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Cover Photo: Lightning McQueen takes to the streets of Tokyo for a 
‘round the world adventure in Cars 2.



($ in millions, except per share amounts) 2010(1) 2009(1) 2008(1) 2007(1)  2006(1) 

Revenues
 Media Networks  $17,162 $16,209 $15,857 $14,913 $14,039
 Parks and Resorts  10,761 10,667 11,504 10,626 9,925
 Studio Entertainment 6,701 6,136 7,348 7,491 7,529
 Consumer Products  2,678 2,425 2,415 1,990 1,869 
 Interactive Media  761 712 719 490 385 

   $38,063 $36,149 $37,843 $35,510 $33,747 

Segment Operating Income(2)

 Media Networks  $ 5,132 $ 4,765 $ 4,981 $ 4,534 $ 3,629
 Parks and Resorts 1,318 1,418 1,897 1,710 1,534
 Studio Entertainment 693 175 1,086 1,195 728
 Consumer Products 677 609 778 689 626
 Interactive Media  (234) (295) (258) (291) (135)

   $ 7,586 $ 6,672 $ 8,484 $ 7,837 $ 6,382

Diluted earnings per share from continuing operations  
 attributable to Disney $  2.03 $  1.76 $  2.28 $  2.24 $  1.60
Earnings per share, discontinued operations — — — 0.01 0.03

Diluted earnings per share attributable to Disney(3) $  2.03 $  1.76 $  2.28 $  2.25 $  1.64

Cash provided by continuing operating activities  $ 6,578 $ 5,319 $ 5,701 $ 5,657 $ 6,133

Free cash flow(2) $ 4,468 $ 3,566 $ 4,123 $ 4,091 $ 4,841

(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 in the Reconciliations section.
(3) Diluted earnings per share attributable to Disney 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 are not financial measures defined by GAAP. The following tables reconcile these measures  
to the most comparable financial measures as defined by GAAP.

(all figures in millions) 

SEGMENT OPERATING INCOME

   2010 2009 2008 2007  2006

Segment operating income $7,586 $6,672 $8,484 $7,837 $6,382
Corporate and unallocated shared expenses (420) (398) (460) (497) (522)
Restructuring and impairment charges (270) (492) (39) (26) (32)
Other income / (expense) 140 342 (59) 1,004 88
Net interest expense (409) (466) (524) (593) (592)

Income from continuing operations before income taxes $6,627 $5,658 $7,402 $7,725 $5,324

FREE CASH FLOW
The Company defines “Free Cash Flow” as cash provided 
by operations less investments in parks, resorts and  
other property.
   2010 2009 2008 2007 2006

Cash provided by continuing operations $ 6,578 $ 5,319 $ 5,701 $ 5,657 $ 6,133
Investments in parks, resorts and other property (2,110) (1,753) (1,578) (1,566) (1,292)

Free cash flow $ 4,468 $ 3,566 $ 4,123 $ 4,091 $ 4,841

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

   At Disney, our exceptional entertainment experiences, widely 
diverse content and unique skill in managing our businesses in an integrated way 
allowed us to achieve strong results in 2010 and positioned us well for future growth. 

Disney has an incredible array of assets, some of the world’s best known brands, 
and a culture that since the time of Walt Disney, has embraced technological change 
and maintained an unwavering commitment to great creativity. When it comes to 
quality, no name shines more brightly in family entertainment than Disney. 

  LETTER TO    
SHAREHOLDERS

During the highlight of the Disney Dream Christening ceremony, a helicopter lifts a giant champagne 
bottle to break on the bow of the ship at Port Canaveral, Florida on Jan. 19, 2011.
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Robert A. Iger 
President and Chief Executive Officer
The Walt Disney Company

And there’s probably no better example 
this year of who we are as a company and 
what we stand for than Toy Story 3, the 
No. 1 animated movie of all time at the 
global box office.

Toy Story 3 is at once a gorgeous work of 
art, a great example of how new technol-
ogy can make entertainment even more 
compelling, and a story that speaks to all 
of us. It shares the DNA of Disney clas-
sics like Snow White, Pinocchio and Beauty 
and the Beast; deeply human stories that 
appeal to people across cultures and ages 
and are enjoyed every day the world over. 

The beauty of great storytelling is that it 
can create value for a long time for both 
consumers and shareholders. And no com-
pany but Disney can so consistently write 
timeless stories and invent from them new 
entertainment experiences that capture 
people’s imaginations.

In my five years as CEO of this great 
Company, we’ve sought to build on 
Disney’s legacy by focusing on three core 
strategic priorities: creating great enter-

tainment that people want to experience; using 
new technology to maximize the quality and 
reach of that entertainment; and growing our 
businesses in promising international markets 
to extend the impact of that entertainment.

These priorities again served us well in 2010. 
Net income attributable to Disney for the year 
increased 20 percent to $3.96 billion on a 
5 percent rise in revenue to $38 billion. 

THE WALT DISNEY 2010 YEAR IN REVIEW

Critics and audiences alike adored Toy Story 3, the 
No. 1 animated movie of all time. 

Diluted earnings per share for the year 
increased 15 percent to $2.03 from $1.76.

This performance is particularly gratifying 
given the challenging global economic con-
ditions we’ve faced since 2008.

Creatively speaking, we had a banner year. 
Our movie studio last year was the first 
in history to make two films that crossed 
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This fiscal year is off to a promising start 
as well. Disney Animation Studios’ marvel-
ous movie Tangled has been a big artistic 
and commercial success and, with Rapunzel, 
added a popular new Princess to our royal 
court. TRON: Legacy has dazzled audiences 
globally with its unique 3D virtual world. This 
summer, two of our most important franchise 
properties are making a highly anticipated 
return to the silver screen, Cars 2 and Pirates 
of the Caribbean: On Stranger Tides. 

We also strengthened our creative 
and brand portfolio with the acqui-
sition of Marvel Entertainment. 
Just as the 2006 acquisition of 
Pixar brought us the incredible 
talented team of artists and writ-
ers behind such award-winning 
and commercially successful 
films as Ratatouille, Wall-E and 
Up, Marvel can bring long-lasting 
value to Disney.

Marvel has world-class artists, 
a fantastic stable of well-known 
characters like Iron Man, the Hulk, 
Thor and Captain America and 
loyal fans who express their pas-
sion every day in much the same 

way fans of Disney do. With two Marvel 
epics, Thor and Captain America: The First 
Avenger, coming to theaters in 3D this sum-
mer and Marvel TV shows, games, comics 
and merchandise now flowing through our 
global marketing and distribution network, 
we couldn’t be more excited. 

Our acquisitions, from Pixar and Club 
Penguin to Marvel and Playdom, the pub-
lisher of social network-based games we 
bought last August, bolster Disney in many 
important ways. They add to our ranks of 
talented artists, engineers and business 
innovators. They fortify our global brand 
presence. And they give us new ways to 
build on our unique capacity to bring great 
stories and characters to life across our 
many businesses. 

Given these strengths and our global repu-
tation as the world’s leader in high quality 
family entertainment, we see tremendous 
opportunity in the shifting dynamics of the 
global economy. Rapid technological change 
and the stunning rise of family incomes in 
countries like China and India mean demand 
for high-quality entertainment is growing 
fast while barriers to delivering it directly to 
consumers are falling quickly. 

Marvel’s Captain America: The First Avenger, coming 
to theaters everywhere, Summer 2011.

the billion-dollar mark at the global box 
office – Toy Story 3 and Disney’s Alice in 
Wonderland, another timeless story made 
new. The quality of our programming and 
presentation led to the highest ever fis-
cal year ratings for ESPN, ABC Family 
and Disney Channel. And our Parks and 
Resorts opened World of Color, an amazing 
water, light and sound spectacle featuring 
many of our most beloved characters at 
Disney California Adventure.

Johnny Depp’s Captain Jack Sparrow shoves off on a quest to find the 
fabled Fountain of Youth in Pirates of the Caribbean: On Stranger Tides.
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We’ve responded by making sure we are 
providing consumers the entertainment 
they want on the platforms they use most 
on a well-timed and well-priced basis. This 
is not only our best defense against piracy; 
it ensures we are front and center in 
people’s daily lives. No matter where they 
are in the world, consumers can easily 
enjoy great Disney entertainment, whether 
through traditional television, the Internet 
or mobile devices.

No part of our Company has taken more 
advantage of technological change to offer 
consumers a great experience than ESPN. 
Jumping off from its expert coverage of 
the NFL, the NBA, major league baseball, golf, tennis, soccer, cricket – you name 

it – ESPN has integrated itself purposefully 
into the wide variety of digital platforms 
people use to keep informed and enter-
tained. Fans have for years looked to ESPN 
for authoritative stats, smart commentary 
and exciting game day coverage. Now, 
when they want to engage one another, 
they increasingly do so through ESPN.com.

ESPN’s strategy has made the No. 1 sports 
media brand stronger by weaving it more 
deeply into the lives of fans; by creating 
new options for storytelling and ways to 
work with advertisers; and, critically, by 
increasing television viewership. Even 
as ESPN has greatly expanded its digital 
reach, it posted its highest ever U.S. televi-
sion ratings last year.

That same validation – record U.S. view-
ership – was granted to Disney Channel, 
which is in the midst of expanding original 
programming at home and abroad. Disney 
Channel does a fantastic job of staying in 
touch with what kids and tweens want to 
see and hear and has become an impor-
tant incubator of talent and creative ideas 
for the Company. It’s also become a very 
effective global ambassador. Last year, 
Disney Channel increased its international 
reach further by expanding in Japan, 
Russia and Ukraine and launching a new 
joint-venture local language channel in 
South Korea.

Disney 
Channel’s 
Phineas and 
Ferb was the 
No. 1 animated 
show among 
kids and 
tweens in 
the U.S.

Monday Night Football celebrated its 40th season 
and helped drive ESPN ratings to an all-time high.

Disney Channel’s Wizards of Waverly Place cast its 
spell on kids and tweens.

6



The power of great television content 
and the strength of our owned stations 
in cities including New York, Los Angeles 
and Chicago was demonstrated to us 
in another way last year when our ABC 
broadcast network signed multi-year deals 
with multichannel video programming 
distributors that recognize the value of its 
programming through direct payment of 
affiliate fees. This gives ABC an additional 
income stream alongside advertising and 
syndication sales. 

Much of the Company’s recent invest-
ment activity has been focused on our 
global network of Disney Theme Parks and 
Resorts. The parks are where we make the 
closest emotional connection with consum-
ers as millions of them experience first-
hand the magic of Disney every year. 

A couple of years ago, we significantly 
stepped up investment in Disney 
California Adventure, a park that was 
underperforming in comparison with its 
neighbor Disneyland. Our first step was 
to open World of Color, which combines 
smart storytelling, technological innova-
tion and brilliant execution in a way that 
only Disney can.

World of Color has attracted record crowds to 
California Adventure with a spectacular new 
form of storytelling that uses stunning digital 
imagery to bring our characters to life on an 
ever-changing canvas of light, water, mist and 
fire. Its success gives us confidence in the 
rest of the California Adventure expansion, 
which culminates in 2012 with the opening of 
Cars Land, a whole new 12-acre land devoted 
to Lightning McQueen, Mater and their friends. 

We’re also really proud of our latest cruise 
ship, the Disney Dream. It is beautiful in its 
craftsmanship, uses technology in all kinds 
of interesting ways to make the passenger 
experience more enjoyable and features the 
great service, cuisine and entertainment our 
guests have come to expect. The addition of 
the Dream and its sister ship, Fantasy, in 2012, 

World of Color has been dazzling guests nightly 
at Disney California Adventure.

doubles the size of our fleet, allowing Disney 
Cruise Line to offer more destinations and 
flexibility to its guests than ever.

Our efforts to open a world-class theme 
park in Shanghai took another big step 
forward last November when we reached 
agreement with our Chinese counterparts 
on the scope and structure of our new joint 
venture. As I noted earlier, with 1.3 billion 
people and increasing affluence, the China 
market is crucial to our global strategy. 
We’ve got a number of growing businesses 
there – in retail, publishing, English-
language schools and, of course, Hong Kong 
Disneyland – but Shanghai Disneyland would 
enable us to showcase the best of Disney 
creativity in the heart of China. 

Aulani, a Disney Resort & Spa, will bring a touch of 
Disney magic to Oahu, starting in Fall 2011.
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Our global Consumer Products business 
also had an excellent year, posting strong 
revenue and income growth. The team 
at Consumer Products has increased the 
quality and visibility of Disney merchandise 
through actively managed collaborations 
with major retailers and manufacturers. 
By managing key creative franchises like 
Disney Princess and Cars across mer-
chandise categories and maintaining deep 
involvement in the design and marketing of 
goods that carry the Disney name, they’ve 
really succeeded in building a powerful 
growth engine.

Their innovative approach extends to retail 
as well. Last year, we opened 19 newly 
designed Disney Stores around the world 
that are terrific showcases for Disney art-

istry at the community level and have been a 
big hit with consumers.

We have a deep bench of talented executives 
at Disney, but we also look to the outside to 
make sure we have new perspectives and the 
right expertise in a media environment where 
conditions are changing constantly and where 
insurgent companies have much to gain and 
little to lose. The recently named leader-
ship team at Disney Interactive Media, John 
Pleasants from Playdom and Jimmy Pitaro, 
who came to Disney from Yahoo!, is bringing 
new energy and deep market knowledge to 
building our digital businesses.

We are investing in our future in other ways 
as well. Over the last few years, we have 
focused our charitable programs, strength-

ened our commitment to pre-
serving the environment and 
put the weight of our brands 
and characters behind healthy 
eating and living. We do this 
not only because we believe 
it is the right thing to do, but 
because it is a critical driver of 
shareholder value. 

Many thousands of talented 
and motivated people around 
the world make Disney 
what it is today. Every day, 

they bring smiles to the faces of kids and 
families the world over, create stories that 
delight millions and deliver with infectious 
enthusiasm memorable experiences to our 
guests. I am fortunate to be one of them.

I come to work every day energized by the 
challenges we face, aware of our potential 
and certain of how much more we can col-
lectively achieve. As a group, we are tre-
mendously lucky; no one has a better job 
than we do – to transport people from their 
everyday lives to worlds that could only be 
created by Disney.

I remain thankful for your support and for 
your faith in our abilities and confident that 
we will do our best every day and in every 
way to continue exceeding your expectations. 

Robert A. Iger 
President and Chief Executive Officer
The Walt Disney Company
January 2011

The new highly-interactive Disney Store is a 
delight for kids and adults alike.

Jennifer Grey and Derek Hough cut a rug on ABC’s primetime hit 
Dancing with the Stars.
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   The Walt Disney Studios brings quality movies, music 
and stage plays to consumers throughout the world. Under the leadership 
of Chairman Rich Ross, the Studio segment made a number of key 
organizational and structural changes in 2010 to streamline and strengthen 
its core business.

On a quest to find the Fountain of Youth, Johnny Depp’s Captain Jack 
Sparrow finds himself in hot water with Penelope Cruz’s mysterious 
Angelica in Pirates of the Caribbean: On Stranger Tides.

STUDIO 
ENTERTAINMENT
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biggest international film and its biggest non-
sequel release of all time. The movie broke 
multiple film-industry records, including 
highest-grossing non-sequel opening 
weekend, biggest March opening and biggest 
3D opening.

Over the summer, the talented 
team at Pixar set the world 
a-Buzz with Toy Story 3, the 11th 
Disney•Pixar hit to debut at No. 1 
and the first $100 million opening 
weekend for a Pixar film. Toy 
Story 3 ultimately became the 
highest grossing animated film 
of all time and the first animated 

title to surpass the $1 billion mark. It was 
also Disney’s largest animated release at 
the international box office and its most 
successful release of all time in both Latin 
America and the U.K.

2010 also saw the release of Iron Man 2, the 
first film from Marvel Studios since Disney’s 
acquisition of Marvel Entertainment. 
Building on the first film’s enormous 
popularity, Iron Man 2, starring Robert 
Downey Jr. and distributed by Paramount 
Pictures, rocketed to box office success, 
generating more than $621 million globally 

at the box office.

Oceans, the 
second film from 
Disneynature, hit 
theaters on Earth Day 
2010 and reeled in 
the second highest 
opening-weekend 
gross in history for a 

 With the ambition to work with the most 
visionary and relevant filmmakers, the 
Studio remains focused on producing 
branded (Disney, Disney•Pixar and Marvel) 
films and content, and on its vision to be the 
best storytelling film studio in the industry.

 A PAIR Of BILLION   
 DOLLAR fILMS
 
In 2010, the Studios reached a noteworthy 
box office milestone, becoming the 
first studio in history to have two $1 
billion releases in one year, with Alice in 
Wonderland and Toy Story 3.

From Burbank to Tokyo, audiences 
around the world fell in love with Alice in 
Wonderland. Thanks to Tim Burton’s vision 
and the incredible talents of Johnny Depp, 
Mia Wasikowska, Helena Bonham Carter 
and Anne Hathaway, Alice became Disney’s 

Woody, Buzz and friends hit the big screen again as a college-bound Andy’s 
loyal toys find themselves in...day care! Toy Story 3 not only became the 
highest-grossing animated film of all time; it made Disney the first studio 
ever to release two, billion-dollar earners in one year.

An epic story of survival plays out on 
a timeless savanna in African Cats, 
Disneynature’s third theatrical release. 
African Cats hits theaters Earth Day 2011.
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newest animated film from Walt Disney 
Animation Studios: the hilarious and hair-
raising Tangled.

In December, the highly anticipated high-
tech adventure TRON: Legacy hit theaters 
worldwide in Disney Digital 3D™ and IMAX® 
3D. Fans were transported on a life-and-
death journey of escape across a visually 

Golden-locked Rapunzel gets her first taste 
of the outside world when swashbuckling 
bandit Flynn Rider takes refuge in her 
tower. Tangled follows the two as they 
embark on a hair-raising adventure.

nature film. Through the film’s “See Oceans, 
Save Oceans” campaign, Disneynature and 
The Nature Conservancy helped protect 
more than 35,000 acres of coral reef in the 
Bahamas on behalf of the moviegoers who 
filled Oceans’ theaters during opening week. 

Over the Thanksgiving weekend, families 
found themselves wrapped up in the 

stunning cyber universe with Jeff Bridges, 
Garrett Hedlund and Olivia Wilde.

Strengthening its commitment to global 
audiences, the Studios announced more 
local film projects in China, India and 
Russia. 
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In an effort to create dynamic fan 
experiences through new and innovative 
technologies, the Studios launched a 
Disney Movies app exclusively for the 
Apple iPad that lets users explore current 
and classic Disney movies. The Studios 
also announced the creation of Disney 
Studio All Access, a virtual library to store 
digital copies of movies included with the 
Company’s DVDs and Blu-ray, allowing 
movie lovers the opportunity to stream 
their favorite films on different digital 
platforms. 

 A GREAT YEAR fOR   
 THEATER

Disney Theatrical Group had a phenome-
nal year in 2010. Now in its 14th year, The 
Lion King is the eighth longest-running 
musical on Broadway and has officially 
become the most popular American 
musical in history. In addition to 
Broadway, The Lion King can currently be 
seen in Las Vegas as well as on a North 
American tour and around the world 
in London, Hamburg and Tokyo. Mary 
Poppins stepped in time to its fourth year 
in New York, earning spots on the top 10 
lists of the highest-grossing and best-
attended shows of the 2009-10 Broadway 
season. Poppins also opened enormously 
successful productions this past year in 
Scheveningen, Holland, and Melbourne, 
Australia. Disney On Ice, produced by Feld 
Entertainment, is celebrating its 30th 
anniversary with its recently launched 
31st all-new show, Toy Story 3. Along with 
Disney Live!, a group of interactive stage 
shows for younger children, these pro-
ductions are currently playing to millions 
of guests worldwide in over 40 countries 
annually. 

In October, Indian 
audiences wel-
comed the return of 
Bollywood’s favorite 
onscreen couple 
Rishi and Neetu 
Kapoor in Disney’s 
first live-action 
Hindi feature, 
Do Dooni Chaar.

Fans around the world continue to embrace the Tony® award-
winning musical, The Lion King, now in its 14th year on Broadway.

TRON: Legacy is a 3D high-tech adventure about a father and son who embark on a life-and-death 
journey of escape across a visually stunning cyber universe.

12



The Disney Music Group put out a num-
ber of notable albums, including Nick 
Jonas & The Administration’s Who I Am 
from Hollywood Records, which entered 
the Billboard 200 at No. 3; Selena Gomez 
& The Scene’s A Year Without Rain, also 
from Hollywood Records, which entered 
the Billboard 200 at No. 4; and the Camp 
Rock 2: The Final Jam soundtrack from 
Walt Disney Records, which entered 
the Billboard 200 at No. 3 and was 
No. 1 on the Billboard Soundtrack and 
iTunes Album charts. In December, the 
original motion picture soundtrack for 
TRON: Legacy, by the iconic 
and critically acclaimed 
Grammy® Award–winning 
French duo Daft Punk, was 
released by Walt Disney 
Records, debuting at No. 10 
on the Billboard 200. It was 
the first score soundtrack to 
debut in Billboard’s Top 10 in 
five years. 

In 2010, Walt Disney Studios 
Home Entertainment 
released two of the top 
10 best-selling home 
entertainment titles 
(Toy Story 3 and Alice in 
Wonderland) and four of the 

top 10 best-selling Blu-ray titles (Beauty and 
the Beast, Toy Story 3, Alice in Wonderland and 
Disney’s A Christmas Carol). Tinker Bell and the 
Great Fairy Rescue, released in September, 
was the year’s No. 1 direct-to-video title.

 MATER, MARVEL AND MORE  
 CAPTAIN JACk

Disney’s 2011 theatrical release schedule 
showcases a wide variety of films for the 
entire family. Jack is back in one of the most 

highly anticipated films of 2011! In May, 
Captain Jack Sparrow (Johnny Depp) finds 
himself on an unexpected journey to the 
fabled Fountain of Youth with a woman 
from his past (Penelope Cruz) in Pirates 
of the Caribbean: On Stranger Tides. Mars 
Needs Moms showcases nine-year-old Milo’s 
(Seth Green) quest to save his mom (Joan 
Cusack) from Martians. Walt Disney Pictures’ 
Prom charts the precarious passage from 
high school to independence as some 
relationships unravel and others ignite. 

Tim Burton’s Alice in Wonderland, featuring Helena Bonham Carter as the tyranni-
cal Red Queen, opened a banner year at the Studio with a whirlwind 3D trip down 
the rabbit hole. The film earned over $1 billion in global box office.

French electronica duo Daft Punk’s original 
score for TRON: Legacy debuted at No. 10 
on the Billboard 200. It’s the first feature 
soundtrack to reach the Top 10 in over 
five years.

Intersecting stories unfold as students prep 
for one of high school’s most anticipated 
events. Featuring a powerful soundtrack 
and a cast of exciting up-and-comers, Prom 
is one night to remember.
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Over the holidays, the Muppets reunite in 
a brand-new feature film written by Jason 
Segel and Nicholas Stoller and directed by 
James Bobin.

Animation fans can look forward to two 
brand-new animated films featuring some 
of their favorite characters. In Cars 2, star 
race car Lightning McQueen (voiced by 
Owen Wilson) and the incomparable tow 
truck Mater (voiced by Larry the Cable 
Guy) take their friendship to exciting new 
places around the world. Winnie the Pooh 
reunites audiences with the hunny-loving, 
philosophical bear and friends. 

Two new features from Marvel Studios 
will blast into theaters in 2011. Thor, 
directed by Kenneth Branagh, stars Chris 
Hemsworth as the Norse god alongside 
Natalie Portman and Anthony Hopkins. 
Captain America: The First Avenger stars 
Chris Evans, Tommy Lee Jones and Stanley 
Tucci. Both films will be distributed by 
Paramount Pictures. In October, Disney 
reached agreement with Paramount to 
take over the marketing and distribution of 
Marvel films, beginning with 2012 releases 
Iron Man 3 and The Avengers.

Beginning in 2011, as part of a long-term 
distribution deal with DreamWorks Studios 
principals Steven Spielberg and Stacey 
Snider, The Walt Disney Studios will begin 
distributing films from DreamWorks 
Studios under the Touchstone Pictures 
banner. Upcoming releases include I 
Am Number Four, an action-thriller from 
director D.J. Caruso and producer Michael 
Bay; The Help, based on the No. 1 New York 
Times best-selling novel; a revamp of the 
comedy-horror classic Fright Night; the 
robots-in-the-ring boxing drama Real Steel, 
starring Hugh Jackman and Evangeline 
Lilly; and War Horse, directed by Steven 
Spielberg.

Music fans can expect new albums from 
Hollywood Records artists Plain White 
T’s, Jesse McCartney and Joe Jonas. Walt 
Disney Records is working on Billy Ray 
Cyrus’ military tribute I’m American and the 
film soundtracks for Prom, Pirates of the 
Caribbean: On Stranger Tides and Cars 2.

Writers Jason Segel and Nicholas 
Stoller and director James Bobin 
undertake the Gonzo task of bring-
ing Kermit, Miss Piggy, Fozzie 
Bear and the rest of the gang back 
together for a rollicking time in 
the upcoming Muppets movie. Also 
along for the ride: Walter, a brand-
new Muppet!

From a thunderous Marvel Studios, 
Thor stars Chris Hemsworth in the 
title role. Banished to Earth, Thor 
must defend humankind when the 
Norse gods bring war to his new 
home.

In the highly anticipated Disney•Pixar feature Cars 2, Lightning McQueen and Mater rev into high gear as 
they race around the world, pushing their limits on and off the track.
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   Walt Disney Parks and Resorts is a leader in the family vacation 
business, with 11 theme parks at five resorts in the United States, Europe and 
Asia; a top-rated family cruise line; a popular vacation-ownership program; and 
outstanding guided family tours to the world’s most exciting destinations. Blending 
Disney’s legendary storytelling with creativity, technology and unparalleled 
service, Parks and Resorts creates memorable vacation experiences for families 
around the world. Through a singular focus on enhancing the guest experience 
at existing properties, as well as expanding into new regions around the globe 
and entering new areas of the vacation business, Walt Disney Parks and Resorts 
continues to expand our competitive advantage throughout the travel industry.

PARkS
AND RESORTS

The World of Color nighttime water spectacular at Disney California 
Adventure weaves water, color, fire and light into a kaleidoscope of 
fantasy and imagination.
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The magnificent Disney Dream is the newest 
addition to the award-winning Disney Cruise 
Line fleet.

Toy Story Playland, an expansion of Walt Disney Studios 
Park at Disneyland Paris, features new attractions, 
characters and offerings for all guests to enjoy.

 ENHANCING THE GUEST  
 EXPERIENCE

Disney’s ability to transport guests to 
worlds of imagination and wonder is 
unrivaled anywhere else, which was 
underscored in 2010 with the debut 
of World of Color at Disney California 
Adventure. This nighttime spectacular 
brings Disney’s most beloved charac-
ters and stories to life in a whole new 
way. With 1,200 fountains creating the 
world’s biggest water screen, World of 
Color is an extraordinary combination 
of soaring music, stunning imagery and 
spectacular effects that delights guests 
of all ages.

World of Color marked the beginning of the 
multi-year expansion of Disney California 
Adventure that will infuse the park with 
more classic Disney storytelling and new, 
innovative guest experiences. Paradise 
Pier at Disney California Adventure is now 

home to Silly Symphony Swings, a thrilling 
swing ride featuring Maestro Mickey and his 
barnyard orchestra. And ElecTRONica, a high-
energy nighttime dance celebration based 
on the Disney film TRON: Legacy, opened in 
October in Hollywood Pictures Backlot, once 
again demonstrating Disney Parks’ ability 
to take great content from elsewhere in the 
Company and bring it to life in unique and 
exciting ways.

In 2011, Ariel, Sebastian and Ursula 
will delight guests in the new musi-
cal ride-through attraction The Little 

Guests enjoy Disneyland Paris’ New Generation 
Festival, which features five shows and parades 
plus the opening of Toy Story Playland. The ongo-
ing festival is filled with brand new attractions, 
characters and offerings for all guests to enjoy.
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Mermaid – Ariel’s Undersea Adventure. 
Then in 2012, Lightning McQueen, 
Mater and their four-wheeled friends 
pull into Radiator Springs in the new 
12-acre Cars Land. The entry to Disney 
California Adventure will be trans-
formed into Buena Vista Street, where 

blast off on journeys to Tatooine, 
Coruscant and other locations in the Star 
Wars galaxy, beginning in 2011. Also at 
the Walt Disney World Resort, guests 
can see Disney’s Art of Animation Resort 
beginning to come to life. This new resort 
hotel, set for completion in 2012, will 
feature family suite accommodations 
themed to beloved animated characters 
from The Little Mermaid, The Lion King, 
Cars and Finding Nemo. Major expansion 
efforts are underway at Fantasyland at 
Magic Kingdom, which will double in size 
over the next few years and will offer 
guests enchanting new attractions featur-
ing Belle, Ariel, Dumbo and a cast of other 
Disney characters. 

In August, Disneyland Paris marked the 
opening of Toy Story Playland, a new 
themed land at Walt Disney Studios park 
featuring Woody, Buzz and the rest of 
the gang from Andy’s toy box. With three 
new attractions and amazing attention 
to detail, Toy Story Playland lets guests 
interact with Disney•Pixar characters in 
an immersive way. Also at Disneyland 
Paris, the New Generation Festival, a 
resortwide celebration that runs through 

guests will step back in time to the Los 
Angeles of the 1920s that Walt Disney 
experienced when he first arrived in 
Southern California.

At the Disneyland Resort and Walt Disney 
World Resort, Star Tours will once again 

Ariel’s Undersea Adventure at Disney California Adventure will bring favorite characters to life, 
transporting guests into the world of The Little Mermaid with classic scenes and musical numbers 
from the film.

During “Let the Memories Begin,” guests will 
reminisce and create magical moments at 
Disney parks.

Adventureland transports guests to worlds of fantasy, adventure and 
wonder at Magic Kingdom. Disney’s True-Life Adventure documentary 
films provided the spark for this exotic land of jungles and wild creatures.
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March 2011, features many of Disney’s 
latest animated stars in a host of shows 
and parades.

The Toy Story characters are also 
traveling half-way around the world to 
Hong Kong Disneyland, where the new 
Toy Story Land opens in calendar year 
2011. Toy Story Land is the first themed 
area in a multi-year expansion of 
Hong Kong Disneyland, with two more 
to follow – Grizzly Gulch and Mystic 
Point. Hong Kong Disneyland celebrated 
its fifth anniversary in September of 
2010 and, to honor this landmark anni-
versary, the resort will feature a variety 
of colorful parades, shows and other 
surprises throughout 2011.

Tokyo Disney Resort reached a major 
milestone by welcoming its 500 mil-
lionth guest in August of 2010. Guests in 
Japan will have several new attractions 
to enjoy in 2011, with the addition of the 
3D experience Mickey’s PhilharMagic at 
Tokyo Disneyland, and Jasmine’s Flying 
Carpets and the nighttime spectacular 
Fantasmic! at Tokyo DisneySea, which 
marks its 10th anniversary in 2011.

 EXPANDING GLOBALLY  
 AND ENTERING NEW   
 VACATION BUSINESSES

The sun truly never sets on Walt Disney 
Parks and Resorts, and the business 
continues to bring Disney’s unique brand 
of vacation experiences to more people 
in more places. In November, 2010, the 
Company reached 
agreement on 
plans to build a 
Disney theme park 
in Shanghai — the 
sixth Disney theme 
park resort world-
wide and the sec-
ond in China. The 
agreement is now 
pending approval 
from the central 

Mickey and Minnie learn to hula on the beach of 
Aulani, a Disney Resort & Spa, Ko Olina, Hawai’i, 

which is scheduled to debut Fall 2011.

More than 2,000 families from the Hong Kong 
community joined 2,000 cast members to 

celebrate the fifth anniversary of Hong Kong 
Disneyland on Sept. 12, 2010.

Tokyo Disneyland Resort guests enjoy a charac-
ter meet-and-greet with classic characters Chip 
and Dale.
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and Africa. In 2011, Adventures by Disney 
will add Egypt to its growing list of must-
see destinations.

On the shores of Oahu, Disney is putting 
the finishing touches on Aulani, a Disney 
Resort & Spa, Ko Olina, Hawaii. Aulani is 
Disney’s first standalone resort to feature 
both hotel rooms and vacation villas for 
members of Disney Vacation Club, which 
lets members own a piece of the magic 
at a number of unique Disney properties. 

Aulani will allow families to experience 
the culture, beauty and majesty of Hawaii 
in a distinctly Disney way. 

In January 2011, Disney Cruise Line 
welcomed the newest addition to its 
fleet, the Disney Dream. Longer than the 
Eiffel Tower is tall and boasting a gross 
tonnage of approximately 130,000 with 
1,250 staterooms, the Disney Dream 
combines creativity and technology with 
classic Disney touches to give guests 

Whether guests meet Cinderella at the Disneyland 
Resort in Anaheim or Minnie Mouse at Hong Kong 
Disneyland Resort, Disney characters create 
magical moments for guests around the world.

government of China. Given the fast 
growing and dynamic nature of China, 
this project marks a very significant 
milestone for The Walt Disney Company 
in Asia.

Disney Parks’ worldwide expansion 
isn’t limited to building new resorts. 
With Adventures by Disney, families can 
enjoy expertly planned, guided excur-
sions to the most exciting locations in 
the world, such as China, Peru, Alaska 

The Egypt itinerary from Adventures by Disney starts in the heart of Cairo, passes Giza for 
an up-close view of the Great Pyramids and the Sphinx on camelback, and cruises down the 
Nile River to majestic Luxor.

Mickey and Minnie stroll with guests in Castaway Cay. Disney Cruise Line adds two new ships to its 
fleet with the Disney Dream, which will set sail Jan. 26, 2011, and its sister ship, the Disney Fantasy, 
launching in 2012. 
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innovative new experiences, includ-
ing the AquaDuck, the industry’s first 
water coaster at sea. The Disney 
Fantasy, the Disney Dream’s sister 
ship, will launch in 2012. In early 
2011, the Disney Wonder relocated to 
the West Coast with sailings to the 
Mexican Riviera and, for the first time, 
to Alaska later in the year.

No matter where in the world they 
vacation with Disney, guests can count 
on Parks and Resorts to help create 
family memories that will last a lifetime. 
Guests love to share those memories 
with friends and family, an idea that 
served as the inspiration for Parks and 
Resorts’ 2010/2011 domestic marketing 
campaign, “Let the Memories Begin.” 
This unique initiative allows guests to 
share their Disney stories, photos and 
video at DisneyParks.com/Memories. 
Guest-generated content is being 
featured in TV commercials and online 
campaigns and is becoming larger than 
life as part of a nightly show projected 
onto Cinderella Castle at the Walt Disney 
World Resort and it’s a small world at the 
Disneyland Resort.

The Company’s focus on creating 
outstanding guest experiences is 
central to the appreciation guests have 
for Disney’s properties, new global 
destinations and expanding vacation 
experiences. By combining the very best 
in creativity, innovation, technology and 
guest service, Walt Disney Parks and 
Resorts is well positioned for continued 
long-term success as a global leader in 
the family vacation industry.

Beginning in 2011, the “Let the Memories Begin” campaign invites guests to share their Disney memories 
online. Selected photos and videos will be projected on Cinderella Castle in Orlando and the façade of it’s a 
small world in Anaheim.

As part of the “Let the Memories Begin” campaign, 
Disney Parks will feature home videos and snapshots of 
real guests in marketing ads that will allow an audience 
of millions to witness true-life, heartfelt moments.

20



   Disney Consumer Products (DCP) is the world’s largest licensor 
of intellectual property, the world’s largest publisher of children’s books and 
magazines and owner and operator of the Disney Store and DisneyStore.com 
in North America, Europe and Japan. DCP connects the Disney brand with 
consumers of all ages, based on a myriad of highly creative products. The 
innovation reflected in some of this year’s standout product introductions included 
best-selling Toy Story iPad apps from Disney Digital Books, a new and highly 
experiential store design for Disney Stores, the first Disney-branded toy line from 
LEGO, a global cosmetics collection from M.A.C., and a global designer fashion 
program inspired by Alice in Wonderland. 

       CONSUMER    
PRODUCTS

The new Princess & Me line of large ‘friend’ dolls and accessories invites 
young girls to bring their favorite Disney Princess character into their 
world to enjoy everyday actives and magical adventures together.
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 BOYS ARE BACk!

In addition to shattering box office records, 
Disney•Pixar’s Toy Story 3 has been the 
largest merchandise licensing program in 
history. DCP galvanized the toy industry by 
collaborating with major toy manufacturers 
to develop exciting new products, including 
the first line of Disney-themed products 
from LEGO. To give fans something to buzz 

about, DCP executed an unprecedented 
retail marketing program with uniquely 
themed products at major retailers world-
wide and at Disney Stores. With apparel, 
food, personal care goods, stationery, home 
décor items, books sold in 53 countries and, 
of course, toys, Toy Story 3 had a major 
global retail presence.

Toy Story 3 was supported with a robust licensed merchandise 
program featuring hundreds of new products released globally 
including toys, books, apparel, accessories, home décor, art, 
stationery, food, personal care, and an exclusive assortment at 
Disney Store retail locations.
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“I’m a LEGO!” exclaims John Lasseter, 
creator of Toy Story, as he studies a life-
size bust of his likeness made of LEGO 
bricks. With this one-of-a-kind piece, 
LEGO celebrated Lasseter’s induction 
into the Toy Industry Hall of Fame and 
the release of Toy Story 3.

Retailers around the world dedicated considerable shelf space for Toy Story 3 
at uniquely themed in-store shopping destinations featuring the latest film-
inspired product.

Cars continues to be a leading franchise that 
captivates boys through quintessential play 
patterns and memorable characters – with 
more than 120 million die-cast vehicles, 10 
million t-shirts and 110 million sets of bub-
ble bath sold to date. The Cars Toon series of 
short-form content has inspired a new line 
of toys that allows kids to imagine new sto-
ries with their favorite characters. 
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TRON: Legacy has generated consumer 
excitement for film-inspired merchan-
dise that is off the grid – from a line of 
innovative action figures that project 
digitized faces to high-end electronics, 
computer and gaming peripherals and 
fashion for men and women. Next year, 
fans can expect to see continued inno-
vation and fresh products inspired by 

Pirates of the Caribbean: On Stranger Tides, 
including toys, apparel, beauty items and 
more.

DCP also began incorporating Marvel 
Entertainment’s line of licensed products 
in its marketing and distribution network. 
Starting with toys, apparel and other items 
based on last summer’s hit Iron Man 2, DCP 
is now focused on next summer’s Marvel 
epics, Thor and Captain America: The First 
Avenger.

 STORIES TO TELL AND  
 DOWNLOAD

The power of Disney storytelling is increas-
ingly evident on new interactive platforms. 
Disney Digital Books are hot, with more 
than 5.4 million site visits since launch-
ing two years ago. Honored with the Best 
Web site for Kids Award from About.com, 
Disney Publishing has gotten into the “app” 
game. In more than 35 countries around 
the world, one or more Toy Story iPad apps 
are rated in the top 5 book apps. Marvel too 
has been a pioneer on digital platforms and 
now offers a full range of digital comics, 
motion comics and iPad and iPhone apps. 

The official, one and only 
TRON: Legacy Pop-Up 
Shop with displays and 
merchandise inspired by 
the high-tech 3D adventure, 
TRON: Legacy. This six week-
long retail destination for 
men and women of all ages 
offers one-of-a-kind, limited-
edition TRON merchandise 
at the café, retail concept 
shop, and art exhibition 
space Royal/T in Culver City, 
CA — November 19 through 
December 23, 2010.

The beloved characters of Toy Story can now go virtually anywhere you and your 
child go, with the new Toy Story iPad app. The app includes interactive reading tools 
and a variety of games that will educate and entertain your child for hours.
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 THE IMAGINATION COMES  
 TO LIfE

With a new highly interactive store 
design in over 19 locations across the 
United States and Europe, Disney Store 
has redefined children’s retail. A unique 
destination developed from a child’s 
perspective, the new store design inte-
grates the latest technology to create an 
enhanced shopping experience. The inno-
vative Disney Store design was unveiled 
for the first time in June 2010 just 
outside of Los Angeles, followed by the 
European premiere in Madrid, Spain. 

In November, a parade of Disney’s most 
popular characters arrived in grand style 
for an enchanting event in the heart of 
New York to unveil the much-anticipated 
Times Square store. The two-level Disney 
Store is the largest Disney Store loca-
tion in North America, featuring a two-
story Disney Princess Castle with Magic 

Mirror, one of the largest Cars-branded 
custom car building experiences, and a 
360-degree theatre with custom screen.

 THE DISNEY LIfESTYLE

Having established Disney as a lifestyle 
brand, DCP has taken creative design 
to a new level through fresh collabora-
tions. 2010 proved to be the year of Alice 

in Wonderland, with fashion and beauty 
collections from Tom Binns, Sue Wong, 
Stella McCartney, Swarovski, Anna Lou 
of London, Le Printemps, Urban Decay 
and OPI, as well as unique window dis-
plays at Bloomingdale’s and Selfridges. 
The Venomous Villains make-up collec-
tion from M.A.C. – inspired by four iconic 
Disney ne’er-do-wells – was created 
using original Pantone® colors from the 

A parade of Disney’s most popular characters unlocked the magic at the much-anticipated Times Square 
Disney Store in New York. The two-level retail destination is the largest location in North America and 
features a magical and interactive shopping experience. 

Using the original Pantone colors from the films, Venomous Villains make-up collection created by Disney 
and M.A.C. has resonated with fashion-forward consumers, and proved that bad can be beautiful.
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personalities of iconic Disney characters 
in an edgy, offbeat way. 

 BETTER fOR YOU 

With a strong commitment to The Walt 
Disney Company’s nutritional guidelines, 
DCP has made significant strides to right-
size its global food portfolio to provide 
more “better for you” options of healthier 
foods. Relationships with top manu-
facturers, including Beechnut, Danone, 
Kelloggs, Kraft and Minute Maid, and key 
retailers, including leading supermarket 

chains Walmart, Tesco and Carrefour, have 
propelled Disney-branded foods into the 
ranks of healthier, everyday food choices 
for consumers. Consumer demand for 
Disney-branded healthier food options has 
been evident with more than 1.3 billion 
servings of Disney-branded fresh produce 
sold in the United States and 500 million 
servings of Disney-branded dairy sold 
globally in the past three years. 

 A DECADE Of DISNEY   
 PRINCESS AND HIGH-  
 fLYING SUCCESS Of   
 DISNEY fAIRIES 

To celebrate the release of The Princess 
and the Frog on Disney DVD and Blu-ray, 
Princess Tiana was officially welcomed into 
the Disney Princess court with a corona-
tion ceremony. Now prominently featured 
in multi-character Disney Princess prod-
ucts, Tiana continues to be one of the most 
popular characters. Since its inception 10 
years ago, the Disney Princess franchise 
continues to bring a magical experience 
for girls of all ages with new products, 
including Princess & Me, a line of high-end 
friend dolls; a Disney Fairy Tale Weddings 
bridal wear collection by industry heavy-
weight Alfred Angelo, and augmented 
reality greeting cards featuring Disney 

films. At the intersection of contempo-
rary and classic, emerged a line of Walt 
Disney Signature chairs by renowned 
Italian furniture house, Cappellini. 

Taking character design to the masses, 
DCP introduced several bold designs of 
classic characters including a Mickey 
Mouse-themed fashion statement at 
global retailer Uniqlo and Minnie Muse 
styles at Forever 21. Inspired by the 
urban vinyl toy culture, Pook-A-Looz – 
a new line of plush, apparel and acces-
sories – was designed to capture the 

Dreams do come true, espe-
cially for women who grew up 
dreaming of a fairy tale wedding 
modeled after their favorite 
Disney Princess character. 
Alfred Angelo and Disney pre-
viewed their first collection of 
bridal gowns, Disney Fairy Tale 
Weddings by Alfred Angelo. 
Marking their first collabora-
tion, the bridal gown collection 
is inspired by the essence, style 
and personality of seven iconic 
Disney Princess characters: 
Ariel, Aurora, Belle, Cinderella, 
Jasmine, Snow White and Tiana.  
The collection will be available 
at all Alfred Angelo Signature 
stores and select Alfred Angelo 
wholesale Partner Bridal 
Boutiques in 2011.

Proving 2010 was the year of Tim Burton’s fanciful Alice in Wonderland, Underland-inspired fashion 
and beauty collections were featured in stunning, street-facing retail-window displays at destinations 
including Bloomingdale’s and Selfridges.
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Princess characters. With books sold in 
more than 90 countries around the world, 
the franchise is poised to continue to 
grow in 2011 when it welcomes to the 
family Rapunzel, heroine of Walt Disney 
Pictures’ Tangled. 

With more than 23 million books sold to 
date and an array of new global products 

to support the latest installment in the 
DVD series Tinker Bell and the Great Fairy 
Rescue, Disney Fairies continue to resonate 
with older girls who enjoy the adventures 
of Tinker Bell and her friends. On the heels 
of this momentum, DCP will continue its 
thriving lifestyle merchandising program in 
2011 with new licensed product introduc-
tions in toys, apparel, hair care and more. 

 SPECIALLY DESIGNED fOR  
 TYkES AND THE TINIEST  
 TOTS

Heralded as one of the top toys of the 
year, Dance Star Mickey – a singing, danc-
ing toy – has danced into the hearts of a 
new generation of young kids. Winnie the 
Pooh is set to enjoy a resurgence in 2011 

with an all new feature 
film accompanied by a 
compelling line of Pooh 
products for families, 
including age-appropri-
ate toys, maternity wear, 
baby and toddler food, 
stationery and personal 
care items. 

Princess Tiana - the first Disney Princess introduced in more than a decade - 
was welcomed into the royal court with a regal coronation ceremony. Tiana is 
now included on all multi-character Disney Princess products.

Heralded as one of the top toys of the year, Dance Star Mickey 
is singing and dancing his way into the hearts of a new gen-
eration of young kids.

Making mealtime and healthy eating habits a little more fun, Disney offers healthy food branded with 
popular characters that parents and kids will love. Favorites including Mickey Mouse and the Toy Story 
gang appear on healthy food options and retail displays.
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   Combining high quality content with strategic use of 
distribution platforms, Disney/ABC Television Group delivers compelling 
news and entertainment viewing experiences to hundreds of millions of people 
worldwide, creating franchises and other opportunities across the Company.

The 2010-11 season premiere of perennial fan favorite, Dancing 
with the Stars helped ABC achieve its most watched Monday 
premiere in 11 years.

MEDIA NETWORkS 
BROADCASTING

27



THE WALT DISNEY 2010 YEAR IN REVIEW

In 2010 the Company’s news and 
entertainment media businesses 
maintained their strong appeal to target 
audiences. Viewers tuned in to the 
ABC Television Network for compelling 
journalism, daytime drama, primetime 
entertainment and late night laughs. ABC’s 
presence on a wide variety of platforms, 
including video-on-demand, online, 
wireless and cable, allowed the audience 
to customize when, how and where they 
watched.

 TRUSTWORTHY NEWS  
 DELIVERED IN NEW WAYS

The award-winning team of ABC News 
anchors, correspondents, and producers 
continues to tell the stories that matter 
to viewers with the highest journalistic 
standards, leveraging technology to 
connect viewers with the news as it 
happens around the world. In 2010, 
compelling stories and the addition of new 
faces in ABC News programs delivered 
audiences and ratings, while the launch of 
the innovative ABC News application for the 
iPad gave viewers unprecedented access to 
news content.

The Middle is a viewers’ 
favorite on ABC’s comedy 
Wednesdays.
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Disney Media Distribution leveraged the success of Grey’s Anatomy on ABC to produce localized formats 
across Latin America, including a version that also airs on U.S. Spanish language broadcaster Telemundo.

ABC’s Emmy® Award-winning Modern Family opened its much anticipated second season as the top-rated 
comedy for the 2010-11 television season.
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A record 6.6 million people tuned in for 
President Barack Obama’s historic visit to 
The View.

 TOP AMONG AffLUENT  
 VIEWERS

The ABC Entertainment Group develops and 
produces programming for ABC and other 
outlets, including some of the most successful 
series on television today. 

Fueled by several strong series produced by 
ABC Studios, the ABC Television Network’s 
primetime line up finished the 2009-10 
season No. 1 among the major networks 
in concentration of upscale viewers in its 
entertainment audiences, and delivered five 

of television’s top 15 shows for the season, 
including Grey’s Anatomy, Lost, Desperate 
Housewives, Dancing with the Stars and 
The Bachelor. Audiences also embraced 
ABC’s new comedy block on Wednesday 
nights, including The Middle, Cougar Town, 
and the Emmy Award®-winning, breakout 
comedy hit, Modern Family. In addition 
to the millions of viewers watching ABC 
programming live, the network also had 
some of the most recorded programming, 
including Grey’s Anatomy, which was 
recorded and played back more than any 
other series of the 2009-10 season.

A mix of promising new series and proven 
returning hits helped the network kick off 
the 2010-11 TV season. Ten weeks into 
the new season, ABC had delivered two 
of the top four most-watched television 
programs overall, Dancing with the Stars 
and DWTS: The Results. In the key audience 
of adults 18-49, ABC claimed four of the 
top 10 highest-rated TV series, the most 
for any network, with Modern Family, 
Grey’s Anatomy, Dancing with the Stars 
and Desperate Housewives. In fact Modern 
Family and Grey’s Anatomy stood as TV’s 
top two scripted programs with young 
adults. Led by Modern Family, ABC’s two-
hour Wednesday night comedy block 
continued to resonate with viewers in its 
second year, building by 17 percent in 
total viewers and by 19 percent in the key 
adult 18-49 sales demographic from the 
same point last season. Over this same 

In December 2009, George Stephanopoulos, and 
Juju Chang joined Robin Roberts and Sam Champion 
as anchors of ABC’s Good Morning America.

 DAYTIME STILL NO. 1

For the 18th year in a row, ABC’s daytime 
programming was No. 1 among women (25-
54). 2010 was a milestone year for The View, 
as it celebrated 3,000 shows and welcomed 
Barack Obama, the first sitting president 
ever to appear on a daytime talk show. Part 
of The View’s ongoing “Red, White and View” 
campaign to bring political guests and topics 
to the show, the president’s appearance drew 
a record audience and further established 
The View’s relevance in the nation’s political 
discourse.
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ABC Studios’ Cougar Town caps off ABC’s hit Wednesday night comedy block.

period of time, ABC retained its status for 
the sixth consecutive year, as the highest-
rated network among upscale young adult 
audiences for non-sports programming.

ABC’s full-episode video player continued 
to be a popular option for audiences, 
delivering hundreds of millions of episodes 
during the 2009-10 season. In 2010, ABC 
became the first television company to 
offer a viewing application on the Apple 
iPad. In the first seven months, the app was 
downloaded more than a million times, 
and users watched more than 12 million 
episodes of ABC primetime shows.

 LOCAL RELEVANCE,   
 NATIONAL REACH

The ABC Television Network reaches 
American viewers via more than 200 
affiliate stations, including the ABC-
Owned Television Station Group’s 
properties serving New York, Los 
Angeles, Chicago, Philadelphia, San 
Francisco, Houston, Raleigh-Durham, 
Fresno, Flint and Toledo. Combined, 
these 10 stations reach more than 
23 percent of all U.S. households, 
with most leading their markets. In 
November 2010, the Company reached 
an agreement to sell its smallest 
stations (in Flint and Toledo) as part of 
a strategic focus on larger markets. The 
affected stations are expected to remain 
ABC affiliates after the sale closes in 
early 2011.

Private Practice is No. 1 in its 
timeslot with women and young 
adult viewers.

ABC’s new detective drama, Detroit 1-8-7 is 
produced by ABC Studios. Its addition to ABC’s 
2010-11 primetime schedule improved the 
network’s performance on Tuesday nights, 
especially among male viewers.
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In 2010, the ABC-Owned stations continued 
to build their digital businesses through a 
variety of options, including local Web sites, 
mobile and text offerings and customized 
iPad and iPhone applications. Collectively, 
the group has created 56 different content 
destinations for their local programming. 

The Group’s National Television Sales unit 
continues to expand its clientele as an 

advertising representative for regional sports 
networks, sports radio stations and out-of-
home media. The unit now handles nearly 
40,000 square feet of prime electronic signage 
in New York’s Times Square for clients such 
as Walgreens, American Eagle Outfitters 
and the Crowne Plaza Hotel, as well as the 
Company’s Supersign and the new Disney 
Store Spectacular.

 ABC MEDIA PRODUCTIONS

ABC Media Productions develops and pro-
duces non-scripted original programming 
for syndication, cable and broadcast outlet. 
The group also oversees the production of 
the long-running hit game show, Who Wants 
to Be a Millionaire?

 A LANDMARk 
 DISTRIBUTION DEAL

Disney Media Distribution (DMD) is 
responsible for the international distribution 
of the Company’s content to all platforms, 
encompassing television, broadband and 
mobile outlets. The business distributes 
more than 30,000 hours of programming to 
more than 1,300 platform operators across 
240 territories worldwide. DMD’s content 
portfolio includes feature films, scripted and 
reality series, live-action and animated kids 
content, ABC News, and specials such as the 

Live Well, the high-definition network carrying original lifestyle pro-
gramming produced by ABC-owned stations, launched its second 
season with a significant leap in carriage from its inaugural year.

Nightline was the No. 1 show among late night viewers in the 
2009-2010 season, marking the news program’s first “full 
season” win against its comedy competition in 15 years.

Diane Sawyer debuted as anchor of World News with Diane Sawyer in 
December 2009, continuing the evening news broadcast’s commitment to 
excellence in journalism.
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Academy Awards®. DMD also oversees 
channel expansion and distribution 
worldwide for Disney-branded channels 
and ESPN-branded channels. 

Disney/ABC Domestic Television (DADT), 
an industry leader, is responsible for 
North American sales and customer 
management of in-home entertainment 
content, distributing properties from 
Disney, Disney•Pixar, Marvel, DreamWorks 
Studios, ABC Studios, ABC Entertainment, 
ABC Family and Disney Channel. DADT 
distributes motion picture and television 
content across a wide array of media 
platforms and businesses, including pay 
television, video/retail, video-on-demand/
pay-per-view, e sell-through, subscription 
video-on-demand, basic cable, broadcast 
television, mobile, broadband and other 
digital technologies. 

In the Company’s most expansive 
agreement to date, Disney/ABC Television 
Group and ESPN entered into a long-
term, wide-ranging contract with Time 
Warner Cable to provide the programming 
from its network broadcast and cable 
properties. Building on the success 
of the carriage agreement negotiated 
with Cablevision earlier in the year, the 
agreement with Time Warner Cable 
included retransmission consent fees for 

programming on WABC in New York, KABC 
in Los Angeles, WTVD in Raleigh-Durham-
Fayetteville, and WTVG in Toledo, creating 
a dual-revenue stream for the broadcast 
business.

 BESTSELLERS – fROM  
 MICHAEL fOX TO 
 JAMIE OLIVER 

In 2010, Hyperion published 30 New 
York Times bestsellers, which spent a 
total of 191 weeks on the list, including 
Lift by Kelly Corrigan and A Funny Thing 
Happened on the Way to the Future by 
Michael J. Fox, as well as Jamie’s Food 
Revolution by Jamie Oliver (star of ABC’s 
Emmy®-winning Jamie Oliver’s Food 
Revolution) and Naked Heat by Richard 
Castle (a character on ABC’s hit drama, 
Castle.)

As the publishing industry experiences 
seismic changes with eBook sales 
increasing, Hyperion has been innovative on 
the digital front. In 2010 the group launched 
one of the very first enhanced eBooks for 
the Apple iBookstore, The Secret Diary 
of Ashley Juergens, which was enriched 
with video clips from the hit ABC Family 
television show.

Award-winning journalist, Christiane 
Amanpour joined ABC News as the anchor of 
ABC’s This Week.

ABC’s hit Castle has inspired two popular Hyperion novels, including the New York Times Bestseller, 
Naked Heat, which hit bookshelves in September 2009.
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   Combining high-quality content with strategic use of 
distribution platforms, Disney/ABC Television Group delivers compelling 
news and entertainment viewing experiences to hundreds of millions of people 
worldwide, creating franchises and other opportunities across the Company.

Wizards of Waverly Place is one of 2010’s top 
two series on television among Kids (6-11) and 
Tweens (9-14).

MEDIA NETWORkS
CABLE

33



THE WALT DISNEY 2010 YEAR IN REVIEW

Playhouse Disney’s multicultural animated series, Handy Manny, continues to 
resonate with young viewers and their caregivers as one of the Top 15 pre-
school TV programs for 2010.

Disney/ABC Cable Channels created 
great programming and franchises 
benefiting all of Disney’s businesses. 
The group has been at the forefront of 
international and new digital platform 
expansion, and 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.

 MOST WATCHED YEAR  
 EVER IN THE U.S.

With 95 entertainment channels and 
feeds distributed in 35 languages, Disney 
Channels Worldwide reaches more than 
300 million homes, serving as a daily 
touchstone for the Disney brand for 
families in 168 countries. 

THE WALT DISNEY 2010 YEAR IN REVIEW

Produced by Disney Television Animation, in 2010 Mickey Mouse Clubhouse 
was one of the Top 10 preschool series.
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debuted in 2010. In October the Company 
received a license for channels on Japan’s 
new broadcast satellite spectrum, and expects 
to launch Disney Channel on standard TV and 
free-to-air high-definition television in that 
market in 2011. 

The premiere Shake It Up, delivered 
the second highest series launch in 
the history of Disney Channel.

In February 2011, Playhouse Disney 
becomes Disney Junior, delighting 
preschool viewers with magical story-
telling.

In the United States fiscal 2010 marked 
Disney Channel’s most watched year on 
record in total day and total viewers, as 
well among the key audiences of kids (6-
11) and tweens (9-14). Disney Channel 
also celebrated its eighth consecutive 
year as television’s No. 1 network in 
primetime among kids (6-11) and its 

In 2010, the Company launched Disney 
Channel in Russia, Greece and Ukraine, and 
announced a joint venture to launch a local 
language Disney Channel in South Korea. 
Playhouse Disney channels in Poland, 
Turkey, and French-speaking Canada also 

©Disney

Where The Magic Begins

On disney channel
SM

The Emmy®-nominated animated comedy, Kick 
Buttowski, is Disney XD’s most popular original 
series among boys.
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10th year at No. 1 with tweens (9-14), 
thanks to a strong slate of original 
programming.

Disney Channel delivered television’s 
top 3 series among kids: Wizards of 
Waverly Place, The Suite Life on Deck and 
Good Luck Charlie, a new series created 
for kids and families to enjoy together. 
Disney Channel also scored with Camp 
Rock 2: The Final Jam, cable’s No. 1 
movie of the year, as well as Phineas and 
Ferb, TV’s No. 1 animated series among 
kids (6-11) and tweens (9-14).

In its second year, Disney XD continued 
its strong performance, delivering its 
largest audiences to date among total 
viewers, and the target audiences of 
kids (6-14) and boys (6-14). Original 
programming, including the animated 
series Kick Buttowski and live-action 
series Zeke and Luther, were hits with 
the channel’s target audiences.

Disney Channel’s Emmy® Award-winning hit Phineas 
and Ferb was the year’s No. 1 animated series 
among Kids (6-11) and Tweens (9-14).

Disney Channel’s new family sitcom, Good Luck Charlie debuted in 2010 to become the second most watched 
TV series among both Kids (6-11) and Tweens (9-14) audiences.
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In addition to driving television ratings, 
Disney Channel’s successful content brings 
kids to DisneyChannel.com, where fans 
log on for more interactive connections to 
their favorite shows. 

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 United States 
on broadcast, satellite and cable platforms 
as well as via live streaming from 
RadioDisney.com, the iTunes Radio Tuner 
and select mobile devices.

 A CLEAR fAVORITE   
 AMONG MILLENNIALS

ABC Family continued to deliver some 
of the most popular television content 
among its target audience of young 
adult millennials (12-34). Marking six 
consecutive years of growth, in fiscal 

Disney XD’s 
skateboarding 
buddy com-
edy, Zeke and 
Luther, is one 
of Disney XD’s 
Top 5 live-
action series 
for kids and 
boys.

Melissa Joan Hart and Joey Lawrence star in Melissa & Joey, the highest rated 
original comedy series in the history of ABC Family.
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2010 ABC Family delivered its 
highest primetime ratings in the 
history of the channel, as well as its 
most watched summer on record. 
The introduction of two new series, 
Pretty Little Liars and Melissa & Joey, 
helped drive the channel’s success.

 DAYTIME DRAMA  
 ANYTIME

Now in more than 75 million homes in 
the U.S., SOAPnet owns the world of 
character-driven soapy drama, from 
daytime and primetime dramas to 
reality shows and movies. The network 
features same-day episodes of popular 
daytime dramas including All My 
Children, Days of our Lives, One Life to 
Live, General Hospital and The Young 
and the Restless, as well as favorite 
primetime series Gilmore Girls, The O.C., 
One Tree Hill and Beverly Hills 90210, 
along with original programs including 
Being Erica.

Launched in June 2010, Pretty Little Liars became the No. 2 
scripted series among ABC Family’s target audience (12-34).

In 2010 ABC Family’s hit series, Secret Life of the American Teenager, was the No. 1 scripted cable series 
among young adult (12-34) viewers.

ABC Family’s popular 
25 Days of Christmas 

is one of cable’s 
biggest programming 

events.
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   ESPN’s decision to continue investing and 
leveraging its historic strengths – innovation, technology and, 
most of all, its creative and dedicated workforce – bore fruit for 
all its constituents in 2010. 

Monday Night Football celebrated its 40th campaign by posting ESPN’s most-watched season and cracking the 
Top 10 in all of TV for the first time since moving to ESPN. Once again, an individual game delivered cable’s larg-
est audience ever when Brett Favre and the Minnesota Vikings faced his former team, the Green Bay Packers. 
In all, cable’s five biggest household audiences ever — and eight of the Top 10 — (excluding breaking news) are 
ESPN Monday Night Football telecasts. MNF also recorded its best season on ESPN Deportes.

MEDIA NETWORkS 
ESPN
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The Worldwide Leader in Sports expanded internationally and in the digital arena while 
enjoying record consumption across platforms, setting many viewership marks across its 
U.S. networks and for a variety of individual sports and shows. Overall usage across media 
– a focus of company efforts – rose 11 percent over 2009, and was up 27 percent com-
pared to just five years ago. 

 EXPANSIVE TIME WARNER CABLE AGREEMENT

As part of an overall agreement with The Walt Disney Company, ESPN signed a long-
term carriage deal with Time Warner Cable that allows fans to consume ESPN content in 
expanding ways. Setting the stage for future distributor discussions, the Time Warner Cable 
accord offers customers authenticated online access to three linear networks – ESPN, 
ESPN2 and ESPNU. ESPN is the first network to serve fans in this manner. New part-time 
networks ESPN Goal Line and ESPN Buzzer Beater, taking fans to the best college foot-
ball and basketball action, respectively, debuted to Time Warner Cable customers and will 
eventually be authenticated online as well.

 WORLD CUP A SPARkLING SUCCESS

The 2010 FIFA World Cup in South Africa – the biggest sporting event in the world – proved 
to be a month-long showcase for ESPN at its best, enjoyed by 160.5 million people (55 
percent of all Americans). The coverage was universally praised, drew huge audiences and 
was evidence of the importance of placing live sports via authenticated access on non-
traditional outlets – ESPN3.com and mobile. In this way, ESPN’s “best screen available” phi-
losophy was on full display, serving fans how and where they choose to consume sports.

Spurred by the mostly daytime windows for games, usage on digital platforms soared. 
ESPN3.com enjoyed large audiences, topped by the Spain/Germany semifinal, which aver-
aged its largest audience ever. Overall, fans consumed 4.9 billion minutes of 2010 World Cup 
content across ESPN platforms (TV, radio, Internet, mobile and magazine).
 

The NBA Finals between the Boston 
Celtics and the Los Angeles Lakers were 
the most-watched ever on ABC, with 
each game boosting the network to win 
the night in primetime among all net-
works, broadcast and cable. Game 7 was 
the highest-rated NBA game on televi-
sion in 12 years.
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The 2010 FIFA World Cup in South Africa — the biggest sporting event in the world — 
was the most-viewed World Cup ever on U.S. English-language television, with ratings 
30 percent higher than 2006, and was a resounding success on digital platforms.

40



 STRATEGIC INVESTMENT  
 IN THE UNITED STATES  
 AND ABROAD

Rather than shy away from expansion 
or acquisitions when facing a chal-
lenging marketplace, in 2010, ESPN 
invested strategically in its U.S. busi-
nesses and abroad to promote future 
growth. 

ESPN 3D launched with 100 events 
planned for its first year, and long-
term agreements were secured with 
the Atlantic Coast Conference, the 
Australian Open, and, capitalizing on 
the success of the World Cup, ESPN 
secured Barclays Premier League 
matches for three more seasons, with 
up to 74 live matches a year on ESPN2, 
ESPN Deportes, ESPN3.com and ESPN 
Mobile TV. ESPN Regional Television 
doubled the syndication of SEC football.

Beyond television, Playdom, in col-
laboration with ESPN Games, launched 
ESPNU College Town, a new social 
game on Facebook, and attracted mil-
lions of users. We developed a variety 
of apps for mobile platforms such as 
the ESPN Innovation Lab and ESPN 
XP research initiative which were 
debuted, and ESPNLosAngeles.com 
and ESPNNewYork.com which were 
launched, continuing our efforts to 
reach local sports fans. In collaboration 
with Disney, the Wide World of Sports 

Playdom, in collaboration with ESPN Games, launched ESPNU 
College Town, a social game that gives sports fans on Facebook 
the chance to build their own virtual college campus, create a 
top-notch athletic program and compete against their friends. 
Quickly, more than 3 million people signed up, spent more than 
one hour playing per session and rated the game a 4.8 out of 5.

ESPN Deportes Radio continued to grow, adding five new affiliates 
in major U.S. markets. It now reaches 58 percent of U.S. Hispanics 
through 42 affiliates.

ESPN is the leader in televising women’s 
sports, including the entire NCAA Women’s 
Basketball Tournament.
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complex in Orlando was rebranded 
ESPN WWOS. ESPN Deportes Radio 
expanded with new affiliates in five 
of the top U.S. Hispanic markets: 
Houston, San Antonio, Denver, Atlanta 
and Philadelphia. ESPN The Magazine 
unveiled a new annual special edition – 
Body Issue, celebrating the athletic form 
in all its variety – which was the year’s 
best newsstand performer, selling 73 
percent more than the average issue. 
ESPN acquired its seventh bowl game 
and the high school initiative, ESPN 
Rise, expanded its offerings and raised 
its profile amongst its target audience. 
espnW debuted, a digital and content-
driven business for women 18-34 offer-
ing sports and athlete-centric content. 

One of the most headline-grabbing 
program acquisitions in recent years, 
college football’s Bowl Championship 
Series, debuted as the calendar turned 
to 2011 with the Fiesta, Orange and 
Sugar Bowls and the BCS Championship 
joining the Rose Bowl on ESPN.

Overseas, significant activity in the U.K. and 
Europe strengthened emerging businesses 
and enhanced the brand. ESPN America 
started an HD service and debuted a local 

ESPNLosAngeles.com launched this year, as did 
ESPNNewYork.com, two of five sites focused on 
local sports in a major market. All sites immedi-
ately earned a leadership position within the given 
market. Collectively, they average more than 4.8 
million unique visitors and 29.3 million total min-
utes per month.

ESPN3.com more than doubled its distribution 
to 65 million and the FIFA World Cup attracted 
7.4 million unique viewers, each averaging more 
than two hours viewing. The Germany vs. Spain 
semifinal became the service’s most popular 
event to date. More than one million fans watched 
on ESPN Mobile, totaling 93 million minutes. The 
ESPN FIFA World Cup app was downloaded more 
than 2.5 million times and averaged one million 
users per day during the tournament.

The acquisition of the Bowl Championship Series — four bowl games plus the National Championship 
beginning in January 2011 — was one of ESPN’s most prestigious rights agreements ever, and along 
with long-term, multiplatform deals with the SEC and ACC, solidified ESPN’s leadership in college sports.
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Elsewhere, ESPN Latin America obtained 
the South American broadcast rights to 
the Olympic Games in 2010 and 2012, 
the first time the network would offer the 
Olympics to the Spanish-speaking audi-
ence of the region; and ESPN HD in Latin 
America, ESPN’s first Spanish-language 
pan-regional network in HD, launched. In 
addition, the NFL and ESPN International 
extended and expanded their relationship, 
delivering the NFL to nearly 100 countries 
worldwide, across Latin America, Brazil, 
the Caribbean, Australia and the Pacific 
Rim, the Middle East, Africa and Israel.

SportsCenter while ESPN UK acquired exclu-
sive FA Cup rights for the next four seasons 
to complement the Premier League (including 
rights for highlights of every game on mobile 
devices) for the next three years. Also, a slate 
of top rugby matches was added, with high-
light rights for ESPNScrum.com. ESPN UK 
also began importing Major League Soccer 
and Monday Night Football from the United 
States, as well as creating its own version of 
Pardon the Interruption. Mirroring the creation 
of local Web sites in the States, ESPN.co.UK 
debuted. The first-ever Winter X Games in 
Europe was held in France.

In the UK, ESPN launched ESPN Goals, 
an app and mobile Web site delivering 
premium video highlights, live scores and 
news from every game of the Barclays 
Premier League to mobile devices and 
app platforms including Apple, Android 
and Nokia.

ESPN2 is the home of Grand Slam Tennis, with extensive 
schedules from all four of the sport’s major events.

The X Games continue to grow in popularity, with record attendance this sum-
mer in Los Angeles, and over the years editions have been held around the 
world. In 2010, the first-ever Winter X Games in Europe was held in France.
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ESPN Films’ critically 
acclaimed series 30 for 30 — 30 

films from top producers and 
directors to mark ESPN’s 30th 

anniversary — posted the high-
est-rated documentary ever for 

ESPN with The U, a film about 
the University of Miami football 

program. Several films in the 
series have gained acceptance 
to the world’s most prestigious 

film festivals including the 
2010 Festival de Cannes.

 SPORTS’ ALLURE A   
 CONSTANT

The unique nature of live competition and 
the latest sports news, along with the valu-
able demographics of ESPN’s consumers 
across all outlets, helped fortify efforts 
to grow usage across platforms. All four 
quarters were ESPN’s best ever for each 
three-month period and the network set a 
new fiscal year record for viewership.

Once again, Monday Night Football was the 
standard bearer not just in sports but in 
all of cable. The series celebrated its 40th 
season by posting ESPN’s most-watched 
year and cracked the top 10 series in 
terms of ratings in all of TV for the first 
time since moving to ESPN. It was cable’s 
highest-rated series for the fourth con-
secutive year. 

ESPN Films’ critically acclaimed series 
30 for 30 posted the four most-watched 
documentaries ever for ESPN, and 19 of 
the top 25.

In other sports, record viewership marks 
were set for the 2009 college football 
season by ESPN2, College GameDay, the 
Heisman Trophy Presentation, the Alamo 
Bowl, the Winter X Games, the NASCAR 
Nationwide race from Daytona, men’s 
NCAA basketball on ESPN, golf (the 
opening round of The Masters), and the 
NFL Draft’s first round (now in prime-
time). Other series and events saw large 
audiences– including ESPN on ABC’s 
broadcasts of the Rose Bowl, the 2010 
BCS Championship, the NBA Finals and 
Game 7 in particular, and FIFA World Cup 
Championship, as well as ESPN’s college 
football, NFL Pro Bowl and the U.S.A.’s 
first-round World Cup match. 

ESPN’s mission – to serve sports 
fans wherever and however they con-
sume sports – played a key role in the 
Company’s 2010 strategy. A coordinated 
effort, based on consistent and timely 
messaging, engaged the entire workforce 
with the goal to “Emerge Stronger.” This 
single focus helped find new approaches to 
meet the challenge through one of ESPN’s 
trademark values, teamwork. 

For more than three decades, SportsCenter, ESPN’s flagship program, has set the standard, combining news, 
scores and highlights with analysis, investigative pieces and compelling features. Its audience continues to 
grow, in part through new windows on ESPNEWS and via 13 international versions.

ESPN’s commitment to growing its live network in the UK continued through a variety of sports rights 
agreements including one for Aviva Premiership Rugby. In 2010, ESPN UK began its first season as the 
lead television partner for the growing league.
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DISNEY  
INTERACTIVE

MEDIA GROUP

   Disney Interactive Media Group (DIMG) creates high 
quality, engaging interactive experiences across console, online, mobile, and 
social network platforms to entertain and inform audiences around the globe. 
DIMG’s mission is to deliver great content to fans, whenever and wherever 
they want it, on numerous digital media platforms. 

In Toy Story 3: The Video Game, gamers play as Buzz, Woody or Jessie 
as they run, ride and fly through favorite scenes from Disney•Pixar’s 
Toy Story 3 to ensure that no toy gets left behind.
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In 2010, DIMG expanded its entertainment 
reach with two acquisitions: Tapulous, an 
industry-leading iPhone app developer, 
and Playdom, a cutting-edge publisher 
of casual games played on social net-
works. With these acquisitions, DIMG now 
operates five global product groups that 
work together to create a wide range of 
entertainment, information and shopping 
experiences to meet evolving consumer 
interests on the platforms they prefer.
 
 CONSOLE VIDEO GAMES  
 TO ENTERTAIN kIDS,   
 TEENS, AND fAMILIES 
 
Disney Interactive Studios creates, 
publishes, and distributes award-
winning, innovative interactive games, 
for the Nintendo Wii™, Nintendo DS™, 
PlayStation®Portable, Xbox 360® video 
game and entertainment systems, 
PlayStation®3 computer entertainment 
system, and the personal computer. 
Disney Interactive Studios offers games 
inspired by the wide range of beloved 
Disney movies, shows and characters, 
and also develops games based on new 
properties. 
 

In 2010, Disney Interactive Studios 
released several games based on well-
known Disney entertainment properties, 
including the highly anticipated Disney Epic 
Mickey, an action-adventure platforming 
game that sends Mickey Mouse on an epic 
journey of creativity and discovery.  
 

TRON: Evolution is an immersive, third person, action-adventure game that pulls players into the unique 
digital world of TRON. Gamers explore TRON’s cities, navigate among rebel factions, and fight an epic battle 
against a dictator’s seemingly unstoppable army in the prequel story to the blockbuster film, TRON: Legacy.
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Disney Epic Mickey, available on the Wii console, is an action-adventure platforming game that sends Mickey 
Mouse on an epic journey of creativity and discovery. The player, as Mickey, is propelled into the Wasteland, 
an alternate world made up of Disney’s long-forgotten characters and attractions, and wields paint and paint 
thinner to dynamically change the world while determining Mickey’s path to becoming an epic hero.

Also released in 2010 were blockbuster 
multi-platform video games that supported 
beloved Disney franchises, such as TRON: 
Evolution and Toy Story 3: The Video Game, 
allowing fans to carry their experience 
from the movie theater to the rest of their 
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 THE ONLINE GATEWAY  
 TO DISNEY 
 
Disney Online produces the online and 
mobile Web gateways to everything Disney, 
as well as topics important to today’s fami-
lies. Designed for and enjoyed by kids and 
parents alike, Disney Online produces No. 
1-ranked community-family and parent-
ing Web destinations, made up of Disney.
com and the Disney family network of 
Web sites, which includes Disney Family.
com, FamilyFun.com, Kaboose.com, and 
Babyzone.com. 
 
Disney.com is a one-stop destination for 
all things Disney, including videos, games, 
community and unique ways to interact 
with Disney characters and stories, as 
well as comprehensive information about 
Disney travel, television, shopping and live 
events.  
 
In June of 2010, Disney.com launched an 
all new homepage with more than double 
the space, allowing visitors to more easily 
navigate to and access the Disney content 
they love. With a continuous flow of engag-
ing new content for kids, families, and 
Disney fans, Disney.com continues to break 
traffic records, reaching a record-breaking 
36 million unique visitors in July 2010. The 
growth was due to increased traffic on 
popular pages, including Disney Games, 

lives and interact personally with their 
favorite characters and storylines. Disney 
Interactive Studios also launched ground-
breaking original properties, such as the 
critically acclaimed racing game, Split/
Second and the exciting mystery game 
Disney Guilty Party. Young Disney fans are 
also delighted with new games such as 
Club Penguin: Elite Penguin Force: Herbert’s 
Revenge, Club Penguin Game Day!, Sonny 
With A Chance, Camp Rock: The Final Jam, 
Disney Sing It: Family Hits and Wizards of 
Waverly Place: Spellbound. 

Disney.com’s popular Create portal lets visitors get creative, 
with Create apps such as Club Penguin Photo MashUp, Camp 
Rock 2 Music Slideshow, and Toy Story 3 Group Wall. 

Popular video game releases from Disney 
Interactive Studios in 2010 include Disney Club 
Penguin: EPF: Herbert’s Revenge, Camp Rock: The 
Final Jam, Phineas and Ferb: Ride Again, Disney 
Sing It: Family Hits, Disney Sing It: Party Hits, 
Disney Tangled: The Video Game, and Wizards of 
Waverly Place: Spellbound.

Split/Second is an intense, action-racing game 
set within a reality television show. Competitors 
vie to be the first to the finish line in a made-
for-TV city set rigged to blow, with the ultimate 
goal of becoming the season champion.
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mosaic. Guests can watch as the Group Wall 
evolves and adds more artwork every minute, 
in a dynamic online environment. Over 3.5 
million pieces of original art have been cre-
ated in the Create Portal. 
 
Disney Online’s Family Network produces 
information-rich, family-targeted Web sites, 
with inspiration and ideas for parents on 
a variety of topics important to today’s 
families. In May 2010, Disney Family.com 
launched GetHatched.com, a Web site created 
with award-winning actress Teri Hatcher. 
GetHatched.com offers a unique take on popu-
lar topics for women, including beauty, rela-
tionships, style, health and happiness. Disney 

Disney Channel, and Disney Movies. Disney.
com is also the No. 1 mobile Web enter-
tainment destination.  
 
In 2010, Disney.com also capitalized on 
the success of popular Disney artists by 
launching a music site to offer the latest 
and greatest in music for Disney fans. 
The site launched with behind-the-scenes 
video footage of the Jonas Brothers Live 
in Concert tour plus special friends from 
Camp Rock 2: The Final Jam. Disney.com/
Music will continue to offer exciting and 
exclusive content, creating the ultimate 
Disney music destination. 
 
In addition to producing entertaining 
and informative original content, Disney.
com also hosts user-generated content. 
In 2010, Disney.com launched the third 
annual U Rock event, where fans can cre-
ate and upload their own music videos. 
Additionally, Disney.com’s popular Create 
Portal, where guests can create Disney 
character works of art and share them 
online, added a Group Wall feature where 
guest art was displayed in an online 

In Playdom’s Market Street, available on 
Facebook and MySpace, players aim to 
build the most successful retail store. In 
Social City, players can build homes, cre-
ate jobs, decorate parks, and more to earn 
money and expand their city.

Family.com also launched “Simple Steps 
to Healthy Families: Mom’s Health” – an 
initiative to empower women to put their 
health at the top of their “to do” list.

 IMMERSIVE, CONNECTED  
 GLOBAL ONLINE GAME 
 PLAY EXPERIENCES 

Disney Online Studios produces immersive, 
online virtual worlds for children around the 
globe, filled with games, adventures, parties 
and special events. Guided by a commit-
ment to safety and creativity, Disney Online 
Studios’ virtual worlds offer continuously 
updated content and endless hours of online 
fun in rich, story-based environments.  
 

The virtual world of Pixie Hollow continues to be 
popular with over 34 million fairy avatars created 
to date.

U Rock celebrates the rock star in every kid by giving them the opportunity 
to create their own music videos set to songs from popular Disney artists, 
and post their original videos on the Disney.com U Rock site.
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ing kid’s virtual world destination. In 2010, 
Disney Club Penguin launched in Spanish and 
expanded into new global territories such as 
Latin America, Singapore and India, making 
the virtual world available in more than 190 
countries. On Earth Day, Disney Club Penguin 
debuted a permanent recycling depot, com-
munity garden and community tree in the 
virtual world – all part of its goal to encour-
age kids to be active, caring members of 
their communities. Disney Club Penguin also 
teamed up with Free the Children, the world’s 

In August, Disney Online Studios launched 
its newest virtual world, World of Cars 
Online, based on the hit animated 
Disney•Pixar movie Cars. In World of Cars 
Online, players can design their own car, 
play mini-games, race to win trophies and 
badges and explore Radiator Springs – the 
cutest little town in Carburetor County! 
 
Disney Club Penguin, a snow-covered vir-
tual world populated by colorful, animated 
penguins, remains the world’s lead-

largest network of children helping chil-
dren through education, for the project 
“Art for Haiti,” in which Disney Club Penguin 
players’ artwork was turned into a mural 
in a new school built in Haiti. Disney Club 
Penguin also donated to the construction 
effort. 
 
Disney Fairies Pixie Hollow rounded out 
2010 with more than 30 million fairy ava-
tars created in the virtual world to date. 

World of Cars Online is a virtual world based on 
the hit Disney•Pixar animated feature Cars. Design 
your own car, make new friends, play fun mini-
games, and leave the competition in the dust with 
this high-octane ride full of fun and adventure.

Club Penguin, 
played in more 
than 225 coun-
tries around the 
world, remains 
one of the most 
popular virtual 
worlds for kids.
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In 2010, Disney Mobile released applications 
based on popular Disney franchises, such as 
Toy Story 3, which was downloaded more than 
two million times in its first month of release; 
Alice in Wonderland; and Phineas and Ferb 
Arcade, as well as apps for original properties, 
including Jelly Car 2, Katy Perry Revenge and 
TRON. 
 
With services to appeal to the Disney fan in 
Japan, Disney’s mobile platforms and unique 
handsets deliver young adults their favorite 
Disney characters and content on the enter-
tainment and lifestyle platform of choice, their 
personal mobile devices. 
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Pixie Hollow added content such as Camp 
Pixie Dust, a virtual summer camp with 
games and community activities; Animal 
Friends, which players can care for and 
help to grow; and Sparrow Men, which was 
received with critical acclaim. Pixie Hollow 
featured several contests in 2010, includ-
ing “Design a Fairy Art House Contest,” 
where the winner was honored at a cer-
emony and luncheon for her winning Fairy 
House design at the Epcot International 
Flower and Garden Festival at Walt Disney 
World. The virtual world also expanded its 
distribution, launching on popular online 
gaming portals MiniClip and Candystand. 
 
Disney’s Toontown Online launched “Silly 
Stories,” a special event engaging play-
ers to be as silly as possible to fill up the 
town’s “silly meter,” enabling them to 
make Toontown’s objects become even 
more animated and interactive. Toontown 
Online was also awarded the Parent 
Tested, Parent Approved seal of approval. 
 
In 2010, Pirates of the Caribbean Online 
added new features such as an epic mul-
tiplayer invasion battle system and 3D 
gaming capabilities. The virtual world was 
also named first runner up in the Best Kid-
Friendly/All Ages MMO of 2009 category 
by Beckett Massive Online Gamer Readers 
Choice Awards and one of Yahoo! Games’ 
top 9 Great Free Online Worlds.

 ACCESSING THE DISNEY  
 UNIVERSE ON THE GO

Disney Mobile offers an unparalleled lineup 
of high-quality, popular mobile entertain-
ment content for all ages, including music-
based games, casual games, franchise 
apps, digicomics and informational apps 
that cover the Disney universe and beyond.  
 
With the acquisition of iPhone application 
developer Tapulous in 2010, Disney Mobile 
further strengthened its portfolio of games 
and entertainment offerings in the fast-
growing mobile arena. Tapulous’ music-
based games, including Tap Tap Revenge 
and Riddim Ribbon, reach more than one in 
three iPhone/iPod Touch users.  
 

 GAMING EXEPERIENCES  
 fOR RAPIDLY GROWING  
 PLATfORMS
 
In August of 2010, DIMG acquired leading 
social game developer, Playdom, to take 
advantage of the rapidly growing space 
of casual games for social networks. 
With more than 47 million monthly users 
Playdom brings people around the world 
together through its robust portfolio of 
casual games, including Social City, Sorority 
Life, Market Street and Big City Life. Now, 
as a part of DIMG, Playdom will continue 
to produce original, high-quality social 
games, as well as help deliver beloved 
Disney characters, stories and brands to 
fans in new, interactive ways.

Sorority Life, available on Facebook, MySpace, iPhone, and Android, lets players live the glamorous life of 
a sorority sister. In this social game from Playdom, you can advance your career to earn money, pursue 
your academic goals, and indulge in your fashion obsession by shopping and walking the runway.

The Jelly Car 2 mobile app reached platinum status in 2010 by surpassing 1 million downloads on the 
iPhone and iPod touch. Tapulous and Disney Mobile’s Tap Tap Revenge franchise continued its success 
with the launch of Tap Tap Revenge 3 and Tap Tap Revenge 4, where players tap along to some of the big-
gest bands in the world, including Black Eyed Peas, Metallica, Ke$ha, and more.
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   Walt Disney International is responsible for overseeing 
Disney’s business activities and growth initiatives in markets outside the 
United States. The Company remains committed to ensuring that its brands 
remain locally and culturally relevant across the globe while ensuring 
responsiveness to consumer demand.

Consistent 99 percent parental satisfaction rate, over 400 hours of world-
class programming and 200 titles in original books positions Disney 
English strongly to expand into tier 2 China cities in 2011.

WALT DISNEY
INTERNATIONAL
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Disney’s presence and commitment to 
China continues to grow. This year, the 
Company celebrated the hire of its 1,000th 
Cast Member in China as Disney English 
expanded in Shanghai and Beijing. Now in 
its third year, Disney English continues to 
build a unique English Language Learning 
curriculum and experience for children 
aged two to 12. 
 
The Company continued to embrace the 
rich local creative community with the 
release of Disney’s third Chinese developed 
film in just four years. Disney’s China 
television team created more than 420 
episodes of new Chinese programming 
in genres ranging from animation and 
live-action series to the hit reality show, 
The Amazing Race. The publishing division 
tapped leading children’s author Yang 
Peng to create a series of delightful stories 
about Mickey’s adventures across China. 
Additionally, the internationally adapted 
Disney Channel franchise As the Bell Rings 
made the transformation from the screen 
to the stage with a uniquely developed live 
acrobatic show featuring a local cast for 
the Shanghai Expo.

In August, Tokyo 
Disney Resort 
welcomed its 
500 millionth 
guest, a testa-
ment to the 
exceptional 
partnership 
between our 
Company and 
the Oriental Land 
Company dat-
ing back more 
than 30 years. 
Together the two 
companies have 
made Tokyo 
Disney Resort 
a place which 
has exceeded all 
expectations.

Popular Disney Channel series As the Bell Rings has been localized into live action and anima-
tion formats. Shown on 30 television stations across China, it is also now a live stage show. 
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Disney VoluntEARS in Mumbai, India help add color and creativity to the 
lives of children from Naya Jivan, a home for orphan and HIV infected kids.

Disney India provides Indian audiences 
with a rich mix of international and locally 
developed stories and characters. Our 
television business, the key growth driver, 
continues to develop locally relevant hit 
shows such as Ishaan, Big Bada Boom 
and the award winning Kya Mast Hai Life. 
The Studios announced two key titles, 
including a first live-action Hindi feature 
– Do Dooni Chaar (Two Times Two is Four) 
and Anaganaga – O – Dheerudu (Once Upon 
a Warrior), a Telugu feature targeted at 
southern audiences. Disney India has also 
expanded its consumer products business 
amidst a shifting retail landscape. 

Disney Russia also had an extraordinarily 
active year, marked most significantly by 
the launch of the long-awaited cable and 
satellite Disney Channel. More than five 

million Russian households are now enjoying 
popular films and shows such as Hannah 
Montana, Phineas and Ferb, Wizards of Waverly 
Place, Jonas and the locally produced As the 
Bell Rings series. 

Disney Russia’s licensing business also con-
tinues to grow, complemented by two major 
local contracts with Unimilk, the largest 
Russian dairy producer, and Oriflame, one 

Ariel finds a new home on the 
new Disney Channel, now in 
over 5 million homes in Russia.

of the leading cosmetic brands in the coun-
try. What’s more, in June, the Disney Magic 
moored for the first time in the new pas-
senger port Marine Facade in St. Petersburg, 
Russia. Among the liner’s passengers was 
Mickey Mouse, who, accompanied by Disney 
Russia Cast Members, paid a visit to St. 
Petersburg’s orphanage No. 9 as a part of the 
annual charity program Disney VoluntEARS. 
Finally, Disney History in Russia, a unique 
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information and entertainment resource, 
was launched within www.disney.ru. It was a 
first step in the implementation of a project 
dedicated to Disney history in Russia. 

In Europe, the Middle East and Africa 
(EMEA), Walt Disney International moved 
rapidly in 2010 to integrate its operations 
into a structure dedicated to better serving 
the consumer. This transformation helped 
to deliver strong revenues and higher profit 
through operating, marketing and distribu-
tion efficiencies. 

This year, Disney launched 20 new Disney-
branded television channels as Disney XD 
was introduced across the EMEA region. 
Disney in EMEA also aggressively pushed 
to deliver motion pictures and television 
programming to consumers faster and 
more efficiently than ever before. In the 
UK, Belgium and Italy, Alice in Wonderland 
was released to home entertainment plat-
forms 13 weeks after opening in cinemas 
to meet changing consumer demands and 
reduce piracy, while fans of ABC Studios’ 
Lost in the UK, Italy, Spain, Portugal, Israel Work at the Meyer Werft shipyard on 

the highly-anticipated addition to the 
company’s fleet, the Disney Dream. The 
ship was later christened in Orlando, 
Florida, January 19, 2011.

West Indies Cricket Board’s Caribbean 
T20 Tournament third place play-off 
Jamaica and Trinidad and Tobago.
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and Turkey were able to see the series 
finale at the same time it aired in the 
United States.

In Latin America, Walt Disney International 
built on its strategy of expanding into 
new markets and consumer segments.

Core businesses delivered outstanding 
performances, with Alice in Wonderland 
and Toy Story 3 achieving record-
breaking results (Toy Story 3 achieved 
the largest attendance ever for a 
feature film in Mexico), including 

Consumer Products, with the Toy Story 
franchise quadrupling revenues. Disney 
Channel remained the No. 1 cable channel 
in the region for the fourth consecutive 
year, and Disneylatino.com/Disney.com.br 
reached 8.1 million unique users in July, 
while Club Penguin surpassed expectations 
with more than double membership, and 
listing three Latin American countries 
among the top 10 in the world (Brazil No. 
3, Mexico No. 6 and Argentina No. 9). 

Disney in Latin America reached more 
fans through the expansion of free, live 

The excitement surrounding both the World Cup 2010 
and Toy Story 3 ’s theatrical release saw the two join 
forces in this amusing and timely ad campaign.

The penetration of new consumer 
segments continued with the 
expansion of free, live-entertain-
ment propositions, such as Parada 
Disney featuring open-air parades 
gathering 2.5 million people in dif-
ferent cities, and the acquisition of 
interest on a radio station in Sao 
Paulo reaching 20 million listen-
ers, to launch Radio Disney on 
November 2010.

entertainment shows, such as Parada 
Disney – open-air parades gathering 2.5 
million people in different cities across 
Brazil. A Radio Disney station reaching 
an estimated 20 million listeners was 
launched in November 2010.

Twelve original local productions were 
launched for Disney’s branded channels 
across the region while new musical 
artists and live entertainment shows were 
also unveiled. 
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Last year, the management structure in 
Australia and New Zealand was aligned 
to that of other international markets 
and is now fully integrated within a 
single operational framework. In a first 
for the market, auditions were held for 
a local version of the Emmy® award 
winning The Amazing Race series and 
Disney Channels Australia and New 
Zealand launched their first ever talent 
search across the two countries, with 
more than 5,000 kids submitting a video 
entry to become a cast member on the 
locally produced series As the Bell Rings. 
On the stage, Mary Poppins opened in 
Melbourne to glowing reviews with 
audiences giving it a nightly ovation.

Alice in Wonderland took fashion capital, 
Paris, by storm with department store 
Printemps dedicating its windows to the 
whimsical and imaginative style of the film.

Having brought years of delight to fans in London and New York, 
the Mary Poppins Broadway musical opened at Melbourne’s Her 
Majesty’s Theatre.
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   Being a good corporate citizen is the right thing to do; for our 
guests, our employees and our business. 

Our vision as a company is simple: to deliver, with integrity, the most consistently 
exceptional entertainment experiences for people of all ages and interests. We 
hold Disney Corporate Citizenship to the same high standard. 

Disney VoluntEARS in Hong Kong collaborate with budding artists to 
create 500 beautiful mandarin trees designed to spread blessings for 
the Year of the Tiger. 

CORPORATE  
CITIZENSHIP
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that share our commitment to support-
ing the well-being of kids, families and 
communities around the world. 

Creativity, compassion and volunteerism 
are enduring themes in our giving. Walt 
Disney World Resort donated more than 
$1.2 million in Disney Helping Kids Shine 
grants benefitting more than 50 differ-
ent programs across Central Florida 
that engage underserved children in 

Disney VoluntEARS host a 3D charity 
premiere for Toy Story 3 at cinemas across 
Hong Kong, much to the delight of more 
than 2,000 kids.

Cast Members from the Disneyland® Resort 
put their best foot forward in the 20th 
annual CHOC Walk in the Park, helping to 
raise more than $2 million for Children’s 
Hospital of Orange County (CHOC).

First Lady Michelle Obama is front and center with Nick Jonas, Brenda Song and other 
Disney Channel stars in a series of inspirational PSAs for Disney Magic of Healthy Living. 
The new initiative partners with parents in their quest to raise healthy, happy kids.

Our goal is to achieve exceptional perfor-
mance by embedding Corporate Citizenship 
into all of our daily decisions and actions, 
guided by three core principles:
• Act in an ethical manner and consider 
the consequences of our decisions
• Champion the happiness and well-being 
of kids, parents, and families in all our 
endeavors
• Inspire kids, parents, employees and 
communities to make a positive change in 
the world with lasting impact.

We strive to bring these principles to 
life every day, in our business decisions, 
our workplaces, across our global sup-
ply chain, in our family entertainment 
experiences and through our Citizenship 
programs. 

 PHILANTHROPY

In 2010, Disney contributed more than 
$198 million in cash, product and in-kind 
donations to causes and organizations 
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education, art, dance, reading, mentor-
ing and after-school activities. In Hong 
Kong, Disney hosted the biggest 3D char-
ity premiere in the region, welcoming 
thousands of children to see the highly 
anticipated feature Toy Story 3 before the 
official launch. 

ESPN continued its support of The V 
Foundation for Cancer Research. In 2010, 
ESPN raised an estimated $3 million in 
contributions through employee actions 
and media awareness. 

Disney acted quickly in the past year 
in response to devastating natural and 
man-made disasters, from earthquakes 
in Haiti, Chile and China to the massive 
Gulf oil spill. Disney’s financial contri-
butions to disaster recovery agencies 
provided much-needed aid to those most 
affected.

Disney’s Friends for Change and 
Disney Channel star Nicole Ander-

son team up with students from 
Brea Olinda High School in Califor-

nia to re-plant an acre of school 
property damaged by wildfire.

Supercalifragilisticexpialido-
cious! Over 2,000 Los Angeles 
elementary school students 
tap their toes at a special 
performance of Mary Poppins 
while exploring the themes and 
artistry of play.

Fulfilling a magical Disney wish, a 
special guest gets in tune with the 
marching band at the Walt Disney 
World® Resort.
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Disney Channel star Kevin Jonas partners with 
environmental super-kid and Disney grant 
recipient Olivia Bouler to beautify a beach at a 
Disney’s Friends 
For Change 
coastal cleanup 
in St. Petersburg, 
Florida.

house gas emissions, reduced electricity 
consumption and cut the amount of waste 
going to landfills.

Nature conservation is a rich part of 
Disney’s legacy and an ongoing focus of 
our environmental efforts. A centerpiece 
is Disney Worldwide Conservation Fund 
(DWCF), an annual grant program that 
focuses on the study and protection of the 
world’s wildlife and ecosystems. In 2010, 

DWCF granted nearly $1.5 million to proj-
ects in 33 countries to strengthen con-
servation practices and address human 
needs.

Through ticket sales of Disneynature’s 
feature documentary, Oceans, Disney 
helped protect more than 35,000 acres of 
endangered coral reef in the Bahamas – 
a vital ecosystem supporting hundreds of 
marine species.

 A  memorable Disneyland day for sixth graders from Mediapolis Community School 
in Iowa. The 2010 Disney Planet Challenge grand-prize winners were honored for 
their project to save local wildlife.

Disney Channel Southeast Asia and the Malaysian voice-over talents for High School 
Musical 3 partner with over 300 children to plant 1,500 trees at the Paya Indah 
Wetlands in Malaysia.

 ENVIRONMENT AND   
 NATURE CONSERVATION

Disney has set goals and targets aimed 
at strengthening our commitment to 
environmental conservation. We are 
reducing our footprint in emissions, 
waste, water use and products. Since 
our 2006 baseline year, the Company 
has decreased annual direct green-
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 INSPIRING kIDS, PARENTS  
 AND COMMUNITIES

Inspiring kids, parents and communities 
through imagination, innovation and cre-
ativity is a cornerstone of our Citizenship 
commitment. Three multimedia initia-
tives exemplify our efforts to inspire:
• Disney Magic of Healthy Living, a 
national multi-platform campaign 
designed to make healthy living fun 
for kids and families, premiered in 
September 2010. The aim is to help 
parents in their quest to raise healthy, 
happy kids. The program features Public 
Service Announcements with First Lady 
Michelle Obama and young Disney stars, 
and includes a $1 million grant to help 
KaBOOM! build play spaces and gardens 
in 10 underserved U.S. communities. 
Disney Magic of Healthy Living reinforces 
the Company’s 2006 landmark nutritional 
guidelines associating Disney brands and 
characters with a more nutritionally bal-
anced range of foods. 
• Disney Friends for Change, a cross-
media movement, inspires kids to take 
action to protect the planet in both big 
and small ways. In 2010, Disney Friends 
for Change expanded beyond the U.S., 
launching throughout Latin America 

and Europe. Since the program debuted in 
2009, kids have made more than 2.5 mil-
lion environmental pledges. They have also 
voted to allocate more than $2 million in 
Disney donations to projects that benefit 
people and wildlife.
• Disney’s Planet Challenge, a project-
based learning environmental competition 

Disney Cruise Line guests and Disney VoluntEARS participate in the first-ever PaintFest At Sea. The hand-
crafted Disney character mural now adorns a children’s hospital in Catalonia, Spain.

In London, Anika Noni Rose, the voice of Princess Tiana in The Princess and the Frog, visits with a patient 
from Great Ormond Street Hospital as part of Disney Stores’ Royal Academy experience.

that empowers students to make a 
positive impact on their communities 
across the United States, expanded to 
include grades 3-8 in 2010. Leading 
classrooms in 2010 successfully saved 
local habitats, advocated for policy 
change and instituted new programs for 
recycling in their communities.
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 VOLUNTEERING

Employees and Cast Members donated 
more than 548,000 hours of commu-
nity service in 2010 through Disney’s 
VoluntEARS program, now in its 27th year. 
Projects ranged from children’s hospital 
visits and classroom reading initiatives to 
building playgrounds, cleaning up beaches 
and serving holiday meals to those in need.

Give a Day, Get a Disney Day, a landmark 
campaign from Disney Parks and Resorts 
in the United States, celebrated the spirit 
of service by inspiring one million people 
to volunteer in their communities. Disney 
celebrated their volunteer service with 
complimentary admission to a Walt Disney 
World or Disneyland Resort theme park.

ABC’s A Better Community public ser-
vice campaign inspires volunteer efforts 
by partnering with groups including 
Points of Light Foundation, Big Brothers 
and Big Sisters of America and Habitat 
for Humanity. The Public Service 
Announcements, delivered across ABC and 
its affiliate stations, feature the biggest 
names in television encouraging viewers to 
get involved in their local communities.

 REPORTING AND   
 OPERATIONS

Nearly two years ago, Disney published 
a comprehensive Corporate Responsibility 
Report describing our Citizenship policies 
and goals. We continue to expand and 
build on these efforts through assessment 
of our social and environmental impact, 
dedicated programs, and new approaches 
developed within our lines of business. A 
Fiscal Year 2009 Update, released in April 
2010, detailed progress in key areas. 

Disney places high priority on operational 
impacts, workplace programs, guest and 
employee safety, as well as labor stan-
dards in factories that manufacture Disney 
products worldwide. As a global company 
with diverse businesses, we recognize our 
responsibility to respect human rights. In 
2010, we released a human rights state-
ment that articulates more clearly our 
commitment and aligns with emerging 
best practices for companies. 

The next Citizenship report will be pub-
lished in Spring 2011. For up-to-date 
information on Corporate Citizenship poli-
cies and news, please visit Disney.com/
Citizenship. 

Disney VoluntEARS in Germany help kids at a local orphanage get their 
hands dirty by working with them to plant fruits, herbs and vegetables.

In celebration of Earth Month, Disney 
VoluntEARS in Florida make a splash 
by helping to clean up the shoreline of a 
local lake. 

By supporting Save the Elephants, Disney 
Worldwide Conservation Fund helps to 
encourage the balance between elephants 
in their native habitat and the people who 
share their land.
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