (weekly primetime
series.)
ESPN & ESPN2 continue as the national cable home for Big Ten football with up to 25 games each
season, including afternoon and primetime action. As part of the agreement, ESPN or ESPN2 will televise out-of-market coverage of Big Ten games offered regionally in the afternoon on ABC and can do
the same for primetime games. For example, when ABC offers a Big Ten game to a certain part of the
country, ESPN or ESPN2 could offer that same game to all other regions.
MEN’S BASKETBALL
ESPN & ESPN2 will offer an expanded schedule of more than 40 games each season to include a second night of Big Ten action (Thursday) joining weekly Tuesday matchups, plus the Big Ten/ACC
Challenge and the Big Ten Tournament.
ESPNU, the college sports network, will televise a package of Big Ten games each season.
ESPN360, ESPN’s customized broadband service, will also feature live games.
WOMEN’S BASKETBALL AND WOMEN’S VOLLEYBALL
ESPN & ESPN2 will show up to 12 events each year, highlighted by the championship game from the
Big Ten Women’s Basketball Tournament.
NEW MEDIA OFFERINGS
ESPN.com will offer Big Ten video, including game simulcasts, highlights and more online.
Mobile ESPN will offer Big Ten video, including game simulcasts, highlights and other content on the
first national mobile phone service designed for sports fans.
ESPN360 will become the broadband destination for Big Ten games, highlights and other features.
Big Ten offerings will be made available on ESPN’s Video On Demand channel.
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ESPN AND BIG EAST REACH WIDE-RANGING AGREEMENTS
Includes Basketball, Football and More Across ESPN and ABC
ESPN and the BIG EAST Conference have reached new agreements calling for comprehensive coverage of
football, basketball and more across numerous ESPN multi-media entities and ABC. The six-year basketball
component, which begins with the 2007-08 season and lasts through 2012-13, will result in coverage for every
BIG EAST intra-conference game on an ESPN entity (aside from select games on CBS Sports), including Big
Monday and a new Thursday night weekly presence on ESPN or ESPN2. The six-year football deal, which
begins in 2008 and lasts through 2013, will maintain ESPN and ABC’s position as the exclusive cable and
broadcast homes for BIG EAST action. Women’s basketball and select Olympic sports are also included.
FOLLOWING ARE THE KEY DETAILS OF THE NEW AGREEMENT:
BASKETBALL
• Every BIG EAST intra-conference men’s basketball game will be carried by an ESPN outlet (aside from
select games on CBS Sports), including ESPN, ESPN2, the 24-hour college sports television network ESPNU,
ESPN360 (customized broadband service) or ESPN Regional Television. ESPN and ESPN2 will combine to
feature approximately 40 intra-conference games alone each season, while ESPN360 and ESPNU will offer
approximately 34 matchups. ESPN Regional Television will syndicate approximately 65 games each season.
The outlets will also present numerous inter-conference games involving BIG EAST teams.
• The agreement calls for the continuation of BIG EAST action as part of ESPN’s weekly Big Monday lineup.
The BIG EAST has been part of ESPN’s Monday lineup since the early years and Big Monday was launched
in 1987.
• Big Monday will be joined by a new second weekly time slot on Thursday nights on ESPN or ESPN2.
• The entire BIG EAST Conference Tournament will continue exclusively on ESPN or ESPN2 – the only conference with that commitment.
• The nation’s largest syndicator of collegiate sports programming will continue as the syndication rightsholder
for all men’s regular-season basketball games from the BIG EAST that are not televised nationally. In that
capacity, ESPN Regional Television will produce and syndicate games in BIG EAST markets.
• The agreement includes pay-per-view rights for ESPN FULL COURT (season-long, pay-per-view offering),
as well as archived BIG EAST games through ESPN’s Video on Demand service.
• BIG EAST women’s basketball teams will make approximately 11 regular-season appearances on ESPN or
ESPN2 each year, highlighted by at least three intra-conference games plus the Conference Championship. In
addition, ESPNU will showcase 15 appearances by BIG EAST teams each season, highlighted by at least six
intra-conference games plus the Conference Tournament Semifinals. The other rounds of the Conference
Tournament will be televised on ESPNU or syndicated via ESPN Regional Television. Also, ESPN Regional
Television plans to distribute a women’s basketball game-of-the-week package Saturdays during the season.
• BIG EAST basketball content will be featured prominently across many other ESPN entities, such as extensive video and audio content including the ability to feature live games on Mobile ESPN (the first national
mobile phone service designed for sports fans) plus comprehensive content on the new online home for college
sports, ESPNU.com. In addition, fans can find BIG EAST action on ESPN HD and ESPN2 HD, ESPN
Deportes, ESPN International and more.

PAGE 24

FOOTBALL
• Each year, a minimum of 14 games will be featured on ESPN or ESPN2, including a significant presence on
Thursday, Friday and select Sunday nights plus featured games on Labor Day and Thanksgiving weekends and
select Saturdays. ESPNU and will also present at least five BIG EAST games each season. In addition, ABC
will offer three games annually and ESPN360 may also present matchups.
• The nation’s largest syndicator of collegiate sports programming will continue as the syndication rightsholder
for all games that are not televised nationally. In that capacity, ESPN Regional Television will produce and
syndicate games in BIG EAST markets.
• The agreement includes pay-per-view rights for ESPN GamePlan (season-long, pay-per-view offering), as
well as archived BIG EAST games through ESPN’s Video on Demand services.
• BIG EAST football content will be featured prominently across many other ESPN entities, such as extensive
video and audio content including the ability to feature live games on Mobile ESPN (the first national mobile
phone service designed for sports fans) plus comprehensive content on the new online home for college sports,
ESPNU.com. In addition, fans can find BIG EAST action on ESPN HD and ESPN2 HD, ESPN Deportes,
ESPN International and more.
OLYMPIC SPORTS
• ESPN’s entities, highlighted by the 24-hour college sports network ESPNU, have the rights to televise annual
action from other BIG EAST men’s and women’s sports.

The sixteen member
schools of the Big
East Conference.
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ESPNU.COM LAUNCHED
• Expanded Online Home For All College Sports Content;
• Companion To 24-Hour ESPNU TV Network
ESPNU.com recently launched, becoming the online gateway to all
college sports content from ESPN, combining current offerings with
an expanded collection of new, exclusive material, including news,
scores, columns, video and audio highlights, podcasts, live streaming games and much more. The site, which serves as the Internet
companion to the 24-hour ESPNU college sports television network,
both consolidates and expands ESPN.com’s college sports offerings
under the ESPNU brand.

FEATURES
• Live streaming college sports events, many of which aren’t currently offered, including live simulcasts
and additional coverage of numerous NCAA Championships
• Multi-media player dedicated to college sports featuring expanded game highlights, including exclusive
online highlights from the more than 400 games televised by the ESPN outlets
• Podcasts exclusive to ESPNU.com on college sports topics, including the daily ESPNU College Insider
Podcast
• ESPN Motion clips of studio programming from the ESPNU television network – such as ESPNU Inside
the Polls, ESPNU Coaches Spotlight and ESPNU Recruiting Insider – plus video content produced
exclusively for ESPNU.com (e.g. – expert analysis)
• Collaborative efforts with individual schools and conferences for content of all kinds, including live
events and more
• Extensive high school basketball and football recruiting section, led by ESPNU.com Recruiting Insider
Tom Luginbill of ESPN’s Scouts, Inc. and many others

ADDITIONAL ESPNU.COM HIGHLIGHTS INCLUDE:
• Regular breaking news, columns and blogs from the collection of ESPN’s college sports reporters,
including Pat Forde, Andy Katz, Ivan Maisel and Mark Schlabach.
• Live chat, polls and more from SportsNation, ESPN’s online sports community.
• Expanded coverage of numerous Olympic college sports such as soccer, ice hockey, baseball, softball,
volleyball, wrestling and much more plus the integration of existing college sports content from
ESPN.com such as college football and college basketball home pages.
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ESPNU
ESPNU, the 24-hour television network, was launched in March 2005. The ESPNU schedule featured 477 live
events (regular-season and championships) in the network’s first year. ESPNU also offers comprehensive
studio programming, replays of ABC Sports, ESPN, ESPN2 and ESPN Regional Television games, plus specials and more. In addition, the network has a wide-ranging, long-term agreement with the NCAA calling for
extensive coverage of numerous NCAA Championships, including sports from each of the three collegiate seasons and has content deals for college football, basketball and other Olympic sports with the Atlantic Coast
Conference (ACC), Atlantic 10, BIG EAST, Big South, Big Ten, Mid-American Conference, Mid-Eastern
Athletic Conference (MEAC), Ohio Valley Conference (OVC), Southland, Southwestern Athletic Conference
(SWAC) and more.
ESPNU has secured distribution agreements with DIRECTV (Channel 609), Echostar’s DISH Network
(Channel 148), Insight Communications, Mediacom, Verizon, several smaller affiliates and is close to distribution agreements with others.
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MILLIONS OF VIEWERS TUNE-IN TO DISCOVER WHO IS ‘KYLE XY’
ABC Family's New Drama Delivers Highest Rated Original Series
Premiere and Telecast in The History Of The Channel
• Kyle XY's debut posted the net's best ratings ever for an original series telecast in the history of the
network in Total Viewers and Adults 18-49.
• Through seven outings, Kyle XY stands as ABC
Family's most-watched original series on record in
these same key demos Total Viewers and Adults 1849.
• The first season of Kyle XY delivered significant
double-digit gains over year-ago time period levels,
up 20% in Total Viewers, 29% in Adults 18-49,
and 23% in Women 18-49.
Produced by Touchstone Television, the new ABC
Family original series about a mysterious boy with no
past and no belly button, KYLE XY airs Mondays (8:00 9:00 PM ET/PT) on ABC Family, and on Fridays
(9:00/8:00 Central) on ABC. KYLE XY is currently
available for download on iTunes and on the ABC
Family broadband player.

Now Airing on both ABC & ABC Family

DISNEY TO ACQUIRE LEADING INDIAN CHILDREN’S CHANNEL, HUNGAMA TV
The Walt Disney Company recently announced that it has entered into an
agreement to acquire Hungama TV, a leading Indian children’s television
channel, and take an equity interest in media company UTV Software
Communications Limited, in each case subject to regulatory approval. Once
final, the acquisition will continue to establish Disney’s strategic presence
in a rapidly growing media market, where local content production is key.
Launched in September 2004, Hungama is a 24-hour Hindi-language entertainment cable channel for children and is consistently one of the top-rated
channels in India’s children’s market.
Disney currently reaches over 107 million television homes in India through a program block on the terrestrial network, and Disney Channel and Toon Disney/Jetix reached
approximately 30 million homes on cable and satellite in India, and together rank number two in the market. Toon
Disney is number one in South India.
UTV has a diversified set of businesses, which includes television and film production and distribution, animation production and other services.
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DISNEY VETERAN MEG CROFTON NAMED PRESIDENT OF WALT DISNEY WORLD
Jay Rasulo, Chairman of Walt Disney Parks and Resorts, recently announced that Meg Gilbert Crofton, a 27year Disney veteran who has held executive leadership roles in worldwide Human Resources, Operations and
Sales, has been promoted to President of the Walt Disney World Resort. Crofton will report to Al Weiss,
President of Worldwide Operations for Walt Disney Parks and Resorts.
Most recently, Crofton, 52, served for four years as Executive Vice President of
Human Resources for Walt Disney Parks and Resorts. In this role, Crofton had global
responsibilities for all HR-related services for 99,000 Cast Members worldwide,
including Employee/Labor Relations, Diversity/Inclusion, Compliance, Recruitment,
Disney University Training and Development, Organizational Development, Benefits
and Workforce Planning. Crofton reported to Jay Rasulo, Chairman of Walt Disney
Parks and Resorts.

DISNEY PARKS INTRODUCES “WHERE DREAMS COME TRUE”
Disney Parks’ new global branding initiative, “Where Dreams Come True,” will unify its global efforts like
never before and go to the very heart of what makes Disney Parks
unique. The unifying theme of “Where Dreams Come True” will be
the platform for communications at each Disney Park across the
world and will be Disney’s first initiative that fully integrates and
encompasses its entire global portfolio of parks and resorts.
This new organizing principle will usher in a new era of
broader global marketing and guest customization at
Disney Parks and will be highlighted by Disney’s “Year
of a Million Dreams” celebration at its U.S. parks.
International Disney theme parks will also add
to the mix with messages about events
and milestones with
special appeal for
guests there –
whether it’s the 15th
anniversary of
Disneyland Resort
Paris, the 25th anniversary of Tokyo Disneyland
Resort or the continued introduction of Hong Kong
Disneyland.
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Disney Parks has tapped a world-class team of creative visionaries to bring this global campaign to life. A team of top advertising talent, including top photographer Gus Butera and famed
directors Tarsem and Leslie Dektor, will work in collaboration
with agencies Leo Burnett, McGarry-Bowen and Yellow Shoes
(Disney Parks’ in-house creative team) to implement Disney
Parks’ first-ever worldwide advertising campaign.

Jay Rasulo, chairman, Walt Disney Parks and Resorts,
and renowned photographer Annie Leibovitz at the
announcement of Disney’s “Year of a Million Dreams.”

In addition, Disney Parks announced that it has added worldrenowned photographer Annie Leibovitz to the creative team.
Leibovitz will be creating a celebrity-based campaign that will
convey how these experiences transport people from the ordinary to the extraordinary. In addition to photography, Leibovitz
will – for the first time ever – use film production.

ENHANCED VACATION PLANNING INTERAC T I V I TY

The “Where Dreams Come True” campaign also ushers in an exciting era of interactivity as Disney Parks
employ new technologies that allow guests to customize aspects of their Disney vacations like never before.
These technologies will allow the Disney Parks experience to begin for guests as soon as they begin planning
their vacation, then deliver an unparalleled level of convenience and guest service during their “custom” visit
to a Disney Park.
More information about “Where Dreams Come True” is available at www.mydisneyparks.com.

DURING ‘YEAR OF A MILLION DREAMS’ CELEBRATION DISNEY
CAST MEMBERS TO AWARD A MILLION MAGICAL DREAMS
The year-long celebration, beginning Oct. 1, 2006, at Disneyland Resort in California and Walt Disney World
Resort in Florida, will feature an incredible lineup of new attractions and entertainment at both Disneyland and
Walt Disney World resorts, plus new technologies that allow guests to customize their Disney park experience.
And, for the first time, during the “Year of a Million Dreams” celebration, Disney cast members will award a
million dreams – both large and small, including many “money-can’t-buy” experiences – to guests selected
through a random process as part of a unique “Disney Dreams Giveaway” promotion.
In addition, during the year-long celebration, other Disney dreams both large and small will be awarded in the
“Disney Dreams Giveaway” promotion, such as:
• Traveling to each Disney resort around the world to serve as grand marshal in a Disney parade.
• A variety of unique Disney vacation experiences.
• Admission to special parties and other extraordinary experiences in the Disneyland and Walt Disney
World parks.
• Private meetings with favorite Disney characters.
• Or, a Golden FASTPASS ticket with unique access entitlements to some of Disney’s most popular
attractions.
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NEW ATTRACTIONS AND ENTERTAINMENT PLANNED FOR THE “YEAR OF A MILLION DREAMS”
Throughout the “Year of a Million Dreams” celebration, Disneyland and Walt Disney World resorts will debut
major new attractions:

“Finding Nemo Submarine Voyage” - Inspired
by Disney- Pixar’s “Finding Nemo,” this allnew E-ticket adventure will take guests on a real
(and unbelievable) underwater excursion.
(Summer 2007)

Concept sketches of the new Submarine Voyage attraction depict
what guests will see above the surface and through the submarine
port holes; and the model below gives Disney Imagineers a three
dimensional view of the the “Seafarer” vessel.

“Rockin’ Space Mountain” – Space Mountain is getting a
new twist. Disney’s classic attraction will become a new
experience in which rockets will rock it through the greatest concert in the universe. An all-new soundtrack will fit
the exciting twists and turns of Disney’s rocket classic.
(Spring 2007)
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“The Seas with Nemo & Friends” at Epcot –
Nemo is lost – again – and guests aboard “clammobiles” join his friends to search one of the
world’s largest saltwater aquariums for the playful
clownfish in a stunning display of new entertainment technology inspired by Disney-Pixar’s
“Finding Nemo.” (Late 2006)

A concept sketch of “The Seas with Nemo & Friends” at Epcot.

“Finding Nemo-The Musical” at Disney’s Animal
Kingdom – Also inspired by Disney-Pixar’s
“Finding Nemo,” the Great Barrier Reef comes to
colorful life in an all-new musical filled with spectacular scenery, elaborate puppetry and music by a
Tony-Award-winning composer. (Late 2006)

The Laugh Floor Comedy Club at Magic Kingdom – Guests will enjoy an engaging and interactive new
adventure inspired by Disney-Pixar’s “Monsters, Inc.” as they match wits with the one-eyed hero Mike
Waznowski and his friends. (Early 2007)
Additionally, special entertainment and programs will be in place at the parks and resorts to accommodate the
desires and wishes of would-be Disney Princesses, pirates, adventurers and space explorers. Guests will be
able to customize their visit
to a Disney park to pursue
the “Dream Track” of their
choice with on-line planning
tools and in-park technology
to help them become the
hero or princess they’ve
always dreamed of being.
For more information about
the “Year of a Million
Dreams” celebration and the
“Disney Dreams Giveaway”
promotion, visit
www.mydisneyparks.com.
Right, a concept sketch of
“Finding Nemo - The Musical”
at Disney’s Animal Kingdom.
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KROGER INTRODUCES DISNEY MAGIC
SELECTIONS IN STORES NATIONWIDE
Exclusive Disney Line Featuring “Chef Mickey” and Other
Favorite Characters Debuts with Food Range Including
Assortment of Healthy Items
The Kroger Co. and Disney Consumer Products recently announced
an exclusive new line of Disney Magic Selections-branded products featuring Disney
and Disney·Pixar characters on competitively-priced food, health and beauty items. The
first products to launch include a food line offering healthy alternatives. Baby and toddler products, personal care and floral items will launch in 2007.
Approximately 100 food items will launch throughout 2006 with the majority of products giving families fun and healthier alternatives. The line will include items that are
inherently healthy such as fresh fruits in kid-size packages, while other product categories
such as snacks, meals and popular staple foods will feature numerous items with significantly improved formulations offering controlled levels of calories, fat and sugar. Almost
all of the products during the initial launch will contain 0 grams of trans fat and the target
is for all Disney Magic Selections-branded food products to meet this goal by the end of 2007.
Additional food products to be introduced throughout the year include:
• Character-shaped frozen and canned pasta.
• Fresh and frozen meals.
• Cut vegetables with dip.
• Snacks including granola bars, fruit cups and applesauce.
• Popular staples such as macaroni and cheese and peanut butter and jelly.
Disney Magic Selections products will be available at more than 2,400 Kroger stores including Ralphs, Fry’s,
Fred Meyer, King Soopers, Dillons and other banner supermarkets owned by Kroger around the country.
The healthy food range will be identified by branding and packaging designed to specifically call out nutritional attributes to parents featuring a Mickey Mouse “thumbs up” logo such as “0 Grams Trans Fat,” “Made with
Whole Grains,” and “No Preservatives.” The packaging back panels will feature trivia, games and educational
messages about healthy eating and lifestyle. Packaging will also direct kids to a Disney website designed to
deliver healthy lifestyle messages, incorporating creative and fun activities.
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FY 2006 Q4
TITLE
Pirates of the Caribbean:
Dead Man’s Chest
Once in a Lifetime: The
Extraordinary Story of
the New York Cosmos
The Night Listener
Step Up
Invincible
Hollywoodland *
Renaissance
The Guardian
The Queen **

STUDIO

FY 2005 Q4
RELEASE DATE TITLE

STUDIO

RELEASE DATE

Disney

7/7/06

Dark Water

Touchstone

7/8/05

Miramax
Miramax
Touchstone
Disney
Miramax
Miramax
Touchstone
Miramax

7/7/06
8/4/06
8/11/06
8/25/06
9/8/06
9/22/06
9/29/06
9/30/06

The Warrior
Sky High
Secuestro Express
The Great Raid
Valiant
The Brothers Grimm
Underclassman
An Unfinished Life
Proof
Venom
Daltry Calhoun
Flightplan
Greatest Game Ever
Played

Miramax
Disney
Miramax
Miramax
Disney
Dimension
Miramax
Miramax
Miramax
Dimension
Miramax
Touchstone

7/15/05
7/29/05
8/5/05
8/12/05
8/19/05
8/26/05
9/2/05
9/9/05
9/16/05
9/16/05
9/23/05
9/23/05

Disney

9/30/05

Note: Release Dates Subject to Change.
* Co- Production - Miramax will not distribute domestically.
** New York City Film Festival

The Touchstone release of “Step Up” debuted at number two in
domestic box office totals for the weekend of August 11th, 2006.
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HOME VIDEO
TITLE

AND

DV D R E L E A S E S

TITLE

TYPE OF
RELEASE

STREET
DATE

TYPE OF
RELEASE

STREET
DATE

Live Action

7/18/06

Bride & Prejudice

Live Action

7/5/05

Live Action
Live Action

7/18/06
7/18/06

Dear Frankie
Fantastic Four (DVD)

Live Action
Animated

7/5/05
7/5/05

Animated
Live Action

7/25/06
8/1/06

Prozac Nation
Dracula III: Legacy (DVD)

Live Action
Live Action

7/5/05
7/12/05

Animated

8/1/06

Live Action

7/19/05

Animated

8/1/06

The Crow: Wicked Prayer
Baby Einstein™: Baby
Wordsworth™ First Words —
Around The House

Animated

7/19/05

Animated
Animated

8/22/06
8/29/06

Ice Princess
After Image

Live Action
Live Action

7/19/05
8/2/05

Live Action
Live Action
Live Action
Live Action

8/29/06
9/5/06
9/5/06
9/5/06

Live Action
Live Action
Live Action

8/2/05
8/2/05
8/2/05

Twitches
The Game of Their Lives

Live Action
Live Action

9/5/06
9/12/06

Animated
Animated
Live Action

8/9/05
8/9/05
8/16/05

Goal!
The Wild

Live Action
Animated

9/12/06
9/12/06

Live Action

8/16/05

Grey’s Anatomy: Season Two
Stay Alive

Live Action
Live Action

9/12/06
9/19/06

Live Action
Live Action

8/16/05
8/23/05

Stick It
Power Rangers Mystic Force:
Dark Wish

Live Action

9/19/06

Live Action
Live Action

8/23/05
8/23/05

Live Action

9/26/06

Cypher
Momentum
When Billie Beat Bobby
The Muppet Show Season One:
Special Edition
The Muppets’ Wizard Of Oz
Sin City
Phil Of The Future:
Gadgets & Gizmos
That’s So Raven:
Disguise The Limit
A Lot Like Love
Boy Meets World:
The Complete Third Season
Life As We Know It
Once and Again The Complete Second Season
Disney’s Little Einsteins™:
Our [Big] Huge Adventure
Lilo & Stitch 2:
Stitch Has A Glitch*
My Scene Goes Hollywood
Written in Blood
Lost: The Complete First Season
Power Rangers SPD Stakeout (Vol. 2)
Power Rangers SPD Wired (Vol. 3)
Disney Princess Sing Along
Songs Volume Two: Enchanted
Tea Party
Disney Princess Stories Volume
Three: Beauty Shines From Within
Haven

Live Action

8/23/05

Animated

8/23/05

Animated
Animated
Live Action
Live Action

8/30/05
8/30/05
9/6/05
9/6/05

Animated

9/6/05

Animated

9/6/05

Animated

9/6/05

Animated
Live Action

9/6/05
9/6/05

FY 2006 Q4
The Suite Life Of Zack & Cody:
Taking Over The Tipton
That’s So Raven:
Raven’s Makeover Madness
Tsotsi
Baby Einstein - Baby’s Favorite
Places - First Words Around Town
The Shaggy Dog (2006)
Disney Learning Adventures:
Winnie The Pooh Shapes And Sizes
Disney Learning Adventures:
Winnie The Pooh Wonderful
Word Adventure
Disney’s Little Einsteins™:
Mission Celebration!
Brother Bear 2
Desperate Housewives:
Season Two
Kinky Boots
Commander in Chief, Volume Two
Lost: Season 2

* Disney Video Premiere
(DVD) denotes DVD Only Release

FY 2005 Q4
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Hellraiser - Hellworld
Paris is Burning
The Prophecy - Foresaken
Toy Story 10th Anniversary
Edition (DVD)
Halloweentown High
The Hitchhiker’s Guide to
the Galaxy
Pooh’s Heffalump Halloween
Movie*
Twin Sisters
The Adventures Of Sharkboy
And Lavagirl
Desperate Housewives - The
Complete First Season
Mindhunters

* Disney Video Premiere
(DVD) denotes DVD Only Release

Disney Channel

7/1/2006
# Subscribers
(in millions)

7/2/2005
# Subscribers
(in millions)

United States (a)
Latin America (b)
United Kingdom
Taiwan
Asia (c)
India (d)
Japan (e)
Scandinavia (f)
Italy
Germany
Australia (g)
France
Spain
Portugal
Middle East (h)

87.7
12.1
8.9
5.4
3.5
3.2
3.1
3.0
2.9
2.4
1.9
1.9
1.9
0.3
0.2

86.0
9.5
4.9
5.2
3.0
2.9
2.3
0.6
3.0
2.3
1.7
1.8
1.7
0.3
0.2

Int’l Sub-Total
Worldwide Total

50.6
138.3

39.4
125.4

89.5
46.0

88.5
40.0

13.2

11.7

ABC Family Channels

ABC Family
Fox Kids Europe (b)
Fox Kids
Latin America (b)

ESPN

ESPN
ESPN2
ESPN Classic
ESPNEWS

Live Action
Live Action
Live Action

9/6/05
9/6/05
9/6/05

Live Action
Live Action

9/6/05
9/13/05

Live Action

9/13/05

Animated
Animated

9/13/05
9/13/05

Live Action

9/20/05

Live Action
Live Action

9/20/05
9/20/05

7/1/2006
# Nielson
Households
(in millions)

7/2/2005
# Nielson
Households
(in millions)

91.0
90.5
61.4

90.2
89.3
57.1

50.1 full-time

44.5

90.4
90.1
89.5
87.8
63.4
55.0
49.5
49.2
43.1
37.3
37.1

89.1
89.2
88.4
86.7
58.5
49.7
45.1
43.6
41.7
33.9
27.5

Other Cable Properties

Lifetime Channel
A & E Channel
The History Channel
E! Entertainment
A & E Int’l (b)
Toon Disney
Lifetime Movie Channel

SOAPnet
Style
Biography
History Int’l (b)

(a) Nielsen households; International Disney Channels reflect reported subscribers.
(b) Not tracked by Nielsen.
(c) Includes Malaysia, Brunei, Philippines, Singapore, Indonesia, Korea, Thailand,
Palau, Vietnam, Hong Kong and China
(d) Channel launched Decemeber 17, 2004. Free preview period till March 31,
2005. 2.9m paid subs. Connectivity is 24.3m
(e) Channel launched November 18, 2003.
(f) Channel launched February 28, 2003. Includes Sweden, Norway and Denmark.
Channel launched on August 5, 2003 on Teledenmark, Canal Digital, and in
Finland.
(g) Numbers include New Zealand territory following launch in December, 2003.
(h) Estimated data.
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The Walt Disney Company has a longstanding commitment to serve the interests of its many stakeholders,
including its shareholders, Guests, customers, viewers, cast members, employees, and the communities in
which the company operates. With that in mind, we strive to respect the well-being of the public and our communities in all the Company undertakes.

OUR

A P P ROAC H TO CO R P O RAT E R E S P O N S I B I L I TY I S M A D E
U P O F T H E S E S I X M A I N COM P O N E N T S :

CORPORATE GOVERNANCE – The Company works to ensure that shareholder interests are fully and
independently represented and is committed to monitoring evolving best practices in corporate governance and
adopting practices that are appropriate to serve the long term interests of shareholders. The Company’s
Corporate Governance Guidelines can be viewed at www.disney.com/investors/corporate/governance.

BUSINESS STANDARDS AND ETHICS – Disney holds itself to high standards of business conduct, and
has instituted extensive training programs to promote compliance with these standards. Business Standards and
Ethics training is provided by the Company to all employees around the globe.

COMMUNITY – The Company’s worldwide charitable outreach programs make a meaningful difference for families
and children in need. See the following page and
www.disneyhand.com for more details.

ENVIRONMENTALITY™ – Disney’s Environmentality is
the attitude and commitment to preserve our environment
through proactive action. Cast Members and employees
worldwide support environmental initiatives that conserve
natural resources and return financial benefits. For more information, visit www.environmentality.com.

INTERNATIONAL LABOR STANDARDS – Disney is
committed to the promotion and maintenance of responsible labor
practices in our licensing and direct sourcing operations.
This commitment is outlined in the Disney Code of
Conduct for Manufacturers and supported through
programs designed to monitor working conditions in
factories making Disney products worldwide. Follow our
efforts at www.disneylaborstandards.com.

SAFETY AND SECURITY – Our focus on promoting the
safety of Disney’s Guests and Cast Members is evident in programs, practices and training efforts throughout the Company.
Learn more at www.disneycorporateresponsibility.com.
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IN THIS EDITION, WE ARE PLEASED TO PROVIDE AN
OVERVIEW OF DISNEY WORLDWIDE OUTREACH
Since the days of Walt Disney himself, The Walt Disney Company has been committed to using its business resources to benefit its local communities. Through
Disney Worldwide Outreach, the company has implemented national and global initiatives addressing learning, compassion, the arts and the environment that underscore our belief in the importance of The Walt Disney Company being an involved
corporate citizen. The following is a sampling of activities and endeavors Worldwide Outreach is most proud of:
• Since 1923, Disney Worldwide Outreach has been dedicated to making the
wishes of children and families a reality through charitable outreach and
volunteerism around the world. Today, Disney is the no. 1 wish of children
with life-threatening medical conditions, and Disney fulfills more than 5,000
wishes each year for the Make-a-Wish Foundation® alone.
• Disney supports children’s hospitals through financial donations, cheerful
room renovations, beloved Disney character visits and the annual delivery
of toys, DVDs and other requested items. Through these efforts, Disney
strives to brighten hospital stays for children around the world.
• Disney makes a difference by sharing its resources with those in need.
Disney supports Toys for Tots to help ensure that every child receives a toy
during the holidays, contributes books to children who have never owned
one through First Book and funds programs that provide children with
positive places to learn and grow, like the Boys & Girls Clubs of America.
• Disney also reaches out in times of crisis by providing financial and in-kind
support to disaster relief organizations, including the Red Cross and Red
Crescent, and to organizations around the world that rally volunteers
committed to making a difference.
• Disney’s VoluntEARS, employees who lend their
time and expertise to outreach projects, contributed
more than 442,000 hours of service in their
communities last year - from the
United States, Europe and South
Africa to Asia, India and beyond.
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F A S T F AC T S
• In the last 5 years Disney has given more than $754 million in cash and in-kind support to charities around
the globe and $190 million dollars in cash, in-kind support and public service air time in 2005 alone.
• In the last 5 years, Disney VoluntEARS have contributed nearly 2 million hours of service to their
communities and 442,000 hours in 2005 alone.
• In 2006, for the first time in India, Disney and Make-A-Wish granted the wish of a 6 year-old boy who
wanted to meet Mickey Mouse.
• So far, as part of its commitment to First Book, Disney has donated more than 8 million books to the First
Book National Book Bank
• For the 1964 New York World’s Fair, UNICEF approached Walt Disney about designing their pavilion. Walt
and the Imagineers created a whimsical journey hosted by the world’s children. Forty-four years later, “it’s a
small world” entertains millions of guests every year at Disney Theme Parks.
To learn more about Disney’s outreach programs, please visit DisneyHand.com.
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Reconciliation of Non-GAAP Financial Measures
To Corresponding GAAP Financial Measures
Quarter Ended 7/1/2006
Free cash flow is not a measure of performance defined by, or calculated in accordance with generally accepted accounting principles (GAAP). This measure should not be considered in isolation, or as a substitute for the corresponding
GAAP financial measure. This measure, as calculated by the Company, may not be comparable to similarly titled measures employed by other companies. The Company uses free cash flow (cash flow from operartions less investments in
parks, resorts and other property), among other measures, to evaluate the ability of its operations to generate cash that is
available for purposes other than capital expenditures. Management believes that information about free cash flow provides investors with an important perspective on the cash available to service debt, make strategic acquistions and investments and pay dividends or repurchase shares.
The following table presents a reconciliation of the Company’s consolidated cash flows provided by operations to free
cash flow for the quarter ended 7/1/2006 and 7/2/2005 (unaudited, in millions):
Quarter ended
7/1/2006
7/2/2005
Cash provided by operations

$1,468

Less: Investments in parks, resorts and other property

(308)

Free cash flow

$1,160

$1,800
(414)
$1,386

$ Change
$(332)
106
$(226)
(16%)

The following table presents a summary of the Company's consolidated cash flows for the quarter ended 7/1/2006 and
7/2/2005 (unaudited, in millions):
Quarter ended
7/1/2006
7/2/2005
Cash provided by operations
Cash provided by (used by) investing activities
Cash used by financing activities
(Decrease) Increase in cash and cash equivalents
Cash and cash equivalents, beginning of quarter
Cash and cash equivalents, end of quarter
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$1,468
739
(2,285)

$1,800
(380)
(1,327)

(78)
2,031

93
1,941

$1,953

$2,034

Reconciliation of Non-GAAP Financial Measures
To Corresponding GAAP Financial Measures
Nine Months Ended 7/1/2006
The following table presents a reconciliation of the Company’s consolidated cash flows provided by operations to free
cash flow for the nine months ended 7/1/2006 and 7/2/2005 (unaudited, in millions):
Nine Months ended
7/1/2006
7/2/2005
Cash provided by operations

$3,649

Less: Investments in parks, resorts and other property

(770)

Free cash flow

$2,879

$2,928

$ Change
$721

(1,187)

417

$1,741

$1,138
65%

The following table presents a summary of the Company's consolidated cash flows for the nine months ended 7/1/2006
and 7/2/2005 (unaudited, in millions):
Nine Months ended
7/1/2006
7/2/2005
Cash provided by operations
Cash provided by (used by) investing activities
Cash used by financing activities

$3,649
356
(3,775)

$2,928
(1,069)
(1,867)

Increase (decrease) in cash and cash equivalents
Cash and cash equivalents, beginning of period

230
1,723

(8)
2,042

Cash and cash equivalents, end of period

$1,953

PAGE 41

$2,034

The Company expects that operating cash flow for fiscal 2006 will exceed operating cash flow in fiscal 2004, resulting in
free cash flow that exceeds that in 2004, the previous record amount.
The following table presents a reconciliation of the Company’s consolidated cash flows provided by operations to free
cash flow for the year ended 9/30/2004 (unaudited, in millions):
Year ended
9/30/2004
Cash provided by operations

$

Less: Investments in parks, resorts and other property

4,370
(1,427)

Free cash flow

$

2,943

The following table presents a summary of the Company's consolidated cash flows for the year ended 2004 (unaudited,
in millions):
Year ended
9/30/2004
Cash provided by operations
Cash used by investing activities
Cash used by financing activities

$

Increase in cash and cash equivalents
Cash and cash equivalents due to the initial consolidation
of Euro Disney and Hong Kong Disneyland
Cash and cash equivalents, beginning of period
Cash and cash equivalents, end of period

4,370
(1,484)
(2,701)
185
274
1,583

$
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2,042

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.
Certain statements 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 the views and assumptions of the
management of The Walt Disney Company regarding future events and business performance as of the time the statements are made and it does not undertake any obligation to update these statements. Actual results may differ materially
from those expressed or implied. Such differences may result from actions taken by the company, including restructuring
or strategic initiatives (including capital investments or asset acquisitions or dispositions), as well as from developments
beyond the company's control, including: adverse weather conditions or natural disasters; health concerns; international,
political or military developments; technological developments; and changes in domestic and global economic conditions, competitive conditions and consumer preferences. Such developments may affect assumptions regarding the operations of the business of The Walt Disney Company including, among other things, the performance of the company's theatrical and home entertainment releases, expenses of providing medical and pension benefits, and demand for products
and performance of some or all company businesses either directly or through their impact on those who distribute our
products. Additional factors that may affect results are set forth in the Annual Report on Form 10-K of The Walt Disney
Company for the year ended October 1, 2005 under the heading "Item 1A—Risk Factors“ and subsequent filings.
Reconciliations of non-GAAP financial measures to equivalent GAAP financial measures are available on pages 40-42,
and on Disney’s Investor Relations website.
September 5, 2006 – Burbank, CA
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