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Cover Photo: Toy Story 3 is a new 3D adventure that lands Buzz, Woody 

and the gang in a room full of untamed tots who can’t wait to get their 

sticky little fingers on these “new” toys.
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($ in millions, except per share amounts) 2009(1) 2008(1) 2007(1) 2006(1)  2005(1)

Revenues
 Media Networks  $16,209   $15,857   $14,913   $14,039   $12,566 
 Parks and Resorts  10,667   11,504   10,626   9,925   9,023 
 Studio Entertainment 6,136   7,348   7,491   7,529   7,587 
 Consumer Products  2,425   2,415   1,990   1,869   1,914 
 Interactive Media  712   719   490   385   284 

    $36,149   $37,843   $35,510   $33,747   $31,374 

Segment Operating Income(2)

 Media Networks  $ 4,765   $ 4,981   $ 4,534   $ 3,629   $ 3,062 
 Parks and Resorts  1,418   1,897   1,710   1,534   1,178 
 Studio Entertainment  175   1,086   1,195   728   206 
 Consumer Products  609   778   689   626   532 
 Interactive Media  (295)  (258)  (291)  (135)  (21)

    $ 6,672   $ 8,484   $ 7,837   $ 6,382   $ 4,957 
Diluted earnings per share from continuing operations  
 before the cumulative effect of accounting change  $  1.76   $  2.28   $  2.24   $  1.60   $  1.19 
Earnings per share, discontinued operations  —   —   0.01   0.03     0.05   
Cumulative effect of accounting change per share —  —     —     —     (0.02)   

Diluted earnings per share(3)  $  1.76   $  2.28   $  2.25   $  1.64   $  1.22 

Cash provided by continuing operating activities   $ 5,064   $ 5,446   $ 5,398   $ 5,960   $ 4,139 

Free cash flow(2)  $ 3,311   $ 3,868   $ 3,832   $ 4,668   $ 2,326

(1)Information affecting the comparability for all periods presented is set forth in Item 6 to the Company’s Annual Report on Form 10-K.
(2)  Aggregate segment operating income and free cash flow are not financial measures defined by Generally Accepted Accounting Principles (GAAP). Reconciliations of non-GAAP financial 

measures to equivalent GAAP financial measures are available here.
(3) Diluted earnings per share may not equal the sum of the column due to rounding.

See Notes to Consolidated Financial Statements

SUMMARY FINANCIAL HIGHLIGHTS
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Certain measures used in the Financial Highlights and the Letter to Shareholders are not defined by GAAP. The following tables reconcile these mea-
sures to the most comparable financial measures as defined by GAAP.

(all figures in millions, except per share data) 

Segment Operating Income

   2009 2008 2007 2006  2005

Segment operating income $6,672 $8,484 $7,837 $6,382 $4,957
Corporate and unallocated shared expenses (398) (460) (497) (522) (543)
 Restructuring and impairment charges (492) (39) (26) (32) —
Other (expense) / income 342 (59) 1,004 88 (6)
Net interest expense (466) (524) (593) (592) (597)

Income from continuing operations before income taxes,
 minority interests and the cumulative effect of
 accounting change $5,658 $7,402 $7,725 $5,324 $3,811

Free Cash Flow
The Company defines “Free Cash Flow” as cash provided by operations less investments in parks, resorts and other property.

   2009 2008 2007 2006  2005

Cash provided by continuing operations $ 5,064 $ 5,446 $ 5,398 $ 5,960 $ 4,139
Investments in parks, resorts and other property (1,753) (1,578) (1,566) (1,292) (1,813)

Free cash flow $ 3,311 $ 3,868 $ 3,832 $ 4,668 $ 2,326

Earnings per share excluding certain items
The following table reconciles reported earnings per share to earnings per share excluding certain items affecting comparability between years.

   2009 2008 Change

Diluted EPS as reported $ 1.76 $ 2.28 (23)%
Exclude:
 Restructuring and impairment charges 0.17 0.01 nm
 Other (income) / expense(1) (0.11) 0.02 nm
 Favorable resolution of certain income tax matters — (0.03) nm

Diluted EPS excluding certain items $ 1.82 $ 2.28 (20)%

RECONCILIATIONS

(1) Other (income)/expense for the current year consists of a non-cash gain in connection with the merger of Lifetime and A&E ($228 million pre-tax) and a gain on the sale of our investment in 
two pay television services in Latin America ($114 million pre-tax). Other (income)/expense for the prior year consists of an accounting gain related to the acquisition of the Disney Stores 
North America ($18 million pre-tax), a gain on the sale of movies.com ($14 million pre-tax) and a bad debt charge for a receivable from Lehman Brothers ($91 million pre-tax).



To the Shareholders and 
Cast Members of 
The Walt Disney Company:

As I was drafting this letter, 
word came about the passing 
of a true Disney legend, Roy 
E. Disney. Roy devoted the 
better part of his life to our 
Company, and during his 56 
year tenure, he was involved 
on many levels with many 
businesses, most notably 
animation. No one was a 
bigger champion of this art 
form than Roy, and it was at his urging that we returned to 
a full commitment to animation in the mid-1980s. Roy also 
introduced us to Pixar in the 1990s, a relationship that has 
proven vital to our success. Roy understood the essence of 
Disney, and his passion for the Company, his appreciation of 
its past and his keen interest in its future will be sorely missed.

Robert A. Iger 

President and Chief Executive Officer

The Walt Disney Company

LETTER TO         
 SHAREHOLDERS
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Roy E. Disney, circa 1986.

The Princess and the Frog is an animated comedy featuring Tiana and a 

frog prince who needs more than a kiss to be human again. 

Last year was both an inter-
esting and challenging one 
for your Company. On the 
positive side, we released 
two animated films, Up and 
The Princess and the Frog 
that exemplify the very best 
of what we do. We received 
the go-ahead from China’s 
government to build a new 
theme park in Shanghai. We 
acquired Marvel Entertain-
ment, whose portfolio of 
great stories and characters 
and talented creative staff 
complement and strengthen 
our own. And we reached an 
agreement to distribute live-
action films made by Steven 
Spielberg’s DreamWorks 
SKG.

At the same time, we faced a severe global 
economic downturn and an acceleration 
of secular challenges that affect several of 
our key businesses. Earnings per share for 
the year, excluding certain items affecting 
comparability between years(1), fell by 
20 percent to $1.82 from the record $2.28 
we reported in fiscal year 2008. Revenues 
were down 4 percent to $36.1 billion. 

Throughout, we’ve remained focused on 
advancing our strategic objectives of build-
ing the Company’s position as a leader in the 
creation of high quality branded content; of 
using technology to make that content more 
compelling and to reach more consumers in 
more ways; and of making Disney an even 
more prominent and successful provider of 
entertainment globally. We believe our strat-
egy is the right one and I’m confident it will 
keep us competitive and enhance our ability 
to deliver long-term value to shareholders. 
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Alice in Wonderland is an epic 3D fantasy adventure starring Mia Wasikowska as 

19-year-old Alice, who returns to the whimsical world she first encountered as a young girl.

We’re really pleased the Chinese government 
has given approval for a Disney theme park in 
Shanghai. We look forward to finalizing a deal 
with our partners in Shanghai to build a world-
class resort. With 1.3 billion people, increasing 
affluence and one of the world’s most unique 
and dynamic cultures, China is an important 
and promising country for Disney.

We’re also excited to welcome to the Disney 
family the talented team at Marvel. Marvel’s 
brand, characters and stories are well-known 
globally and their popularity cuts across age, 
gender and cultural boundaries. Marvel’s 
business really complements ours and all that 
we’ve been doing to maximize and extend the 
value of Disney’s creative properties across 
our businesses, media platforms and geo-
graphical markets. 
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Marvel’s superheroes include Captain America, Spider 

Man, Iron Man and The Hulk.

Evening brings even more enchantment to Hong Kong Disneyland, as 

Sleeping Beauty Castle and it’s a small world light up in a rainbow of color.

Our Parks and Resorts business is expand-
ing with the addition of attractions and 
features that bring together great creativ-
ity, fantastic new technology and some of 
our most beloved characters and stories at 
Disney’s California Adventure, at Hong Kong 
 Disneyland and at the Magic Kingdom at Walt 
Disney World. We are also greatly expanding 
our geographical reach and type of experi-
ence available to vacationing families with the 
opening of our new family resort in Hawaii in 
2011 and the launch of two magnificent new 
cruise ships in 2011 and 2012. 

In pursuing our expan-
sion strategy, we’ve 
also focused on how to 
confront challenges to 
our media businesses 
brought about by 
advances in technol-
ogy, the abundance of 
choice and changing 
consumer preference. 
We’ve really looked 
hard at how we could 
innovate and bring 
down the cost of mak-
ing, marketing and distributing the content 
we create without sacrificing the quality that 
consumers have come to expect of us.
 
During the course of the last year, we 
took several steps in that direction. ABC 
 Entertainment and ABC Studios merged into 
a single organization dedicated to producing 
and marketing compelling programming for 
ABC and other platforms. Walt Disney Studios 
streamlined its production, marketing and 
distribution teams to manage the release of 
motion pictures from theaters all the way to 
handheld devices. And we brought together 
under a new segment, Disney Interactive 
 Media Group, our console and online game 
units so that we can adapt quickly as the gam-
ing market evolves.

We are also reassessing our business models 
to make sure we continue to be competitive 
in this new environment. Decisions are being 
made on issues related to timing to market, 
pricing and scope of distribution that we 
believe can give us the necessary agility to 
respond to rapid technological change and 
to meet the expectations of consumers who 
increasingly enjoy entertainment how, when 
and where they want it. 

Ultimately, though, what sets Disney apart 
more than anything else is the strength of our 
brands and the quality of our entertainment, a 
distinction we are determined to uphold. Last 
year, despite the downturn, and apart from our 
purchase of Marvel, we invested extensively in 
entertainment and experiences we believe will 
delight Disney, ABC and ESPN fans for years 
to come. 

Movies remain at the core of what we do, 
providing many of the rich stories, memo-
rable characters and compelling worlds 
that are Disney’s hallmarks. Going forward, 
we will focus almost exclusively on making 
branded films from Disney, Pixar and Marvel. 
 Consumers know and love these brands and 
this gives us a competitive advantage. A high 
quality Disney, Pixar or Marvel film can be of 
great value to the entire company over many 
years. We will also be distributing Dream-
Works films, taking advantage of our Disney 
global studio infrastructure without much 
additional risk.
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At our media networks, ABC got off to a 
solid start in the fall season with several of 
the most watched shows, including new 
offerings we are proud of like Modern Family, 
FlashForward, The Middle and Cougar Town. 
These shows are attracting the viewers most 
coveted by advertisers, both on TV and the 
Web, and affirm the benefit of investing in 
content that’s smartly written and presented, 
universal in appeal and adaptable to 
different technology platforms. The same 
holds true of Disney Channel, which last 
year had its best ever domestic ratings, and 
successfully launched the new boy-focused 
Disney XD Channel. 

Now thirty years old, ESPN remains an incred-
ible innovator, both technologically and in the 
quality and scope of its content, and in doing 
so has built and maintains a truly great brand. 
Last year, it made a major move internation-
ally with its purchase of Premier League televi-
sion rights in the United Kingdom and has 
deepened its relationship with its most avid 
fans by setting up local sports online portals 
in key cities including Chicago, Dallas, Boston 
and Los Angeles, with New York launching 

ESPN recently acquired coveted Barclays Premier 

League rights in the U.K. which is the cornerstone of a 

new live-television network launched there in August.

Lost is a hit with millions of viewers in more than 200 territories around the world.

in April. ESPN’s emphasis on cutting-edge 
platforms, ranging from ESPN360.com to the 
popular ScoreCenter iPhone app, insures its 
content is relevant and easily accessible no 
matter what sport you love or where you 
happen to be.

We’ve been investing in our future in other 
ways as well. Disney has always had a strong 
culture, rooted in our deep pride in what we 

do every day and a firm understanding of 
the enormous responsibility that comes with 
being stewards of a top global brand. As 
such, we’ve intensified our corporate social 
responsibility efforts to make them even more 
integral to the way we do business. 

Last March, we published our first com-
prehensive Corporate Responsibility 
Report, a detailed multimedia portrait of 
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and what we stand for. It’s truly been an 
honor serving as the President and CEO 
for the last four years with each new day 
bringing new challenges and opportunities 
for our Company. So, on behalf of all of 
us at Disney, I’d like to thank you for your 
continued support and the faith you show 
in us to keep exceeding your expectations 
in everything we do.

Robert A. Iger
President and Chief Executive Officer
The Walt Disney Company
January 10, 2010

This year, we have chosen to save environmental 

resources and reduce costs by separating our narrative 

review of the year’s business from our annual financial 

report and moving the business review to an engaging, 

on-line “Year in Review.” 

our approach to everything from charitable 
giving to workplace diversity, and from 
environmental measures to online safety 
for kids. The scope of our activities is truly 
impressive, in large part due to the enthu-
siastic participation of our Cast Members 
and employees, and the report has helped 
solidify Disney’s reputation as one of the 
world’s most admired companies.

We’re particularly proud of the ambitious 
long-range environmental goals we have 
set and with the accompanying three to 
five year targets to reduce emissions, 
waste, electricity and fuel use, as well as 
impact on water and eco-systems. We 
are also committed to using our skills as 
a media company to inspire kids to take 
more personal responsibility for preserving 
the planet we share.

These programs are practical from a busi-
ness perspective and in keeping with our 
heritage. People all over the world have high 
expectations of Disney and meeting these 
standards requires that we not only deliver 
entertainment people love, but also behave 
responsibly in everything we do. When we do 
so effectively, we are admired by our employ-
ees, shareholders and consumers and that’s 
good for our businesses and brands.

It’s also positive from a business perspec-
tive when our employees and Cast Members 
have the opportunity to gain experience in 
various parts of the organization. It gives them 
a new set of challenges, new perspectives 
and a great opportunity for continued growth. 
Longer term, the practice of motivating and 
developing Cast Members and employees by 
providing new or expanding opportunities will 
help us attract and retain talented people and 
will serve this Company well.

Over the last year, we’ve been putting into 
motion such an approach and have started 
with changes at the senior management 
level. On January 1, 2010 Tom Staggs, our 
chief financial officer for the last decade, 
became Chairman, Walt Disney Parks 

and Resorts, while Jay Rasulo, who held 
that position for seven years, became our 
CFO. In Europe, we’ve consolidated our 
lines of business under the leadership of 
Diego Lerner, who has very effectively built 
our Latin American operations over the 
last decade. And Rich Ross has become 
Chairman of Walt Disney Studios in the 
wake of his first-rate performance as head 
of Disney Channel’s global operations.

Last year was a demanding one. But it’s 
also been a period that’s reinforced some 
key themes: that quality must remain at 
the forefront of what we do; that we must 
not be afraid to take risks and challenge 
the status quo; and that the passion and 
creativity of our employees and Cast 
Members are the heart and soul of the 
Company and I personally want to thank 
them for the incredible work they do 
every day to delight consumers around 
the world.

We have many challenges ahead, but I 
like how we are positioned, who we are 

The animated hit series Phineas & Ferb 

airs on Disney Channel and Disney XD.
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STUDIO 
ENTERTAINMENT

Nicolas Cage and Jay Baruchel star as a master sorcerer 

and his reluctant protégé in The Sorcerer’s Apprentice. 

The unlikely partners work to stop the forces of darkness 

in modern-day Manhattan.
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The Walt Disney 
Studios, home to 
the Company’s 
motion picture, 
home entertain-
ment, music, live 
entertainment and 
stage production units, 
had a transformative year in 2009. Under the leadership 
of new chairman Rich Ross, the Studio is strengthening its 
creative endeavors while making the organizational changes 
needed to confront structural changes affecting the movie 
industry. 

The world’s a racetrack as superstar Lightning McQueen zooms back into action to take on 

the globe’s fastest in Cars 2, a high-octane 3D comedy.

Last year, the Studio entered into alliances 
with DreamWorks through a long-term distri-
bution deal with principals Steven Spielberg 
and Stacey Snider, and with acclaimed 
filmmaker Guillermo del Toro, under a new 
production label called Disney Double Dare 
You. Alongside existing alliances with Robert 
Zemeckis’ ImageMovers Digital and Jerry 
Bruckheimer Films, and our own productions 
under the Disney, Pixar, Touchstone, Disney-
nature and Miramax labels, the Studio has 
a strong and diverse set of films coming to 
delight audiences of all ages. 

The Studio also consolidated marketing and 
distribution functions under leaders respon-
sible for managing film titles throughout every 
step of the release chain, from theaters to 
electronic sell-through. 

UP anD away!

At the 2009 box office, Walt Disney  Studios 
Motion Pictures had one of its biggest 
animated hits with Disney•Pixar’s Up in both 
traditional theatrical and Disney Digital 3D™ 
formats. The film gave a big lift to moviegoers 
all over the world and became the Studio’s 

UP features 78-year-old balloon salesman 

Carl, who – along with 8-year-old Russell 

and misfit dog Dug – finally fulfills his dream 

of a great adventure. 

third highest grossing domestic animated 
release of all time, with a domestic box office 
take exceeding $293 million. Internationally, 
it soared to a box office gross of over $430 
million, and finished as one of the biggest 
animated releases in industry history at the 
worldwide box office. Up also became one of 
the top DVD and Blu-ray titles of the year upon 
its release in November. 
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Walt Disney Animation Studios opened The Princess and the Frog in December which has 
already grossed over $160 million thus far at the worldwide box office. The critically-acclaimed 
film demonstrated Disney’s excellence in all areas of animation, added to the Studio’s legacy for 
musical fairy tales and introduced a dazzling new princess to the royal family. 

The 2010 theatrical release schedule 
includes more great entertainment 
from Walt Disney and Pixar Animation 
Studios, starting with the June release 
of Toy Story 3 (including Disney Digital 
3D™ presentations) which brings back 
the all-star toy cast in a hilarious, action-
packed new adventure. Arriving in time 
for the holidays is Disney’s first computer-
animated fairy tale, Rapunzel, featuring 
one of the last great retold classics, hair-
raising adventures, an unforgettable cast 
of characters, and memorable songs from 
Oscar®-winning composer Alan Menken.

Jessie, Buzz, Woody and our favorite gang of toy characters return to 

the big screen for Toy Story 3 as Andy prepares to depart for college. 

Princess Tiana skates to a jazzy New 

Orleans Mardi Gras celebration in 

Disney On Ice presents Let’s Celebrate!

Rapunzel is a 3D, action-packed, 

animated musical comedy about 

the girl behind 70 feet of hair who 

takes off on a hilarious escapade 

with the help of a dashing bandit.
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The Lion King surpassed 50 million people in worldwide attendance in August 

becoming the most successful American musical in history.

Now in its fourth magical year on Broadway, Disney and Cameron Mackintosh’s 

Mary Poppins also took flight on a hit North American tour in March.

Walt Disney Studios Home 

Entertainment had some of the 

industry’s top-selling 

Blu-ray and 

DVD titles in 

2009.

the film looked and sounded better than ever 
and became the number one sell-thru Blu-ray 
title of 2009. The second installment in the 

popular Disney Fairies 
series, Tinker Bell and the 
Lost Treasure, was also 

Disney’s all-time favorite films and franchises 
like Cars, Princesses and Toy Story continued 
to provide other Studio divisions with inspired 
source material. Disney Theatrical Group 
celebrated the 12th anniversary of The Lion 
King on Broadway and the musical’s 10th 
year in London, as the stage hit surpassed 
50 million people in worldwide attendance 
in August, and opened a new production at 
the Mandalay Bay Resort in Las Vegas. The 
division also marked the third successful 
year of Mary Poppins in New York, with 
more than 1,000 performances to date. A 
North American tour began in Chicago in 
May and played a successful 13-week run 
in Los Angeles late in the year. Additionally, 
Disney on Ice which has been seen by more 
than 200 million people since 1981, recently 
launched its 30th all-new show starring a 
cast of 50 Disney characters. Disney Live! a 
group of interactive stage shows for younger 
children, has entertained five million guests 
in more than 40 countries and recently 
began its second year traveling in China.

BUILDIng On BLU-Ray

Walt Disney Studios Home Entertainment had 
some of the industry’s top-selling Blu-ray and 
DVD titles in 2009, while continuing to be the 
leader in worldwide Blu-ray market share (in 
both the family and animated categories), and 
a pioneer in the electronic delivery of movies. 
Our key home entertainment releases in 2009 
included Bolt, High School Musical 3: Senior 
Year, The Proposal, Bedtime Stories, Beverly 
Hills Chihuahua, Hannah Montana: The Movie, 
and the 2-Disc Platinum Edition of Pinocchio, 
as well as the direct to DVD’s Space Buddies 
and Santa Buddies. October saw the Blu-
ray debut of the landmark Disney animated 
classic Snow White and the Seven Dwarfs, 
which was meticulously restored and selected 
to kick off the new “Diamond Edition” line. 
Seventy-two years after its theatrical debut, 

released in October, and became one of the 
year’s biggest direct-to-DVD titles. Walt Dis-
ney Studios Home Entertainment International 
had hits with WALL•E, High School Musical 
3 and Blu-ray releases of the Pirates of the 
Caribbean trilogy, among others. 

Among other notable events in 2009, 
 Touchstone Pictures had a hit in The 
 Proposal, starring Sandra Bullock and Ryan 
Reynolds. The film became one of the top 
romantic comedies of all time in the U.S. (over 
$163 million of domestic box office), 
and proved to be a hit with international 
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The division also had three number one 
album debuts including: Rascal Flatts’ 
Unstoppable, Jonas Brothers’ Lines, Vines 
and Trying Times and Demi Lovato’s Here 
We Go Again. By the end of the year, the 
Jonas Brothers had sold more than eight 
million records worldwide. Among the other 
success stories from Disney Music Group 
were Breaking Benjamin, Selena Gomez, 
Jesse McCartney and Love and Theft.

audiences too. The launch of the new 
Disneynature label, with its first offering, 
Earth, marked a return to the Studios’ legacy 
for quality nature films, and set the stage for 
the 2010 release of Oceans. The November 
release of Disney’s A Christmas Carol 
delivered the classic tale to moviegoers with 
Robert Zemeckis’ inventive and ambitious 
adaptation of the Dickens classic and Jim 
Carrey’s impressive performances in multiple 
roles. The film went on to bring in over 
$240 million at the worldwide box office. 

Miley Cyrus entertained her legion of fans 
in 2009 on film, with Hannah Montana The 
Movie in concert, and as a recording artist. 
Her movie soundtrack (which was certified 
platinum and her fourth number one album) 
was among the four number one albums 
from Disney Music Group for the year. 
Cyrus returns to the big screen in 2010 with 
the Touchstone Pictures’ adaptation of the 
Nicholas Sparks’ bestseller, The Last Song. 

Selena Gomez & The Scene’s first album, Kiss & Tell 

debuted on the Billboard 200 at number nine and 

included their first single, “Falling Down.”

The platinum-certified soundtrack was a number 

one hit on both pop and country album charts.  

Cyrus’ single “The Climb” was a top 5 radio hit.

Johnny Depp stars as 

the Mad Hatter in Alice in 

Wonderland, a 3D fantasy 

adventure featuring stun-

ning, avant-garde visuals 

and some of the most 

charismatic characters in 

literary history. 

gET REaDy fOR aLIcE

Disney’s 2010 theatrical release schedule 
offers a wide variety of excitement, comedy 
and fantasy. In March, Tim Burton’s imagina-
tive and whimsical take on the Lewis Carroll 
classic, Alice in Wonderland brings together 
an all-star ensemble (Johnny Depp, Anne 
 Hathaway, Helena Bonham Carter, Crispin 
Glover, Stephen Fry, Alan Rickman, Michael 
Sheen and newcomer Mia Wasikowska as 
Alice). The adventure continues in May with 
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Comedy fans can look forward to a pair of 
films starring Kristen Bell. In Touchstone 
Pictures’ When in Rome, the actress plays an 
ambitious New Yorker who suddenly finds 
herself pursued by an odd group of suitors 
after defiantly plucking some magic coins 
from a Roman fountain of love. In the Disney 
comedy You Again, Bell stars alongside Betty 
White, Sigourney Weaver and Jamie Lee 
 Curtis as a young woman who is horrified to 
learn that her brother is marrying the very girl 
who made her life unbearable in high school.

Last year, many of the operations of 
Miramax Films were consolidated within 
those of the Studio and the label scaled 
back its release schedule. Recent or 

Prince of Persia: The Sands of Time, from 
producer Jerry Bruckheimer. In this epic 
tale based on a popular video-game, Jake 
Gyllenhaal plays a rogue prince who joins 
a mysterious princess (Gemma Arterton) in 
a race against dark forces to safeguard an 
ancient dagger that allows its possessor to 
rule the world. There’s more Bruckheimer-
style excitement and fantasy in store with the 
summer release of The Sorcerer’s Apprentice, 
starring Nicolas Cage as a master magi-
cian who enlists his reluctant protégé (Jay 
 Baruchel) to help him prevent his arch-nem-
esis (Alfred Molina) from controlling modern 
day  Manhattan. Jon Turteltaub (National 
Treasure 1 and 2) directs. Arriving in time for 
the 2010 holiday season is Tron: Legacy, a 
3D, high-tech adventure that reboots the 1982 
Disney cult classic and takes moviegoers into 
a digital world unlike anything ever captured 
on the big screen. Jeff Bridges returns as 
Sam Flynn, who joins forces with his son 
(Garrett Hedlund) on a thrilling journey across 
a visually-stunning cyber universe that has 
become far more advanced and exceedingly 
dangerous.

upcoming releases include Everybody’s Fine 
starring Robert DeNiro, Drew Barrymore 
and Kate  Beckinsale, The Debt from director 
John Madden  (Shakespeare in Love), star-
ring Oscar®-winning actress Helen Mirren, 
The Tempest from visionary director Julie 
Taymor (The Lion King) and the thriller Don’t 
Be Afraid of the Dark, written by director 
Guillermo del Toro.

Prince of Persia: 

The Sands of Time 

unleashes a rogue prince, 

a mysterious princess and 

a gift from the gods that 

can reverse time.

Tron: Legacy is a 3D high-tech adventure 

about a father and son who embark on a 

journey of escape across a visually-stunning 

cyber universe.
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PaRKS AND   
     RESORTS
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What Will You Celebrate? That question is the 
centerpiece of an exciting campaign launched 
in 2009 that encourages Guests to celebrate 
life’s special moments at Disney Parks and 
Resorts. The strong response to What Will You 
Celebrate? underscores the enduring appeal 
of Disney family vacations and the continuing 
success of our business strategy. 

Disney Guests will have even more to cel-
ebrate in the coming years. Parks and Resorts 
is making numerous strategic investments 
in its future and enhancing the Guest experi-
ence at existing properties while extending 
the Disney brand around the globe. Creat-
ing exciting new experiences is central to 
Parks and Resorts’ strategy, as Disney keeps 
dreaming up ways to delight not just today’s 
audiences – but tomorrow’s. Innovation and 
new technology will continue to make every 

Opposite page: Disneyland’s Summer Nightastic! 

featured an all-new nightly fireworks show, Magical, 

built around some of the most beloved moments 

from Disney movies.

Disney Fairies costumes and 

accessories available at Disney 

Parks feature Tinker Bell and her 

fairy friends — from the Tinker Bell 

animated films.

Join the fun at Disneyland with Celebrate! 

A Street Party, an exhilarating spectacle 

of music, dance and Guest participation 

along Main Street U.S.A.

Walt Disney Parks and Resorts includes all of 
the Company’s vacation and travel business-
es, with 11 theme parks on three continents, 
a top rated cruise line, award-winning guided 
family adventures, the Disney Vacation Club, 
and more. Combining creativity, technology 
and storytelling with Disney’s legendary 
service, Parks and Resorts creates experi-
ences that connect with Guests of all ages, 
making Disney the number one choice for 
families, year after year.
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part of the Guest experience more magi-
cal, memorable and convenient. Increased 
connectivity will allow families to share their 
vacation fun – in real time – with friends back 
home. And Guests will enjoy a host of im-
mersive experiences that are more interactive 
and personalized than anything they’ve ever 
imagined.

fanTaSTIc nEw aTTRacTIOnS…

fROm fLORIDa TO HOng KOng anD 

BEyOnD

In new attractions like The American Idol 
Experience®, which opened at Disney’s 
Hollywood Studios in 2009, Disney audiences 
are taking a more active role in the storytelling 
than ever before. Not only do Guests get to 
choose who may become America’s next 
singing sensation – they are the stars of the 
show! And in the new Monsters, Inc. Ride & 
Go Seek! at Tokyo Disneyland, Guests play 
a game with Mike, Sulley and the rest of the 
gang from the popular Disney•Pixar film. 

Dumbo the Flying Elephant is re-imagined as Guests are invited to step into the big top 

and join the circus while waiting for their magical flight over Fantasyland. 

Guests play flashlight tag with Mike, Sulley, and Boo to find monsters hiding in lockers, under helmets, 

and other unlikely places at Tokyo Disneyland’s newest attraction Monsters Inc. Ride & Go Seek!
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For more aquatic 
fun, there’s The Little 
Mermaid: Ariel’s 
Undersea Adventure, 
which opens in 2011. 
Those who prefer 
dry land can explore 
the desert town of 
Radiator Springs 
from the Disney•Pixar 
blockbuster Cars, 
beginning in 2012. 

Another of the Disney•Pixar favorites, the 
Toy Story films, are the inspiration for a new 
land opening at Walt Disney Studios Park in 
Paris in summer 2010. Guests will shrink to 
the size of a toy and play in Andy’s backyard, 
where they can hop aboard Slinky® Dog as 
he chases his tail, parachute with the Green 
Army Men and Sarge and ride Andy’s thrilling 
RC Racer.

More interactive and personalized experi-
ences are on the horizon. Parks and Resorts 
announced in September 2009 that it plans to 
nearly double the size of Fantasyland at Walt 
Disney World Resort’s Magic Kingdom over 
the coming years, creating fairy-tale worlds 
where children and adults can meet and play 
with their favorite Disney princesses. Inside 
the chateau where Cinderella lives with her 
cruel stepmother and stepsisters, Guests 
will marvel as Cinderella transforms from her 
servant clothes into a beautiful ball gown, and 
then help her practice a waltz for the royal 
ball. They will also have the opportunity to 
spend time with Sleeping Beauty in her cot-
tage and with Belle in the Beast’s castle. 

Under the Sea: Journey of the Little Mermaid 
will take riders into the depths to relive Ariel’s 
adventures with Sebastian, Flounder and 
Ursula. And an expanded Dumbo the Flying 
Elephant will feature a new interactive concept 
where the wait area becomes the “first act” of 
the show. 

New technologies are allowing Disney to tell 
familiar stories in brand new ways. This year, 
Disney introduced its most advanced Audio-
Animatronics® figures ever, as President 
Barack Obama was added to The Hall of 
Presidents at Walt Disney World’s Magic 
Kingdom and Great Moments with Mr. Lincoln 
reopened at Disneyland in Anaheim. And in 
2011, Star Tours will launch new itineraries 
to Tatooine and other destinations in the 
Star Wars™ galaxy – all in 3D and coming 
to  Disneyland in California and Disney’s 
Hollywood Studios in Florida. 

At Disney’s California Adventure, work is well 
underway on a multi-year expansion that will 
bring even more of Disney’s beloved charac-
ters to the park. In 2009, Mickey’s Fun Wheel 
opened on Paradise Pier, giving Guests a 
breathtaking view of Disney’s California 

Adventure and 
the rest of the 
Disneyland 
Resort. And 
in 2010, Silly 
Symphony 
Swings, inspired 
by the Mickey 
Mouse cartoon 
classic The Band 
Concert, will 
start spinning on 
Paradise Pier.

But that’s just the beginning of the new fun at 
Disney’s California Adventure. In spring 2010, 
the much-anticipated World of Color has its 
debut. This nighttime extravaganza brings 
Disney animation to life in a water show 
with dazzling colors and stunning images, 
accompanied by an array of lasers, fire and 
fog. Disney Imagineers have filled Paradise 
Bay with 1,200 fountains that will create the 
world’s largest water screen. 

World of Color at Disney’s California Adventure will bring Disney animation to life with a nightly panorama 

of spectacular water effects, colorful lighting and music. 

Dumbo flaps his ears and soars above Sleeping 

Beauty Castle in Disneyland’s summertime fireworks 

spectacular, Magical.
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The beloved Toy Story characters will also 
play a starring role at Hong Kong Disneyland, 
as part of a major expansion announced in 
2009. The park will grow by about 23 percent 
with the addition of Toy Story Land and two 
areas unique to Hong Kong Disneyland: 

Grizzly Gulch 
and Mystic 
Point. Grizzly 
Gulch is an 
abandoned 
mining town 
from the late 
1800’s and 
home to Big 
Grizzly Mountain 
Runaway Mine 
Cars, which 
takes Guests on 
a heart-racing 
ride loaded with 
surprises. Next 
door is Mystic 
Point, site of 

a strange manor owned by adventurer Lord 
Henry Mystic.  Mystic Manor is filled with relics 
from his travels and supernatural forces that 
are accidentally unleashed by his curious pet 
monkey. The expansion, which is expected 
to be completed in 2014, has already started 
and represents the Company’s ongoing 
commitment to providing the absolute best 
in family entertainment to its guests at Hong 
Kong Disneyland.

To stay abreast of the latest developments 
with these projects and more, visit our Disney 
Parks Blog at www.disneyparks.com/blog

In an old tradition, Captain Tom Forberg and Donald Duck placed a coin under the keel of 

the Disney Dream, Disney’s newest cruise ship, currently under construction in Germany.

Hong Kong Disneyland 

Resort’s expansion will add 

three new areas: Grizzly 

Gulch, Toy Story Land and 

Mystic Point.

SaILIng SOOn: magnIfIcEnT 

nEw SHIPS! 

Expansion takes many forms at Disney Parks 
and Resorts, as Disney Cruise Line prepares 
to launch two new ships – the Disney Dream 
and the Disney Fantasy – in 2011 and 2012, 
respectively. The Dream’s single biggest in-
novation is AquaDuck, a new “water coaster” 
thrill ride that combines all the twists and turns 
of a roller coaster with the splashing and swift 
rapids of a water slide. Interior cabins of the 
Dream will sport amazing “virtual portholes” 

Guests of all ages will thrill to AquaDuck, 

the world’s first “water coaster,” when 

the new Disney Dream sets sail in 2011.
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that allow voyagers to see the action outside the ship, as well as a few 
beloved Disney characters floating by the window. And the ship will fea-
ture restaurants never before seen on a Disney ship, a high-tech teen 
lounge and state-of-the-art children’s activities facilities.

With the addition of the new ships,  Disney Parks will introduce more 
family fun at Castaway Cay, its private Caribbean island paradise. 
Several new itineraries are also in store. In 2010, the Magic will sail 
to the Mediterranean as well as Northern Europe, where Guests will 
experience a dream-come-true when they attend a magical “prin-
cess ball” in a St. Petersburg palace. And in 2011, the Wonder will 
relocate to the West Coast, to take Guests on new adventures to 
Alaska, as well as the Mexican Riviera. 

aDvEnTURES “BEyOnD THE BERm”

Whether on land or at sea, rich storytelling and exceptional Guest 
service are the hallmarks of a Disney vacation. And today, families 
can enjoy that Disney Difference at more places than ever before. 
Adventures By Disney takes families on guided vacations to such 
sights as the Great Wall of China and the African Bush – 19 dif-
ferent itineraries in all. And Disney Vacation Club lets vacationers 
“own a piece of the magic” at a number of unique Disney proper-
ties – including, in 2011, a new stand-alone Disney resort rising on 
the shores of Oahu, Hawaii. Disney Vacation Club opened three new 
properties at Walt Disney World Resort in 2009: Bay Lake Tower, 
which offers stunning vistas of the Magic Kingdom; Kidani Village 
at Disney’s Animal Kingdom Lodge, where Guests can practically 
touch the giraffes and zebras grazing outside their window; and the 
Treehouse Villas at Disney’s Saratoga Springs Resort & Spa, three-
bedroom homes nestled in a forest near Downtown Disney. Disney 
Vacation Club also introduced its first West Coast property, the Villas 
at Disney’s Grand Californian Hotel & Spa at Disneyland Resort. 

cELEBRaTIng OUR gUESTS… anD THEIR cOmmUnITIES

The excitement in 2009 didn’t end there. As part of What Will You 
Celebrate?, Guests who visited a Disney park in Florida or California 
on their birthday got in free. About four million people registered online 
for the “Free on Your Birthday” offer, making it one of the most popu-
lar campaigns in Disney Parks and Resorts’ history. And in 2010 the 
celebrating will continue, as Disney adds volunteerism to the list of life’s 
special moments with Give a Day. Get a Disney Day. More and more, 
consumers are looking to engage with companies that give back to 
their communities. And Give a Day. Get a Disney Day will allow them to 
do just that, when they receive a free day at a Disney park in Florida or 
California after donating a day of service to a community organization. 
Disney hopes to inspire one million people to volunteer through this 
exciting campaign.

Inspiration. It’s part of the magic that Disney creates. And Disney Parks 
and Resorts is using that inspiration to make the business even more 
diversified, more international in scope, more interactive, more techno-
logically advanced. And more magical than ever before. 

Princess-like Quinceañera celebrations are a reality at Disney Parks 

during What Will You Celebrate?

Adventures by Disney Guests meet friendly llamas and 

learn about their natural habitat in Peru.
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Anika Noni Rose admires a Tiana doll, as the 

newest Disney Princess takes her place in the 

royal court with an entire suite of products. 

 

cOnSUmER      
 PRODUCTS
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Disney Consumer Products (DCP) ex-
tends the Disney brand to a wide-range 
of merchandise through its licensing 
and publishing operations and the Dis-
ney Store and DisneyStore.com. DCP 
strengthened its position among the 
world’s leading licensors in 2009, trans-
lating award-winning Disney content into 
products for all ages at retail year-round.

DCP broke new ground in 2009 with an 
array of product introductions that build on 
the newest technology and latest lifestyle 
trends to capture the imaginations of 
children and families around the world. New 
products included Disney’s first netbook 
computer for kids, our first interactive online 
book initiative, and the development of a 
suite of products inspired by Princess Tiana, 
Disney’s first new princess in more than 10 
years. Additionally, DCP’s global stationery, 
home furnishings and healthy food initiatives 
continued to expand into new markets, 
including Russia, Latin America, and the 
Middle East.

wELcOmIng TIana anD SOmE nEw 

faIRy STORIES TOO…

The Disney Princess fran-
chise welcomed its newest 
princess, Tiana, with the re-
lease of The Princess and the 
Frog, and honored Disney’s 
first fairytale princess with the 
Diamond Collection release 
of Snow White and the Seven 
Dwarfs from the Disney Vault 
on Blu-ray hi-def and DVD. 
DCP launched dazzling 
product lines inspired by 
these two princess films and 
their colorful characters, from 
award-winning toys like the 
Princess and the Frog “Just 
One Kiss” Tiana doll, to home 
furnishings and décor and 
upscale apparel for juniors, 

Disney apparel is at the forefront of global 

fashion trends and continues to resonate 

with consumers of all ages. 

Interactive products like the Disney Netpal 

give children a fun, web-safe personal 

computing experience. 
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BUzz IS BacK! LIgHTnIng TO 

cHaSE! 

Last year, DCP began to reignite our popular 
Toy Story franchise in retail stores following 
the theatrical re-releases of Toy Story 1 and 2 
in 3-D, introducing the popular characters to a new generation of kids through a refreshed line of 
merchandise and setting the stage for the global debut of Toy Story 3 in summer 2010. DCP is 
focused on toys that merge interactivity and Animatronics, bringing Buzz Lightyear, Woody and 
other key characters to life like never before. The new “definitive” toy collection released in time 
for the 2009 holiday season represents the most authentic replicas of the film’s characters ever 

created. Beyond toys, 
DCP has developed 
light-up apparel and 
home décor, an assort-
ment of collectible fig-
ures and food, personal 
care goods, stationery 
and party items.

Disney•Pixar’s Cars 
has quickly become 
a leading boys fran-
chise for DCP, feeding 
into boys’ classic play 
patterns and fueling 
imaginations with new 
products and content 
that extend the storyline 
from film to books and 
into the home with a 
lifestyle merchandising 
program. To date, the 
Cars franchise boasts 

couture bridal wear from the Kirstie Kelly for Disney’s Fairy Tale Weddings line and high-end 
jewelry and accessories. With more than 235 million Princess books already sold worldwide, the 
Disney Princess franchise will mark its 10th anniversary in 2010 with all new content and welcome 
yet another member of nobility into its royal court when Walt Disney Pictures’ Rapunzel comes to 
the screen for Holiday 2010.

The high-flying Disney Fairies franchise continued its strong growth with Company-wide support, 
including a best-selling collection of books and magazines, a thriving lifestyle merchandising 
program, a Web site and virtual world, an attraction at Walt Disney World and original content 
from Walt Disney Studios and Disney Channel. Additionally, an array of new products was 
released globally in 2009 inspired by the second installment in the Disney Fairies DVD series, 
Tinker Bell and the Lost Treasure. All this new content, attractions and product lines reinforce 
Disney Fairies as a leading brand choice among six-to-nine-year-old girls. 

Children around the world connect 

with Disney through apparel that fits 

their lifestyle. 

Disney electronics leverage 

the latest technologies to bring 

beloved Disney characters to 

life in exciting new ways.
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94 million books sold worldwide, a home décor line featuring light up bedding, and a thriving 
toys and youth electronics product line resulting in more than 150 million Cars die-cast vehicles 
sold. Disney’s live-action film slate for 2010 will bring excitement to the boys’ merchandise of-
fering, delivering high-impact and innovative product lines for all ages inspired by the 3D action 
adventure, Tron: Legacy, and the epic movie adventure inspired by the popular video game, 
Prince of Persia.

ESPEcIaLLy fOR THE LITTLE OnES…

From infant to preschool, DCP’s product lines spanning 
cradle to kindergarten have expanded into new categories 
and channels of distribution. In 2009, Disney launched a 
series of product lines giving moms and infants compelling 
ways to connect with key Disney franchises, including Win-
nie the Pooh-themed organic cotton apparel, the upscale 
German-engineered Mickey I’coo Targo stroller and other 
offerings like organic animal crackers and fresh fruit as part 
of Disney’s healthy food initiative. 

The success of Disney Channel’s multicultural animated 
preschool series Handy Manny has quickly been matched 
with merchandise success at retail. DCP’s Handy Manny 
product line expanded in 2009 with new toys including the 
award-winning Fix It Right Manny’s Motorcycle, apparel, 
accessories, books, a magazine, home furnishings, sta-
tionery and food products. The Mickey Mouse Clubhouse 
(MMCH) product line has also flourished and now includes 
apparel, home furnishings and décor, stationery and food 
and personal care products. In 2009, the MMCH toy line 
expanded to include an award-winning train set that lays its 
own track, Mickey’s Magic Choo Choo. Combined, Mickey 
Mouse Clubhouse and Handy Manny have accounted for 
more than 18 million books sold globally. 

Upscale Disney fashions for kids and tweens of-

fer limitless ways for timeless Disney characters 

to be a part of a child’s day. 

Disney has created a new way to play with 

the Zippity high–energy learning system, the 

first interactive TV-based gaming system for 

preschoolers.
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Last year, the Disney 
Netpal, a netbook 
computer for children 
that’s fun, Web-safe and 
easy to use, launched 
to rave reviews and 
represents the next 
phase in Disney’s 
efforts to enhance kids’ 
experience with technology through innovative 
product. Developed with parents and kids in 
mind, the Disney Netpal is durable and offers 
a unique Disney user interface. The Ultimate 
Buzz Lightyear robot resulted in many smiling 
faces during the holiday season, proving that 
interactive toys take the play experience to 
the next level. Ultimate Buzz is powered by 
seven motors enabling the robot toy to walk, 
talk, turn, salute and speak more than 100 
phrases.

TaKIng TEcHnOLOgy TO nEw 

PLacES… IncLUDIng THE BEDTImE 

STORy

As entertainment and technology continue to 
converge, DCP launched several initiatives 
that support Disney’s competitive position and 
utilize a host of emerging technologies. Last 
year, Disney Publishing Worldwide (DPW) 
launched Disney Digital Books, a cutting-edge 
online service offering children access to the 
fun of reading Disney books in an interactive 
environment. Merging the interactivity of the 
Web with the fun and adventure of reading, 
Disney Digital Books launched with a vast 
library of over 500 Web-based titles in this 
subscription-based online experience. 

Disney Consumer Products builds on the 

newest technology and latest lifestyle 

trends to capture the imaginations of 

children and families. 

Launched in 2009, Disney Digital 

Books is a fully interactive, online 

library for children featuring more 

than 500 titles for all reading levels. 

As the world’s leading publisher of children’s 
books, DPW has been expanding its product 
offerings for several years, most recently in 
2008 with Disney English in China. In just over 
one year since the launch of Disney English, 
seven English Language learning centers 
have opened in Shanghai, with thousands 
of children enrolled in DPW’s immersive lan-
guage learning programs. 2010 will see rapid 
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expansion of Disney English from Shanghai 
to Beijing, as well as other tier one and two 
cities across the nation. In addition to this, 
class programs and teaching tools will be 
expanded making Disney English a key line of 
business for Disney in China.

DOn’T fORgET THE aDULTS

DCP has come of age as a lifestyle brand 
with offerings in high-end fashion, home 
furnishings, décor and stationery available 
globally. Disney was recognized by Women’s 
Wear Daily as one of the top 100 fashion 
brands for the fourth consecutive year and 
continues turning heads with recent fashion 
collaborations in high-end apparel and 
accessories with renowned designers such 
as Jean Charles de Castelbajac, Dolce & 
Gabbana and Tom Binns. Fashion collections 
inspired by director Tim Burton’s Disney’s 
Alice in Wonderland will launch at high-end 
retailers in fashion centers such as Paris, 
Milan and New York in early 2010, appealing 
to fashion-conscious consumers, tastemakers 
and celebrities. 

2009 also introduced several new offerings to Disney collectors, including upscale Disney pens 
by Retro 51 that are manufactured with sustainable materials; a new line of vinyl collectibles 
featuring Mickey Mouse, Stitch and other iconic Disney characters; and an expanded art 
collection from Thomas Kinkade featuring moments from classic Disney films. Disney Store’s 
limited edition Snow White collector’s doll sold out almost immediately, generating anticipation 
for the Princess Tiana limited edition doll releasing spring 2010.

a STORE LIKE yOU’vE nEvER SEEn

Disney Store Worldwide announced a highly interactive new store design in 2009, branded 
“Imagination Park.” Poised to redefine the Disney retail experience starting in 2010, the new 
Disney Store will utilize the latest technology, showcase classic and new Disney content, 
and offer high-quality product to create a one-of-a-kind retail experience. Disney Store has a 
presence in the United States and Canada, Europe, and Japan, with more than 350 locations 
worldwide. Disney Store brings together a comprehensive assortment of exclusive Disney role 
play costumes, toys, apparel, stationery, and seasonal products to provide the “best 30 minutes 
of a child’s day.” Complementing Disney Store product offerings, DisneyStore.com began 
offering merchandise previously available only at Disney Parks and Resorts, in addition to its 
line of customizable products for the entire family. Disney Store and DisneyStore.com’s range 
of unique products inspired by favorite Disney characters, films and franchises continued to 
expand, allowing families everywhere to take home a piece of the Disney magic. 

Alice In Wonderland-inspired adult 

fashions were previewed last year at 

a top fashion trade show.

Disney continues to extend the sass and fun of 

Miss Piggy and The Muppets into the lives of fans 

with toys, apparel and more. 
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mEDIa NETWORKS
BROADCASTING
Above: FlashForward is 

the fastest selling series in 

the Company’s history.

On Thursday nights, Private 

Practice has improved ABC’s 

scripted series performance in 

the 10 o’clock hour by nearly 

30 percent over the previous 

year among adults (18-49).
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In 2009, the Company’s news and entertain-
ment television businesses continued their 
strong presence among virtually every target 
audience.

Disney Media Networks combines high-quality content 
with strategic use of traditional and emerging distribution 
platforms to deliver compelling news and entertainment 
viewing experiences to hundreds of millions of people 
around the world. The strength of the programming creates 
opportunities to build franchises across the Company, and 
a “platform-agnostic” distribution strategy, using broadcast, 
cable, satellite, internet, broadband and wireless platforms, 
creates new ways of reaching consumers and building 
revenues.

A global hit series, 

Lost returns for its 

highly anticipated 

final season.

In the U.S., broadcast networks continue to 
reach the largest audiences on television, 
and in 2009 viewers tuned to ABC Television 
Network for the best in journalism, daytime 

drama, primetime entertainment and late-
night laughs. They also followed that content 
across multiple platforms, including video-
on-demand, online, wireless and cable, for a 
personalized viewing experience.

To ensure that our 
television business is 
even more relevant and 
valuable to both viewers 
and advertisers in this 
rapidly evolving digital 
age, the Company 
made some noteworthy 
strategic investments in 
2009, including taking 
an equity stake in video 
aggregation site Hulu. 
The Company also 

2827 2827



opened the Disney Media and Advertising 
Lab, a state-of-the-art audience research 
facility in Austin, Texas, to work with 
advertisers to create innovative approaches 
to delivering their message for maximum, 
measurable results on all  platforms. 

TRUSTwORTHy, cOmPELLIng nEwS

From big newsmaker interviews to high-
impact documentaries, the award-winning 
team of ABC News anchors, correspondents 
and producers continues to create compelling 
programming with the highest journalistic 
standards. In 2009, Good Morning America 
– with Diane Sawyer, Robin Roberts, 
Chris Cuomo and Sam Champion – was 
recognized with a third consecutive Daytime 
Emmy® for Outstanding Morning Program. 
Meanwhile, World News with Charles Gibson 
continued to bring the news of the day to 
millions of Americans; This Week with George 
Stephanopoulos battled for first place among 
Sunday morning news shows; and Nightline 

Millions of viewers start 

their day with Good 

Morning America.

Desperate Housewives is one of the top 5 scripted series on TV.

surged past its broadcast competition in 
summer ratings. Online, www.ABCNews.
com strengthened its connection with users, 
achieving year-over-year increases in both 
viewer engagement and loyalty.

3029 3029



A year of headline-grabbing guests helped 
daytime talk show The View achieve its 
highest-rated season ever. The show’s 
hosts Barbara Walters, Whoopi Goldberg, 
Joy Behar, Elisabeth Hasselbeck and Sherri 
Shepherd were also recognized with their first 
Daytime Emmy. ABC also continued to lead 
daytime drama among women (25-54).

gREaT SHOwS = PRImETImE 

 RESULTS

In 2009, ABC Studios and ABC Entertainment 
were combined under the operating name 
ABC Entertainment Group to develop and 
produce programming for ABC and other 
outlets. Some of the most successful, talked-
about series on television today belong to 
the ABC Entertainment Group, including 18 
series produced by the Studio for the 2009-10 
season for ABC and other broadcast and 
cable networks.

ABC’s primetime line-up finished the 2008-
09 season as the number one choice 
among upscale entertainment audiences. 
The network’s strong performance was 
driven by the continued popularity of iconic 
programming, including scripted series 
Desperate Housewives, Lost, Grey’s Anatomy 
and Brothers & Sisters, as well as reality 
favorites Extreme Makeover: Home Edition 
and Dancing with the Stars. In addition to 
the millions of viewers who watched these 
shows live, with the proliferation of digital 
video recorders ABC also had some of the 
most recorded series of the season, including 
Grey’s Anatomy, which was recorded and 
played back by more people than any other 
TV series in the 2008-09 season.

ABC’s primetime schedule for 2009-10 added 
a number of highly anticipated new series to 
the mix, including critically acclaimed dramas 
FlashForward and V, as well as comedies 
The Middle, Cougar Town and the season’s 
breakout comedy hit, Modern Family. 

Driven by the mix of these highly rated new 
shows and strong returning series, the net-

Courtney Cox, Patricia Heaton, and Ed O’Neill star in ABC’s winning 

Wednesday night comedies, Cougar Town, The Middle, and Modern Family.

More people record and replay Grey’s Anatomy 

than any other show on TV.

work achieved a solid start in the 2009-10 TV 
season. Seven weeks into the new season, 
ABC had delivered two of the four most-
watched television programs overall, Dancing 
with the Stars and Grey’s Anatomy. Among 

the key audience (adults 18-49) ABC claimed 
three of the top five highest-rated scripted se-
ries: Grey’s Anatomy, Desperate Housewives 
and newcomer V. The network also connected 
with young adults, airing four of the top six 
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new TV shows for the season among this 
audience, including V, Modern Family, Cougar 
Town and FlashForward. The sci-fi drama V 
took top honors as TV’s number one fresh-
man series with adults (18-49), while Modern 
Family and Cougar Town emerged as the sea-
son’s top two most-watched new comedies 
among all viewers. Over this same period of 
time, ABC was the number one network for 
entertainment programming among adults 
(18-49) and retained its status as the leader 
with upscale audiences for its series program-
ming for the fifth consecutive year.

www.ABC.com’s full episode video player 
continued to be the platform of choice for 
online viewers looking for ABC content. 
The site delivered more than 200 million 
episodes during the 2008-09 season. 
Meanwhile, www.ABC Music Lounge.com, 
a new digital platform showcasing artists 
featured on ABC’s shows, offered fans a 
deep catalog of music-related content, 
giving them a place to connect with the 
music they discover on ABC.

STROng LOcaL nETwORKS

The ABC Television Network reaches millions 
of Americans on more than 200 affiliated 
stations. This includes the ABC-Owned 

Television Stations Group’s 10 properties: 
WABC-TV New York, KABC-TV Los Angeles, 
WLS-TV Chicago, WPVI-TV Philadelphia, 
KGO-TV San Francisco, KTRK-TV Houston, 
WTVD-TV Raleigh-Durham, KFSN-TV Fresno, 
WJRT-TV Flint and WTVG-TV Toledo. All 
are strong performers recognized for their 
commitment to local news and community 
programming, with eight ranking number one 
in their markets, sign-on to sign-off, during 
A.C. Nielsen ratings sweeps during the year.

Each ABC-owned station has three digital 
channels. The main channel provides local, 
ABC Television Network, and syndicated 
programming. Live Well HD Network, which 
debuted in April 2009 in high definition, offers 
lifestyle series primarily produced by the 
stations. A third presents weather reports 
powered by AccuWeather, with news and 
sports headlines. 

The stations’ 10 local Web sites together 
attract nearly seven million unique users 
monthly and offer mobile video and text 
services in each market. The popular 
syndicated series, LIVE! with Regis and Kelly 
and At the Movies originate at ABC-owned 
New York and Chicago stations, respectively. 
In addition, the Group’s National Television 
Sales unit expanded its clientele as an 
advertising representative for regional sports 
networks and out-of-home media properties.

More than 19 million viewers 

watched Donny Osmond dance off 

with the trophy on the Dancing with 

the Stars finale.

Top-rated drama, Brothers & Sisters, dominates 

the competition on Sunday nights 

ABC Media Productions (formerly Buena Vista 
Productions) develops and produces non-
scripted original programming for syndication, 
cable and primetime outlets. In 2009, the 
unit’s production slate included Southern 
Belles: Louisville and Holidate for SOAPnet, 
as well as Cha$e for Syfy, Stringers for TruTV 
and Making Over America with Trinny and 
Susannah for TLC. ABC Media Productions 
also oversees the production of Who Wants to 
Be a Millionaire.

gROwIng DISTRIBUTIOn

Disney-ABC Domestic Television (DADT) 
licenses all of Disney’s television pro-
gramming (off-network hits as well as first-run 
syndication series such as Legend of the 
Seeker) and motion pictures to a wide array 
of media platforms in the U.S. In 2009, DADT 
and Netflix teamed to provide select seasons 
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of several ABC series to be streamed instantly by Netflix subscribers. 
In addition to licensing films from The Walt Disney Studios library to a 
wide spectrum of traditional and new media platforms such as iTunes, 
Xbox, Playstation and TiVo, DADT also launched Disney Family Movies, 
a subscription video-on-demand service available through multiple U.S. 
content providers. 

Disney Media Networks’ international distribution arm includes 
Disney-ABC-ESPN Television (DAET), Disney-ABC International 
Television (Asia Pacific) and Disney Media Networks Distribution 
(Latin America). Collectively, these businesses are responsible for 
the Company’s branded and non-branded international program 
distribution, distributing content to television broadcasters and digital 
media platforms across 240 territories worldwide and licensing 
programming from The Walt Disney Company’s television and film 
studios. 

Using new distribution 
technologies, the group has 
dramatically reduced the time 
needed for content delivery. In 
2009, FlashForward became the 
fastest-selling television series in 
the Company’s history, reaching 
international screens within 
days after its U.S. broadcast, 
eliminating the traditional delay of 
months or years. The Company’s 

international distribution strategy is focused on providing users viewing 
options that are easy to access and convenient, bringing short-form 
and full-length programming to broadband, video-on-demand and 
mobile devices around the world.

The international group also licenses localized versions of popular 
franchise series to expand the brand and create more long-term value 
for the Company. A localized version of Grey’s Anatomy is currently in 
production in Colombia and scheduled to debut in Latin America and 
U.S. Hispanic markets in 2010. Localized versions of The Golden Girls 
and Who Wants to Be a Millionaire are also in production for the same 
markets.

BEST SELLERS 

Cooperation among the Company’s media networks, studios and 
distribution networks extends to the Hyperion publishing group. 
Author Mitch Albom launched his newest book, Have a Little Faith, 
with an exclusive interview on ABC News’ Good Morning America, 
and it instantly became a number one New York Times bestseller. 
Heat Wave, a novel based on ABC’s Castle, was incorporated into the 
series’ storyline and landed on the New York Times bestseller list as 
well. The network also supported Michael J. Fox’s best-selling non-
fiction book, Always Looking Up, with an hour-long network primetime 
special. Hyperion’s number one best-selling cookbook, Cook Yourself 
Thin, also had ties to the Company’s TV portfolio. It was based on a 
reality show on Lifetime, part of A&E Television Networks, in which The 
Walt Disney Company has an equity stake.

Disney Media Networks includes a broad portfolio of businesses that 
deliver content in a myriad of ways – from broadcast to the printed 
page and across all technologies – to virtually every demographic 
and target audience in the world. From preschoolers to adults, the 
Company continues to deliver high quality, iconic, creative content 
and memorable entertainment experiences.

The Emmy-winning co-hosts of The View celebrated their 

highest rated season ever.

New drama V launched as 

TV’s number one freshman 

series among key audiences.
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Disney Media Networks 
combines high-quality 
content with strategic use 
of traditional and emerging 
distribution platforms to deliver compelling news and 
entertainment viewing experiences to hundreds of millions of 
people around the world. The strength of the programming 
creates opportunities to build franchises across the Company, 
and a “platform-agnostic” distribution strategy, using 
broadcast, cable, satellite, internet, broadband and wireless 
platforms, creates new ways of reaching consumers and 
building revenues.

Record breaking ratings for shows like Mickey Mouse Clubhouse 

delivered Playhouse Disney’s most watched year ever.

Action-adventure series Aaron Stone debuted to record ratings.

Wizards of Waverly 

Place The Movie was 

cable’s top rated 

scripted telecast 

of 2009.
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brand for families in more than 160 countries. 
In 2009, Disney Channel launched newly 
rebranded channels in Israel, Greece, 
Hungary, the Czech Republic, Slovakia, 
Bulgaria and the Netherlands, extending the 
reach of Disney Channel content to even 
more homes. Disney Channel’s powerful 
global growth is supported by a strong slate 
of programming for kids of all ages.

In the United States, Playhouse Disney’s 
learning-focused programming for pre-
schoolers broke previous records at the 
channel with young viewers (2-5) to deliver 
its most-watched year. Animated hits Mickey 
Mouse Clubhouse and Handy Manny not 
only ranked among the top series on all TV 
with preschoolers, they also bettered their 
performance with their target audience and 
total viewers.

The Cable Networks Group provides a strong 
foundation for franchise building across the 
Company as well as unique opportunities for 
exploiting international expansion and digital 
media opportunities. The Group includes 
the Disney Channels Worldwide portfolio of 
kids’ channels, ABC Family and SOAPnet, as 
well as the Company’s equity stake in A&E 
Television Networks. Combined, these assets 
reach the full spectrum of audiences from 
preschoolers to adults.

DISnEy cHannEL – a favORITE 

wORLDwIDE

Disney Channels Worldwide is a global 
powerhouse in kids’ entertainment. With 94 
entertainment channels and feeds distributed 
in 33 languages, Disney Channels Worldwide 
serves as a daily touchstone for the Disney 

Starting with the launch of the High School 
Musical franchise in 2006, Disney Channel 
has delivered a string of hits, capturing the 
attention and imagination of kids (6-11) and 
tweens (9-14) around the world. In 2009, 
building on the momentum from returning 
series Hannah Montana, The Suite Life on 
Deck and Wizards of Waverly Place, Disney 
Channel introduced the next generation of hits 
with new series JONAS (starring pop music 
sensations Jonas Brothers) and Sonny With a 
Chance (starring Demi Lovato), which ranked 
among TV’s Top 10 programs among kids 
and tweens in the U.S.

Extending the series franchise, the Disney 
Channel Original Movie (DCOM) Wizards 
of Waverly Place: The Movie premiered as 
cable’s top-rated scripted telecast of the year 

Playhouse Disney’s hit, Handy 

Manny, is a top TV series among 

preschoolers.
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in the United States. This newest DCOM 
joins 2007’s High School Musical 2 as the 
two most-watched scripted telecasts of all 
time on cable. 

PRESEnTIng: DISnEy XD

In February 2009, Disney Channels 
Worldwide launched a new multiplatform 
brand, Disney XD, providing another 
entertainment destination for kids, espe-
cially boys. Initially introduced in the U.S., 
on-air and online at www.DisneyXD.com, 
ad-supported Disney XD replaced the 
Toon Disney brand and programming with 
a line-up of content built with themes of 
adventure and accomplishment, span-
ning original series and movies as well as 
sports-themed programming developed 
in cooperation with ESPN. 

The Hannah Montana franchise continues to grow. 

The hit TV series has spawned blockbuster feature 

films, stellar music sales, sold-out concert tours and 

a popular line of consumer products.

Sonny With a Chance is a top 

10 cable TV program among 

kids and tweens.

the premiere of Zeke and Luther, which now 
stands as Disney XD’s most watched half-
hour original series premiere among kids and 
tweens (6-14).

The new Disney XD immediately 
outperformed its predecessor, delivering 
substantial ratings increases, especially 
among boys. The original live-action series 
Aaron Stone debuted as the most watched 
half-hour original series premiere ever on 
Toon Disney among kids and boys (6-14). 
That performance was soon surpassed by 

3635 3635



ing from www.RadioDisney.com, the iTunes 
Radio Tuner and select mobile devices.

a nEw BEST fROm aBc famILy

For viewers slightly older than the Disney 
Channel’s audience, ABC Family delivers 
some of the most popular television content 
among young adult millennials (12-34). The 
2008-09 television season marked ABC Fam-
ily’s best-ever primetime performance, grow-
ing its audience by more than eight percent 
year-to-year in its target demographic. The 

The addition of Phineas and Ferb, Disney 
Channel’s hit series, to the programming 
on Disney XD gave both networks one of 
the most popular animated programs on 
television among kids and tweens.

Building on the success in the U.S., by year 
end Disney XD had been introduced in Eu-
rope, Latin America and Japan.

gROwIng wEB anD RaDIO 

 PRESEncE 

In addition to driving television ratings, Disney 
Channel’s successful content brings kids to 
www.DisneyChannel.com, where fans log on 
for more interactive connections to their favor-
ite shows. The Web site averages more than 
10 million unique visitors a month, making it 
one the most popular online entertainment 
choices for kids.

Disney Channel’s success also fuels Radio 
Disney. Music from Disney Channel series, 
which often features the channel’s stars, is 
requested and played in heavy rotation on 
Radio Disney, helping to make it America’s 
premier radio destination for kids, tweens and 
families. Radio Disney is currently available 
nationwide in the U.S. on broadcast, satellite 
and cable platforms as well as via live stream-

Zeke and Luther is 

Disney XD’s top-

rated series.

channel’s strong performance was driven by a 
combination of key acquisitions and top-rated 
original programming, including the returning 
hit The Secret Life of the American Teenager 
as well as new addition Make It or Break It, 
which stand as cable’s top two scripted pro-
grams among young female viewers.

Returning hit The Secret Life of the 

American Teenager helped ABC 

Family deliver its best-ever prime-

time performance.
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The network’s distinct brand of bright, op-
timistic storytelling about families was also 
reflected in its successful slate of original 
movies. ABC Family’s Another Cinderella Story 
and My Fake Fiancé tied for bragging rights 
as the year’s most-watched movie on ad-
supported cable among adult viewers (18-49).

To serve its tech savvy target audience, 
ABC Family extends its reach online with 
www.ABCFamily.com. Online viewing on the 
site grew tremendously in 2009, with a 23% in-
crease in the number of unique monthly users 
and 36% more visits than in FY08. ABCFamily.
com’s more than 300 million total page views 
reflected a 68% increase over the prior year.

nEvER a DULL mOmEnT On 

 SOaPnET 

SOAPnet continued steady growth in 2009, 
adding an additional 2.5 million viewers to the 
network and achieving a 50 percent spike in 
unique visitors online at www.SOAPnet.com. 
In addition to telecasting same-day episodes 

of daytime dramas, such as ABC’s All My 
Children and General Hospital at night for 
convenient viewing, SOAPnet offers original 
programming, including new 
reality hits Southern Belles 
and ABC Media Productions’ 
Holidate.

Disney Media Networks 
includes a broad portfolio 
of businesses that deliver 
content in a myriad of ways – 
from broadcast to the printed 
page and across all tech-
nologies – to virtually every 
demographic and target 
audience in the world. From 
preschoolers to adults, the 
Company continues to de-
liver high quality, iconic, cre-
ative content and memorable 
entertainment experiences.

Make It or Break It is one of TV’s top 

two programs among young women.

Phineas & Ferb is the most popular animated TV series 

among kids and tweens
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After its most-watched season on ESPN, the NBA once again helped 

ABC win the night among all networks each night of The Finals.
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ESPN’s agility and skill in fulfilling its mission of serving fans were 
on display last year when it launched a network of live, local sports 
in the U.K. just six weeks after securing one of Europe’s most pres-
tigious properties, Barclays Premier League soccer. Ratings in the 
U.S. domestic television arena continued to thrive even as competi-
tion increased. Viewership records were 
broken for a variety of sports as well as 
for combined audience across networks. 
In the past 12 months, new products and 
programming positioned ESPN to emerge 
stronger from the economic downturn, 
poised for long-term growth and serving 
fans no matter how their sports content is 
consumed.

Digital offerings, centered on the rede-
signed www.ESPN.com, continued to 
grow, most notably with ESPN local 
sites in Chicago, Boston, Dallas and 
Los Angeles, with New York to roll out in 
April 2010. Overall traffic increased, par-
ticularly in video downloads (double the 
nearest competitor) – including original 
programming such as MMA Live, Fantasy 
Football Now (also simulcast on ESPN2) 
and ESPN Content Development’s Mayne 
Street. Growth was also shown in audio 
podcasts, with www.ESPNRadio.com now 
the most listened-to live stream in the 
world, and in fantasy sports participation. 

ESPN, the worldwide leader in sports news, 
commentary and coverage, celebrated its 
30th anniversary, staying true to its heritage 
of serving fans with exciting content on 
the sports industry’s leading array of traditional and digital 
platforms. ESPN also continued its strategic investment in 
technology and rights acquisitions while managing costs.  

ESPN networks carry TV’s largest slate of 

women’s college basketball, capped each 

year by the entire NCAA Tournament.  

mEDIa NETWORKS
 ESPN

Barclays Premier League soccer is the corner-

stone of the new ESPN television network in the 

U.K., ESPN’s first focusing on local live sports in 

that country.



tions in a lab setting before 
implementing them across 
various media platforms. 

In other advancements featur-
ing the marriage of technology 
and content, Disney Media 
Networks, including ESPN, 
launched multiple ad-sup-
ported channels on YouTube 
featuring short-form content. 
A limited theatrical test of 
3D television in college foot-
ball, with USC at Ohio State, 
impressed viewers and critics 
alike. (In January 2010, ESPN 
announced that ESPN 3D, the 
industry’s first 3D television 
network, will be launched in 
June 2010.) ESPN remained 
focused on the growing use of mobile 
technology as well, launching ESPN 
ScoreCenter free in the Apple iTunes App 
Store; ESPN Radio and Fantasy Football 
apps on the iPhone; and ESPNEWS 
updates to ESPN Mobile TV. Overall, each 

All of these factors strengthened ESPN.com’s 
position among the world’s most popular 
sports Web sites, both in terms of unique 
visitors and time spent (total minutes spent 
is number one among all U.S. sports sites, 
capturing 23 percent of the market). New 
distribution agreements doubled the reach of 
the Company’s broadband live event service 
www.ESPN360.com to more than 50 million 
homes, while unique viewers – up 112 
percent – outpaced subscriber growth.

TEcHnOLOgy TO EnHancE THE 

fan EXPERIEncE

ESPN’s use of cutting-edge technology was 
on display in other ways as well. An innova-
tion lab at the soon-to-be-rebranded ESPN 
Wide World of Sports Complex in Orlando 
provides research and development for 
production enhancements, such as the 
EA Virtual Playbook and Ball Track, which 
debuted on Home Run Derby. ESPN’s Los 
Angeles Production Center opened its doors 
as the new home of the weekday 1 a.m. ET 
(10 p.m. PT) SportsCenter. Also, the Disney 
Media and Advertising Lab opened, focus-
ing on the study of physiological response 
to media and advertising by tracking body 
temperature, heart rate, skin conductivity, eye 
movement and more. It allows Disney and 
ESPN to work with clients to test ad execu-

ESPN opened its new 

studio at LA Live in April 

and began televising its 

late-night SportsCenter, 

with Neil Everett and 

Stan Verrett.

Distribution agreements doubled 

ESPN360.com’s reach to 50 million 

homes, while usage grew even 

more – 112 percent.

month, ESPN’s industry-leading site cap-
tured nearly two-thirds of the users seek-
ing sports information on the mobile Web.

Digital offerings also expanded overseas, 
with the re-launch of the newly renamed 
premier cricket site www.ESPNcricinfo.com 
and www.ESPN360.com debuting in Chile 
and the U.K. Also, NASN (North American 
Sports Network) was renamed ESPN 
America, ESPN’s first branded live televi-
sion channel in Northern Europe, and ESPN 
Brasil launched a high-definition service, the 
country’s first HD sports network. Overall, 
ESPN’s efforts spanned approximately 200 
countries and territories throughout the 
world and includes television – 46 networks 
in 16 languages, with more than 200 million 
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Cricinfo, the world’s leading cricket Web site, was redesigned and rebranded 

www.ESPNcricinfo.com in June of 2009, integrating the site further into the 

ESPN digital suite of Web sites.

subscribers – wireless, interactive, print, 
radio, broadband, event management and 
consumer products.

REcORD DOmESTIc aUDIEncE 

nUmBERS

The five measured U.S. ESPN-branded 
networks – ESPN, ESPN2, ESPN Classic, 
ESPNEWS and ESPN Deportes – com-
bined in the first fiscal quarter to reach a 
record 220 million Americans – 76 percent 
of the population. Including ESPN on ABC, 
the number rose to a record 250 million 
Americans – 86 percent of the population. 

An unprecedented 15-year 

SEC deal fueled multiple 

ESPN platforms and led to 

the nationwide SEC Network. 
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the legendary series moved to ESPN in 2006. 
In addition, more people than ever watched 
the NFL Draft, NBA season and playoffs, 
Championship Week (NCAA basketball), X 
Games and Winter X Games. Also, this past 
fall ESPN posted its most-watched college 
football regular-season game (USC at Ohio 
State), bowl game (Alamo bowl, Michigan 
State vs. Texas Tech), bowl season, Heisman 
Trophy presentation, and documentary, 
The U. The network also enjoyed continued 
growth for SportsCenter and the afternoon 
pairing of Around the Horn and Pardon the 
Interruption. The Masters on ESPN recorded 
its highest Thursday/Friday rating on cable 
in eight years. The NBA finals boosted ABC 
to number one among all networks all five 
nights.

ESPN set a record for total-day audience 
in the second - fourth fiscal quarters and 
the fiscal year, as did the five networks 
combined. 

More and more, fans see no distinction 
between broadcast and cable for sports, 
so it’s not surprising viewership records 
were broken in a wide variety of individual 
sports and programs. The biggest headlines 
came for Monday Night Football’s telecast 
of Green Bay at Minnesota, Brett Favre’s 
first game against his longtime team, which 
generated cable’s biggest audience ever, a 
staggering 22 million viewers and ESPN’s 
highest-ever rating. The 2009 MNF season 
provided cable’s 15 biggest household 
audiences and was the highest-rated since 

ESPN’s Monday Night Football holds the 

top eight spots on the list of cable’s all-time 

biggest household audiences; the top two 

were televised in 2009.

In April, ESPN Deportes completed its 
first year of Nielsen measurement, aver-
aging an 0.7 Hispanic rating and 20,000 
Hispanic homes, the highest-rated and 
most-watched Spanish-language U.S. 
sports cable network and the second 
most-viewed among all Spanish-language 
cable networks. By the fourth fiscal quar-
ter, its audience had more than doubled 
from a year ago. ESPNU saw its house-
hold count break the 60 million mark and 
its programming lineup continue to grow, 
especially with new SEC programming.
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ESPN Content Development earned recognition 
and praise with a diverse slate of creative con-
tent for ESPN’s TV and online platforms. ESPN 
Films’ highly rated documentaries, The Greatest 
Game Ever Played and Kobe Doin’ Work, set 
the stage for the ambitious 30 for 30 series – 30 
one-hour films covering a variety of well-known 
and unknown sports stories from the past 30 
years from the likes of Barry Levinson, Albert 
Maysles, Ron Shelton and Morgan Freeman, 
televised through 2010. ESPN2’s fan-centric 
weekday SportsNation brought an innovative 
and interactive approach to sports discussion. 

ESPN RISE, a multiplatform initiative targeted 
toward high school athletes to cultivate the fan 

base of the future, continued to grow its brand in its first full year after 
launch with two new nationally televised events: ESPN RISE National 
High School Invitational and ESPN RISE Games in which more 
than 4,000 youth athletes participated. The ESPN RISE magazine 
increased its circulation to one million.

In Event Management, Winter X Games Europe was announced 
for March 2010 in France, the first Winter X Games outside the 
United States. 

As always, the underlying theme to ESPN’s success was the deter-
mination, drive and creativity of its people. This year, those qualities 
were brought to bear in the area of giving back. In a year of major 
milestones – in addition to the company’s 30th anniversary, it was 
MNF’s 40th season and Sunday Night Baseball’s 20th season – it was 
the generous spirit of ESPN employees that marked the occasion 
most significantly. Upon ESPN’s 30th Anniversary, the Team ESPN 
30K Challenge – a goal of 30,000 hours of community service by 
ESPN employees – was not only reached, but exceeded.

Adding tennis’ U.S. Open gave ESPN a Grand Slam – 

presenting all four of the sport’s major tournaments – 

and delivered ESPN2’s two largest tennis audiences.

The 15th X Games were ESPN’s most-watched. The owned franchise 

continues to expand the number of events held around the world.  

gREaT nEw PROgRammIng

Agreements for new programming across platforms and extensions 
of current offerings helped to ensure the continuing flow of ESPN’s 
rich variety of content well into the future. Big headlines came from 
the announcement that college football’s Bowl Championship Series 
– the Fiesta, Orange and Sugar Bowls, in addition to the Rose Bowl 
already on the Company’s shelf, along with the BCS Championship 
Game – is coming to ESPN in January 2011 for four years. Others 
included deals for the Men’s and Women’s British Opens and the 
World Series of Poker. This year saw the debut of the SEC Network, 
an unprecedented syndication by ESPN Regional Television to 66 
million homes and part of a landmark 15-year deal, and tennis’ U.S. 
Open on ESPN2, providing the network’s two biggest audiences 
ever for the sport.
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DISNEY InTERacTIvE 
 MEDIA GROUP

Pirates of the Caribbean: Armada of the Damned is an upcoming action role-

playing video game set within the expansive Pirates of the Caribbean world.

45



The Disney Interactive Media Group (DIMG) 
creates and delivers unparalleled interactive 
media experiences to entertain and inform kids and families 
around the world. DIMG, which became a separate business 
segment in 2008, delivers Disney content to fans whenever 
and wherever they want it through numerous interactive 
media platforms.

DISNEY InTERacTIvE 
 MEDIA GROUP

DIMG operates two global content-creation 
businesses: Disney Interactive Studios, which 
produces console and handheld video games 
for the Nintendo Wii™, Nintendo DS™, the 
PlayStation®Portable, the Xbox 360® video 
game and entertainment systems, the PLAY-
STATION®3 computer entertainment system, 

Disney Interactive Studios’ top-selling video games include; Hannah Montana: Rock out the Show, Sing It: High School 

Musical 3: Senior Year, Toy Story Mania, Club Penguin: Elite Penguin Force, and Phineas and Ferb.
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Split/Second is an action-

packed racing game set 

within a reality TV show in 

which competitors trigger 

events to alter the track 

and create obstacles for 

opponents.

and the personal computer, and Disney 
Online, which produces leading lifestyle and 
parenting Web sites, online virtual worlds for 
global audiences and entertainment content 
for the Web. Disney Interactive Studios and 
Disney Online work together to create a vari-
ety of connected, multi-platform entertainment 
experiences. 
 
DIMG also creates and delivers unique mobile 
content and manages a Disney-branded 
mobile phone service in Japan in associa-
tion with Softbank. DIMG’s Technical Shared 

Disney.com’s Create Portal gives you the 

tools to make your own works of art using 

the characters you love.
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Montana: The Movie, Hannah Montana: Rock 
out the Show, High School Musical 3, Phineas 
and Ferb and Disney Fairies: Tinker Bell. 
Original games created by Disney Interactive 
Studios include Spectrobes: Beyond the Por-
tals, Spectrobes: Origins, Disney Think Fast 
and Disney Sing It. 

Over the past few years, Disney Interactive 
Studios has gradually increased its invest-
ment in internally developed and published 
games through the acquisition of studios, 
increased product development spending 
and the creation of new intellectual property. 
In addition to self-publishing, Disney Interac-
tive Studios selectively licenses properties 
for games to key industry operators, includ-
ing Square-Enix for the successful Kingdom 
Hearts game franchise. 

Services group provides technology services 
to the Company’s Web sites, including  
ABC.com, ESPN.com, DisneyStore.com, and 
Walt Disney Parks and Resorts Online. 

gREaT gamES fOR KIDS anD 

 famILIES

Disney Interactive Studios creates, develops, 
markets and distributes multi-platform video 
games, mobile games and applications 
worldwide, with a primary focus on games 
that are fun for the entire family. The team 
creates interactive entertainment inspired 
by the wide-range of great Disney movies, 
shows and characters and also develops 
games based on new properties and original 
franchises it creates.

Last year, Disney Interactive Studios released 
several games based on well-known Disney 
entertainment properties, including Toy Story 
Mania!, Club Penguin: Elite Penguin Force, G-
Force, Bolt, Wizards of Waverly Place, Hannah 

For 2010, Disney Interactive Studios is 
scheduled to release the highly anticipated, 
award-winning racing game Split/Second, as 
well as multi-platform video games inspired 
by the Disney•Pixar film, Toy Story 3. Also 
scheduled for release in 2010 is Disney Epic 
Mickey featuring Mickey Mouse and Oswald 
the Lucky Rabbit for the Nintendo Wii™, and 
a new entertainment experience for Pirates of 
the Caribbean fans with Pirates of the Carib-
bean: Armada of the Damned for the Xbox 
360®, the PLAYSTATION®3, and the personal 
computer.

Club Penguin, one of the largest and fastest-growing virtual worlds for children, 

is now enjoyed by kids and families in 190 countries and is available to play in 

English, French, Spanish and Portuguese.
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With a continuous flow of engaging new content for kids and families, Disney.com continues to 
break previous traffic records. Launched last year, the “Create” portal features a set of creativ-
ity tools that allows guests access to rich Disney character art and graphics to design their own 
works of art and then share them with other guests online.

The site also continues to produce original and user-generated content, including the highly 
successful U Rock 2 competition and Friends for Change: Project Green.

Disney Online also develops and publishes a portfolio of immersive virtual worlds: Disney’s 
Club Penguin, Pirates of the Caribbean Online, Disney’s Toontown Online and Disney Fairies 
Pixie Hollow. Club Penguin remains the world’s leading kid’s virtual world destination and last 
year added three new languages: Spanish, French and Portuguese, increasing its visibility in 
Europe and Latin America. The highly anticipated virtual world based on Disney•Pixar’s Cars is 
scheduled to debut in 2010. 

THE OnLInE gaTEway TO  EvERyTHIng DISnEy

Disney Online produces the number one ranked community, family and parenting destination on 
the World Wide Web. Disney.com is the online and mobile Web gateway to all of the Company’s 
Disney-branded entertainment initiatives, providing comprehensive access to – and information 
about – Disney movies, travel, television, games, music, shopping and live events. The site is 
also a one-stop destination for a huge selection of online and mobile entertainment offerings, 
including videos, games, community and unique ways to interact with Disney characters and 
stories. 

Disney.com broke traffic records in 2009 

with unique online entertainment offerings 

like U Rock 2, a user-generated content 

promotion that received thousands of 

video entries.
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aDvIcE anD InSPIRaTIOn fOR 

famILIES

After the acquisition in April of Kaboose, Inc., 
operator of a network of popular parenting 
sites, Disney Online formed a new group of 
lifestyle and parent-targeted Web properties 
called the Disney Online Mom and Fam-
ily Portfolio. Reaching one out-of-every five 
moms online*, this portfolio of Web sites pro-
vides inspiration and ideas for parents on a 
variety of topics important to today’s families. 
Sites in the portfolio include DisneyFamily.
com, Kaboose.com, Family-
Fun.com and BabyZone.com. 

DISnEy In THE PaLm Of 

yOUR HanD

Disney’s presence on mobile 
platforms in Japan is highly 
tailored to the audience of 
young adults in Japan for 
whom Disney and its proper-
ties have high appeal and for 
whom mobile devices are a 
critical entertainment and life-
style platform. Mobile content 
offering includes 35 subscrip-
tion content services, and the 
Company’s mobile service, 

Disney Mobile, which offers unique handsets, 
content and services to appeal to the Disney 
fan in Japan.

TEcHnIcaL BacKBOnE fOR DISnEy 

OnLInE PLaTfORmS

The Technical Shared Services group deliv-
ers innovation and scale for all of Disney’s 
Internet businesses, operating the technical 
backbone and infrastructure that powers 
the Web and mobile presence for the entire 

More than 23 million 

Fairy avatars have 

taken flight to 

experience magical 

and ever-changing 

adventures in the 

online world of 

Pixie Hollow.

enterprise. It also develops unique new media 
experiences and platforms for distributing 
content from all Disney businesses, including 
ABC.com and ESPN.com. 

*Source: comScore Media Metrix Key Measures Report, 

September 2009

Disney’s newest online world is 

based on the hit Disney•Pixar 

Cars franchise.
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Walt Disney International 
(WDI) provides oversight of the 
Company’s activities outside the United 
States. WDI’s responsibilities range from 
providing administrative support and 
coordination for Disney’s global offices to 
increasing the globalization of the Disney 
brand to ensure that it is locally relevant 
to consumers around the world.

Mickey and Minnie danced with the stars of the Bolshoi Ballet in Moscow.

Oppisite Page: Disney’s 

ongoing commitment to 

local content development 

was reinforced with the 

announcement of the start 

of production on Disney 

High School Musical: China.



Disney’s first locally-made Russian film, Book Of Masters, is an 

adventure story based on local tales. 

For the past few years, the Company’s focus 
has been on establishing the foundations for 
long-term growth in the emerging markets of 
Latin America, Russia, India and China. More 
recently a renewed focus has been brought 
first to Japan and this year to Europe, the 
Middle East and Africa (EMEA), where our 
businesses are more developed, yet where 
we believe we can grow substantially and 
better serve our consumers. 

OUR aPPROacH TO gROwTH

In order to achieve our goals, the Company 
seeks to be nimble and connected to 
consumers and their tastes in each market 
around the world. This involves transforming 
what has traditionally been an American 
company with international operations into 
a truly global enterprise. To achieve this, 
more accountability and decision-making 

authority are being shifted to local managers 
so they can determine which Disney brand, 
franchises and characters are most relevant 
and emotionally resonant to consumers in 
their markets. This approach allows managers 
to determine which of Disney’s great content 
and products work best within their markets 
and gives them leeway to tailor the most 
appropriate and effective marketing and 
distribution strategies. The Company is also 
focused on introducing the right businesses, 
at the right time, into each market and on 
doing so in a coordinated manner across the 
globe so that consumers can enjoy the best 
possible Disney experience wherever they are 
and regardless of the culture, infrastructure 
and technological landscape. 

Our global template is substantially complete 
following the 2009 integration of our EMEA 
operations. The Company now has six 

Managing Directors responsible for overall 
strategy and businesses in their respective 
market. They are designing organizations and 
product strategies to fit their particular market 
and consumer tastes, while representing, 
working with and being accountable to 
individual business segments. 

SHOwIng cLEaR RESULTS

The globalization strategy is already 
beginning to show some clear results.

Over the past decade, the Disney brand and 
franchises have exploded throughout Latin 
America. Disney Channel is the number 
one cable network among all viewers in 
the region. High School Musical was a 
phenomenon, with two local versions of 
the hit franchise enjoying great success in 
Argentina and Mexico. 2009 saw the launch 
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Over 1,500 Hannah Montana fans in India got a 

taste of stardom at Disney Channel’s Hannah 

Montana: The Big Pop Star Dream competition.

of DisneyMedia+, an organization dedicated to providing integrated 
sales solutions across advertising, sponsorship and promotions 
platforms with our hit franchises. DisneyMedia+ proved to be a huge 
hit, exceeding revenue expectations and showcasing the strength of 
the Disney brand.

In Russia, Disney opened its first theatrical musical in the country with 
Beauty and the Beast debuting to packed houses in Moscow. The 
Company’s film and licensing businesses are growing as is our already 
significant presence in the online and mobile markets with Disney-
branded Web sites and mobile applications. Disney’s first locally-made-
Russian film, Book of Masters, an adventure story based on traditional 
local tales, opened to strong box office and positive reviews in late 
2009.

Disney also completed production of its first live-action movie in 
India, Zokkomon, and posted very good ratings performances for the 
Company’s three television channels – Disney Channel, Disney XD and 
Hungama – making Disney a leading kids and family television bundle 
in India. Licensing and publishing businesses continued to grow to 
complement our creative success in television.

As the world’s leading publisher of children’s books, DPW has been 
expanding its product offerings for several years, most recently in 2008 
with Disney English in China. In just over one year since the launch of 
Disney English, seven English Language learning centers have opened 
in Shanghai, with thousands of children enrolled in DPW’s immersive 
language learning programs. 2010 will see rapid expansion of Disney 
English from Shanghai to Beijing, as well as other tier one and two cit-
ies across the nation. In addition to this, class programs and teaching 
tools will be expanded making Disney English a key line of business for 
Disney in China.
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a BIg TOKyO annIvERSaRy

2009 saw the 25th anniversary of Tokyo Disney Resort. Despite a weak 
economy, the resort set new records in revenue – fueled by record at-
tendance and higher per capita spending. To celebrate the anniversary, 
the Resort opened a new Monsters Inc. attraction at Tokyo Disneyland 
and a magnificent new Disneyland hotel, while welcoming the popular 
Cirque du Soleil to its own theater. 

Japan has seen continued success in 2009 for the local animated 
version of Stitch!. The series has been a great success, reaching more 
than 26 million viewers and is moving into its second season. Stitch! 
has also proven to be a big hit at Tokyo Disneyland, where he has “in-
vaded” the Tiki Room. Stitch! merchandise has shown strong growth as 
a result of this successful initiative to adapt a globally beloved charac-
ter to the local market.

Kids learn English the fun and interactive way 

through Disney English’s original curriculum that 

has earned the trust of local parents.

With a presence 
in China for more 
than 15 years, 
Disney Consumer 
Products (DCP) has 
a wide-reaching 
retail presence and 
continues to focus on 
brand building and 
product localization 
to appeal to Chinese 
consumers. In 2009, 
DCP, through its 
licensees, expanded 
into online shopping 
platforms available in 
China, tapping into 
the largest online population for any country in the world. This initiative 
complements the extensive retail presence of our licensees, which 
currently covers more than 25 cities in China, and reinforces our focus 
and priority on consumer choice and convenience.

The new Disney.cn site has become one of the flagship online family 
entertainment destinations in China. The Web site regularly receives six 
million unique visitors per month, with total page views of 50 million. 
Disney.cn is also ranked the second most visited Disney Web site in 
the world.
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In the EMEA region, Disney Channel in-
creased its reach to 60 million homes with 
new channels launched across Central and 
Eastern Europe and the Netherlands, while 
the Disney Channel multiplex strengthened 
its position in key regions including the U.K., 
France, Italy, Spain, Germany, Scandinavia 
and Poland with the roll out of Disney XD, a 
new channel aimed predominantly at boys. 
The channels were supported with increased 
investment in locally produced content re-
flecting a mixture of live action and animated 
series, including the pan-European format 
My Camp Rock and the UK-produced Jungle 
Junction.

Disney’s theatrical shows continue to record 
successes throughout Europe, with The Lion 
King celebrating 10 years on stage in London 
and still enjoying popularity in Hamburg and 
Paris. Tarzan continues to perform strongly in 
Hamburg while Beauty and the Beast recently 
opened in Milan. Stitch! The Series has been a 

great success in Japan.

2009 saw the 25th anniversary of the Tokyo Disney 

Resort which set new records in revenue - fueled by 

record attendance.
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A strong commitment to good corpo-
rate citizenship is as much a part of 
The Walt Disney Company’s heritage 
as the family entertainment that has 
delighted audiences for decades. 
Today, Corporate Responsibility is 
integral to the way we do business, 
through the products and content we 
create, the workplaces we maintain, 
the planet we seek to protect and, at our very 
core, the kids, families and communities we 
aim to support.
 
 

Opposite Page: A Disney VoluntEAR spends 

time brightening a child’s life and a canvas 

while decorating a children’s ward in India.

A member of the 

International Fund 

for Animal Welfare 

helps feed an injured 

koala after the state of 

Victoria, Australia, 

suffered hundreds of 

bushfires.

When emptying Paradise 

Bay, Disneyland saved 

millions of gallons by 

banking the water in 

underground aqueducts 

to use for the refill. 
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work at children’s hospitals around the world, 
ranging from a program to help refurbish 
wards across India, benefiting an estimated 
two million children, to a campaign led by the 
Disney Store and Walt Disney Studios to help 
raise millions for London’s Great Ormond 
Street Hospital. Working with the Make A Wish 
Foundation, Disney last year granted more 
than 8,000 wishes to help brighten the lives 
of kids with life-threatening illnesses.

In addition to numerous charitable initiatives, 
Team ESPN (ESPN’s corporate outreach 
program) raised more than $3 million in net 
proceeds for The V Foundation for Cancer 
Research which was founded by ESPN and 
through which 100% of donations go directly 
to research. 

vOLUnTEERIng fOR cOmmUnITIES

Part and parcel with our charitable giving 
programs is the Company’s emphasis on 
volunteerism and community participation. 
In 2009, through Disney’s VoluntEARS 
program, now in its 26th year, and Team 
ESPN, employees and Cast Members 
have donated 569,000 hours of service in 
communities around the world. Efforts ranged 
from building playgrounds to participating in 
children’s reading programs to coastal clean-
ups, among many others. Through Disney’s 
EARS to You program, Disney VoluntEARS 
granted more than $2 million to employees’ 
charities of choice based on the number of 
hours they volunteered during the year. 

In a first of its kind move, Disney Parks and 
Resorts recently announced a new campaign 
for 2010: Give a Day, Get a Disney Day, 
which will celebrate the spirit of service and is 
designed to inspire people across the nation 
to volunteer in their communities. One million 
people who perform volunteer service for 
a qualifying organization will receive a free 
one-day admission ticket to a Walt Disney 
World Resort or Disneyland Resort theme 
park. Disney’s Media Networks, including 
ABC, Disney Channel, SOAPnet and ESPN, 

Dreams come true during a Make-A-Wish visit 

with the Jonas Brothers at a concert in Chile.

electricity and fuel use, as well as our impact 
on water and eco-systems, the report 
greatly raised public awareness of Disney’s 
Corporate Responsibility programs. In 2009, 
our efforts were recognized with high marks 
in national indices like the Boston College 
Corporate Responsibility index, Newsweek 
Magazine’s Green rankings, and through a 
number of local and national awards.

gIvIng BacK TO KIDS

One important area covered in the report was 
charitable giving. In 2009, Disney contributed 
more than $230 million in cash and in-kind 
support to organizations in local communities 
and around the globe focused on enhancing 
the well-being of children and bringing joy 
to their lives. A key area of activity was our 

In March 2009, we published our first 
comprehensive Corporate Responsibility 
Report building on years of community and 
environmental reports. The report details 
the Company’s approach to critical issues 
ranging from charitable giving to nutrition 
and from online safety for kids to workplace 
diversity. Disney’s Corporate Responsibility 
Report, which we intend to publish biannually, 
serves as a snapshot for stakeholders 
to learn more about Disney’s efforts and 
encourages an ongoing, open dialogue with 
the Company. 

By highlighting the wide range of activities 
underway at the Company, including the 
establishment of our landmark set of strategic 
environmental goals and challenging 3-to 
5- year targets to reduce emissions, waste, 
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healthier food options sold in grocery stores 
and leading retailers by more than 60 percent, 
and in our theme parks, Disney’s healthier 
fare for kids continues to be a popular choice. 
Through our media platforms and use of our 
characters, the Company delivers healthy 
lifestyle messages across a range of Disney 
Channel programming, including the short-
form series Pass the Plate. In a recent series 
of public service announcements created 
with the Ad Council for use on a variety of 
media, Disney’s Pinocchio helped to further 
encourage healthy choices for kids. 

a STROngER cOmmITmEnT TO 

THE EnvIROnmEnT

In March 2009, Disney articulated publicly 
its commitment to reducing the Company’s 
operational impact on the environment 
and to inspiring environmental stewardship 
among employees, guests, consumers 

also encourage volunteerism through 
public service announcements and service-
themed storylines under the banner of the 
Entertainment Industry Foundation’s massive 
iParticipate campaign. 

In September, at Disney’s inaugural D23 
Expo in Anaheim, Disney fans had the op-
portunity to participate as honorary Disney 
VoluntEARS. Over four days, Disney guests 
volunteered alongside Disney Cast Members 
on a number of projects, including prepa-
ration of thousands of care packages for 
homeless children, creation of greetings for 
troops overseas and collection of food for a 
local food bank.

Disney also continued its ongoing support 
of the brave men and women serving in the 
military. In 2009, Disneyland Resort and Walt 
Disney World Resort introduced Disney’s 
Armed Forces Salute to show appreciation 
to servicemen and women by offering ac-
tive and retired military personnel free park 
tickets as well as deeply discounted tickets 
for their family members. In addition, the 
Company donated more than $3 million in 
care packages and donations to U.S. troops 
serving overseas to help brighten their spirits 
and provide comfort from home. 

ESPN employees volunteer to 

renovate local community sports 

fields and facilities.

HEaLTHy fOODS

In the three years since Disney adopted its 
industry-leading nutritional guidelines, the 
Company has helped increase awareness 
of healthy eating choices for kids. Disney 
Consumer Products has grown its line of 

Appealing to both boys and girls, Disney continues to promote 

healthy living through Character-branded nutritious foods.

6059 6059



61 62

and fans. The publication of our long-
term goals and medium-term targets was 
prefaced by extensive preparatory work by 
the Company’s Environmental Council of 
executives and a global network of Green 
Teams that implemented internal standards 
on environmentally responsible behavior. 

At the same time, the Company made 
significant progress in measuring and 
continuing reduction of greenhouse gas 
emissions, fuel use, electricity consumption 
and waste output. Targets and goals 
for reducing water use and protecting 
ecosystems are currently being developed. 

Recognizing the need to act swiftly to help 
heal the planet, Disney recently made 
investments of more than $7 million to help 
protect forests in the Amazon, the Congo 
and the United States. These investments 
seek to help safeguard natural environments 
to positively benefit climate, ecosystems 
and quality of life on the planet. Through 
promotions linked to Disneynature’s first 
feature documentary, Earth, and in the 
Disney Store, Disney also committed 
to planting nearly three million trees in 
Brazil’s Atlantic rainforest. Furthering the 
Company’s efforts to enhance ecosystems, 
the Disney Worldwide Conservation Fund 
made an additional $1.5 million in grants for 
conservation projects around the world.
 
Disney’s efforts to inspire environmental 
stewardship among kids took a major step 
forward in 2009 with the launch of two national 
programs, Friends for Change: Project Green 
and Planet Challenge.

DISnEy’S Friends For Change: 

 ProjeCt green

In May 2009, Disney launched Friends for 
Change: Project Green, a cross-media 
environmental movement for kids on Disney 
Channel, Radio Disney and Disney.com 
featuring some of Disney’s biggest stars, 
including Miley Cyrus, Selena Gomez, Demi 
Lovato and Jonas Brothers. 

Disney VoluntEARs recreate Sleeping Beauty Castle at the 

D23 Expo from the more than 15,000 cans donated by at-

tendees for the local food bank in Anaheim.

Disney’s forestry investments help to benefit climate, 

habitat and quality of life for a wide-variety of species 

including the endangered gorilla in the Congo.
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Friends for Change helps kids help the planet through simple actions 
they can take in their everyday lives. The program also offers kids 
the opportunity to help Disney decide how to distribute more than 
$1 million to environmental projects around the world. So far, kids 
have made more than 1 million pledges that could prevent more than 
70,000 tons of carbon emissions per year and save nearly 122 million 
gallons of water per month. A Friends for Change anthem, Send It 
On, performed by the campaign’s top talent, has raised an additional 
$500,000 for the Disney Worldwide Conservation Fund to benefit critical 
conservation projects around the world. 

DISnEy’S Planet Challenge 

Launched in September, Disney’s Planet Challenge is a 
national environmental learning competition for fourth – 
sixth graders that builds on 15 years of similar initiatives 
by Disney in the California and Florida regions. 
Classrooms are challenged to create and implement 
their own projects to help the environment at their 
schools and in their communities. 

Disney’s Planet Challenge offers teachers a free, 
educationally sound environmental science curriculum, 

including lesson plans customized to the requirements of every 
state. Winning classrooms will receive a range of Disney prizes. 
The program is the result of collaboration with the National Science 
Teachers Association and the WestEd K12 Alliance, the EPA and other 
government and environmental organizations. 

For up-to-date information on Corporate Responsibility policies and 
news, please visit www.Disney.com/Responsibility. 

The winning class of Disney’s California 

environmental competition takes a hands-on 

approach during a recycling game. 

Disney stars Miley Cyrus, Selena Gomez, the Jonas Brothers and Demi Lovato are among the 29 young stars participating in 

Disney’s Friends for Change: Project Green, a multiplatform environmental initiative that invites kids to join together to help the planet.

Daniel Curtis Lee together 

with Boys & Girls Club 

volunteers participate 

in a Disney’s Friends for 

Change: Project Green 

beach clean-up in 

Los Angeles.
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