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Disney Reports Q1 FY13 Earnings Results

On February 5, The Walt Disney Company reported earnings for 
its first quarter ended December 29, 2012. Diluted earnings per 
share (EPS) for the quarter was $0.77, but excluding certain items 
affecting comparability EPS was $0.79 compared to $0.80 in the 
prior-year quarter. 

“After delivering another record year of growth in 2012, we’re off 
to a solid start in Fiscal 2013,” said Robert A. Iger, Chairman and 
Chief Executive Officer, The Walt Disney Company. “Our ongoing 
success is driven by our long-term strategy, the strength of our 
brands and businesses, and our high-quality family entertainment.”

MEDIA NETWORKS: Media Networks revenues for the quarter 
increased 7% to $5.1 billion, and segment operating income 
increased 2% to $1.2 billion.

PARKS AND RESORTS: Parks and Resorts revenues for the quarter 
increased 7% to $3.4 billion, and segment operating income 

increased 4% to $577 million. Results for the quarter were driven 
by an increase at our domestic operations, partially offset by a 
decrease at international operations.

STUDIO ENTERTAINMENT: Studio Entertainment revenues 
decreased 5% to $1.5 billion, and segment operating income 
decreased 43% to $234 million.

CONSUMER PRODUCTS: Consumer Products revenues increased 
7% to $1.0 billion, and segment operating income increased 11% 
to $346 million. Higher operating income was due to increases at 
Merchandise Licensing and retail business.

INTERACTIVE: Interactive revenues for the quarter increased 4% to 
$291 million, and segment operating results improved from a loss 
of $28 million to income of $9 million.

 

COmPANY NEwS 

Disney Completes Lucasfilm Acquisition

On December 21, 2012, continuing its strategy of delivering 
exceptional creative content to audiences around the world, 
Disney completed its acquisition of Lucasfilm Ltd. LLC.

Under the terms of the merger agreement, at closing Disney issued 
37.1 million shares and made a cash payment of $2.2 billion. 
Based upon the closing price of Disney shares on December 21, 
2012, at $50.00, the transaction has a total 
value of approximately $4.1 billion.

Lucasfilm’s assets include its massively popular Star Wars 
franchise, operating businesses in live-action film production, 
consumer products, animation, visual effects, and audio post- 
production, as well as a substantial portfolio of cutting-edge 
entertainment technologies. It operates under the names Lucasfilm 
Ltd. LLC, LucasArts, 
Industrial Light & Magic, 
and Skywalker Sound.
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Oz The Great and Powerful Coming to Theaters

Opening in U.S. theaters March 8, 2013, Disney’s 
fantastical adventure Oz The Great and Powerful, directed 
by Sam Raimi, imagines the origins of L. Frank Baum’s 
beloved wizard character. When Oscar Diggs (James 
Franco), a small-time circus magician with dubious ethics, is 
hurled away from dusty Kansas to the vibrant Land of Oz, 
he thinks he’s hit the jackpot—fame and fortune are his for 
the taking—that is until he meets three witches, Theodora 
(Mila Kunis), Evanora (Rachel Weisz), and Glinda (Michelle 
Williams), who are not convinced he is the great wizard 
everyone’s been expecting. Reluctantly drawn into the 
epic problems facing the Land of Oz and its inhabitants, 
Oscar must find out who is good and who is evil before it’s too late. 
Putting his magical arts to use through illusion, ingenuity—and even 
a bit of wizardry—Oscar transforms himself not only into the great 
wizard but into a better man as well.

Oz The Great and Powerful is produced by Joe Roth, with screen 
story by Mitchell Kapner and screenplay by Mitchell Kapner and 
David Lindsay-Abaire. Grant Curtis, Palak Patel, Josh Donen, and 
Philip Steuer are serving as executive producers.

STUDIO ENTERTAINmENT 

Director Set for Star wars: Episode VII

The Walt Disney Company 
recently confirmed that J.J. Abrams 
will direct Star Wars: Episode VII, 
the first of a new series of Star 
Wars films to come from Lucasfilm 
under the leadership of Kathleen 
Kennedy. Abrams will be directing 
and Academy Award-winning 
writer Michael Arndt will write 
the screenplay.

J.J., his longtime producing partner, Bryan Burk, and production 
company Bad Robot are on board to produce along with Kathleen 
Kennedy under the Disney/Lucasfilm banner.

Also consulting on the project are Lawrence Kasdan and Simon 
Kinberg. Kasdan has a long history with Lucasfilm, as screenwriter 

on The Empire Strikes Back, Raiders of the Lost Ark, and Return 
of the Jedi. Kinberg was writer on Sherlock Holmes and Mr. and 
Mrs. Smith.

Abrams and Bad Robot have a proven track record of creating 
blockbuster movies that feature complex action, heartfelt drama, 
iconic heroes, and fantastic production values with such credits as 
Star Trek, Super 8, Mission: Impossible Ghost Protocol, and this 
year’s Star Trek Into Darkness. Abrams has worked with Lucasfilm’s 
preeminent postproduction facilities, Industrial Light & Magic 
and Skywalker Sound, on all of the feature films he has directed, 
beginning with Mission: Impossible III. He also created or co-
created such acclaimed television series as Felicity, Alias, Lost, 
and Fringe.

Disney Brings Home Four Oscars®

The Walt Disney Studios earned 
four Oscar® awards for Brave, 
Paperman, and Lincoln at the 
85th Annual Academy Awards on 
February 24.

Disney/Pixar’s Brave won the 
Academy Award for Best 
Animated Feature.

Walt Disney Animation Studios’ Paperman won for Best 
Animated Short. 

Steven Spielberg’s Lincoln, from DreamWorks Pictures and 
Twentieth Century Fox in association with Participant Media 
and released via Touchstone Pictures, won for Achievement in 
Production Design. Daniel Day-Lewis also won the Best Actor 
award for his portrayal of Abraham Lincoln. 
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mEDIA NETwORKS 

The walt Disney Company and AT&T U-Verse Announce Distribution Agreement

AT&T U-verse and The Walt Disney Company recently announced 
a comprehensive long-term distribution agreement to deliver 
Disney’s robust lineup of top-quality sports, news, and 
entertainment content to AT&T U-verse TV customers across 
televisions, computers, smartphones, tablets, gaming consoles, 
and internet-enabled televisions. The renewal agreement enhances 
the multichannel business model and supports the companies’ 
mutual goal to deliver the best video content to customers across 
multiple platforms. 

As part of the new multi-year deal, AT&T U-verse will introduce 
several new services, including the full suite of authenticated 
WATCH products, ESPN 3D, ESPN Goal Line, ESPN Buzzer 
Beater, Disney Junior, and the upcoming ABC News/Univision 
Joint Venture, a 24/7 news, information, and lifestyle multi-
platform network for English-dominant and bilingual Hispanics, 
the youngest and fastest-growing demographic in the U.S. In total, 
approximately 70 services are covered by the broad scope of 
this agreement, including: ABC, ABC Family, Disney Channel, 
Disney Junior, Disney XD, ESPN, ESPN2, ESPNU, ESPN Deportes, 
ESPNEWS, ESPN Classic, ESPN Goal Line, ESPN Buzzer Beater, 
ESPN 3D, ESPN GamePlan, ESPN Full Court, ESPN3, The 

Longhorn Network, and retransmission consent for WABC-TV, 
KABC-TV, WLS-TV, KGO-TV, KTRK-TV, WTVD-TV, and KFSN-TV, as 
well as more than 10 high-definition networks.

AT&T U-verse customers will receive broad access to existing 
authenticated products like WATCH Disney Channel, WATCH 
Disney XD, WATCH Disney Junior, and WatchESPN (ESPN, 
ESPN2, ESPN3, ESPNU, ESPN Goal Line and ESPN Buzzer 
Beater), as well as the to-be-launched WATCH ABC and WATCH 
ABC Family services, through the network’s own WATCH sites and 
apps as well as AT&T’s U-verse.com site and apps. These products 
will give AT&T U-verse customers more opportunities to access 
live and video-on-demand content, both in-home and out-of-home, 
on their computers, smartphones, tablets, and gaming consoles. 
ESPN3 will also be available to any residential AT&T High Speed 
Internet customer, across screens and devices.

Disney and Cox Communications Announce Distribution Agreement 

Cox Communications and The Walt Disney Company recently 
announced a comprehensive long-term distribution agreement 
to deliver Disney’s robust lineup of top-quality sports, news, and 
entertainment content to Cox TV customers across televisions, 
computers, smartphones, tablets, gaming consoles, and internet-
enabled televisions. The new early renewal agreement enhances 
the multichannel business model and supports the companies’ 
mutual goal to deliver the best video content to customers across 
multiple platforms.

As part of the new multi-year agreement, WatchESPN (ESPN, ESPN2, 
ESPN3, ESPNU, ESPN Goal Line, and ESPN Buzzer Beater) launched 
as the first of TWDC’s existing authenticated products being made 
available to Cox customers. Additional authenticated products 
including WATCH Disney Channel, WATCH Disney XD, and WATCH 
Disney Junior launched shortly thereafter. The to-be-launched WATCH 
ABC and WATCH ABC Family services will also be made 
available to Cox customers. These products will give Cox customers 

more opportunities to access live and video on demand content, both 
in-home and out-of-home, on their computers, smartphones, tablets, 
and gaming consoles.

In total, approximately 70 services are covered by the broad scope 
of this agreement, including: ABC, ABC Family, ABC News/Univision 
Joint Venture, Disney Channel, Disney Junior, Disney XD, ESPN, 
ESPN2, ESPNU, ESPN Deportes, ESPNEWS, ESPN Classic, ESPN 
Goal Line, ESPN Buzzer Beater, ESPN 3D, ESPN GamePlan, ESPN 
Full Court, ESPN3, Longhorn Network, and retransmission consent 
for KABC-TV, as well as more than 10 high-definition networks.

   S P R I N G  2 0 1 3    I     4T h e  Wa l t  D i s n e y  C o m p a n y  -  I n v e s t o r  R e l a t i o n s



Disney and Charter Announce Distribution Agreement

Charter Communications and The Walt Disney Company recently 
announced a comprehensive long-term distribution agreement 
to deliver Disney’s robust lineup of top-quality sports, news, 
and entertainment content to Charter TV customers across 
televisions, computers, smartphones, tablets, gaming consoles, 
and internet-enabled televisions. The renewal agreement supports 
the companies’ mutual goal to deliver the best video content to 
customers across multiple platforms. Launch of content across
these new distribution platforms is planned to begin in the first 
half of 2013.

As part of the new multi-year deal, The Longhorn Network will 
launch in Texas, Louisiana, and Virginia systems by football 
season next year. Charter and The Walt Disney Company will 
also introduce several new services, including the full suite of 
authenticated WATCH products, ESPN Goal Line, and ESPN 
Buzzer Beater, as well as the upcoming ABC News/Univision Joint 

Venture. In total, approximately 70 services are covered by the 
broad scope of this agreement, including: ABC, ABC Family, 
Disney Channel, Disney Junior, Disney XD, ESPN, ESPN2, ESPNU, 
ESPN Deportes, ESPNEWS, ESPN Classic, ESPN Goal Line, ESPN 
Buzzer Beater, ESPN 3D, ESPN GamePlan, ESPN Full Court, 
ESPN3, The Longhorn Network, and retransmission consent for 
WABC-TV, KABC-TV, WLS-TV, KGO-TV, KTRK-TV, WTVD-TV, and 
KFSN-TV, as well as more than 10 high-definition networks.

Charter customers will receive broad access to existing authen-
ticated products like WATCH Disney Channel, WATCH Disney XD, 
and WATCH Disney Junior, the to-be-launched WATCH ABC and 
WATCH ABC Family services, and WatchESPN (ESPN, ESPN2, 
ESPN3, ESPNU, ESPN Goal Line, and ESPN Buzzer Beater). These 
products will give Charter customers more opportunities to access 
live and video-on-demand content, both in-home and out-of-home, 
on their computers, smartphones, tablets, and gaming consoles.

ABC and Univision Introduce Fusion
 

ABC and Univision recently announced their joint venture news 
and lifestyle network for U.S. Hispanics will be called Fusion. 
The ground-breaking media service launches in the second half 
of 2013.
 
Fusion will be available at launch in millions of households 
nationwide. Five of the nation’s biggest cable distributors have 
already agreed to carry the network, including Cablevision, 
Charter, Cox, AT&T U-verse, and Google Fiber. Programming will 
focus on the issues most relevant for U.S. Hispanics, including 
the economy, entertainment, music, food, immigration, pop 
culture, education, politics, health and wellness, and more. 
Fusion capitalizes on Univision’s news leadership and expertise 

in reaching U.S. Hispanics and ABC’s global news leadership to 
serve more than 50 million Hispanics, the youngest and fastest-
growing demographic in the U.S. Currently Hispanics represent 16 
percent of the total population in the United States, a number that 
is projected to double to 30 percent by 2050. Hispanics wield 
considerable spending power of more than $1 trillion and have an 
increasing impact on social, economic, and political trends. 
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magical Year Two for Disney Junior Preschooler Block

In its second year, Disney Junior, the daily programming block for 
kids ages 2-7 on Disney Channel, posted the network’s biggest 
yearly audience in the daypart in Total Viewers, Kids 2-5, Girl    2-5,  
and Women 18-49.

 
Doc McStuffins ranked as cable TV’s No. 1 series of 2012 across 
Kids 2-5, Girls 2-5, and Boys 2-5—a network first. The animated 
TV movie Sofia the First: Once Upon a Princess was the No. 1 
TV telecast of 2012 across preschoolers and the No. 1 preschool 
telecast in Total Viewers and Women 18-49—also seminal 
accomplishments. In fact, Sofia the First became the No. 1 telecast 
in cable TV history in Kids 2-5 and Girls 2-5, and No. 1 preschool 
cable TV telecast ever in Total Viewers and Women 18-49. 

Jake and the Never Land Pirates and Mickey Mouse Clubhouse 
were Top 3 contenders in Kids 2-5 and Boys 2-5, giving Disney 
Channel the Top 3 cable TV series in the demos for the first time in 
the network’s history.

Disney XD Soars to Greatest Year in its History

Disney XD rocketed to its biggest year in the network’s history (in-
cluding its 10 years as Toon Disney) with solid ratings from its grow-
ing array of original series—most notably its top three live-action 
comedies, Lab Rats, Pair of Kings, and Kickin’ It—in addition to the 
hit Marvel animated series The Avengers: Earth’s Mightiest Heroes 
and Ultimate Spider-Man. Yearly ratings records were achieved in 
both Prime and Total Day in Total Viewers and all key kid and boy 
demographics, 2-11, 6-14, 6-11, and 9-14, rising by solid margins 
over year-ago results.

In Prime, Disney XD delivered its biggest audience in the channel’s 
history in Total Viewers and across all key kid demographics: Kids 
2-11, Kids 6-11, Kids 6-14, Tweens 9-14—and across all boy de-
mographics—Boys 2-11, Boys 6-11 and Boys 6-14 and Boys 9-14, 
posting solid double-digit percent increases in key demos.

Disney Channel wins Historic No. 1 Among Kids 2-11 for 2012

For 2012, Disney Channel was No. 1 among Kids 2-11, toppling 
Nickelodeon’s 17-year record in Total Day among the largest 
advertiser-targeted segment. Disney Channel was also the No. 1 TV 
network in Total Day among Kids 6-11 for the second consecutive 
year, and was No. 1 for the fourth year among Tweens 9-14 
with a dynamic lineup of hit live-action and animated programs. 
They include the No. 1 TV series (Good Luck Charlie), the No. 1 
animated TV series (Phineas and Ferb), and the No. 1 TV movie 
(Let It Shine). In Primetime, Disney Channel was at No. 1 for the 
12th consecutive year in Tweens 9-14 and for the 10th straight 
year in Kids 6-11, and placed among the Top 2 cable networks in 
Total Viewers for the 7th year in a row. 
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ESPN

Viewership Increases for ESPN Bowl Games

ESPN’s extensive coverage of the 2012-13 college football season 
—314 exclusive regular-season games and 33 bowl game telecasts 
—concluded with multiple viewership highlights, including:

 •  The second most-viewed program in cable television history
 •  ESPN’s most-viewed and fourth most-viewed non-BCS bowl   
      games ever

•  Viewership increases for this season’s BCS bowls and non-BCS  
   bowls over last year

Bowl Championship series
ESPN averaged 15,131,000 viewers and a 10.1 household 
coverage rating (8.8 U.S. rating) for its five BCS bowl game 
telecasts, a viewership and ratings increase of 7 percent (vs. 
14,080,000) and 4 percent (9.8 coverage rating), respectively, 
over last season.

The BCS schedule showcased the second most-viewed and second 
highest-rated program (U.S. rating) in cable television history for 
the season-ending Discover BCS National Championship. The 
matchup—a 42-14 Alabama win over Notre Dame—averaged 
26,380,000 viewers and a 15.1 US rating (17.5 coverage rating).

most-Viewed non-BCs Bowl & post-season inCrease
The 2012-13 season also included two of ESPN’s top four 
most-viewed non-BCS bowl game telecasts ever with the 
Chick-fil-A Bowl and Outback Bowl. The Chick-fil-A Bowl 
New Year’s Eve telecast—a 25-24 Clemson victory over 
LSU—averaged 8,557,000 viewers (a 5.6 household 
coverage rating), making it the network’s most-viewed 
non-BCS bowl ever. The Outback Bowl on New Year’s 
Day—South Carolina beating Michigan 33-28—is ESPN’s 
fourth most-viewed non-BCS bowl ever with an average of 
7,583,000 viewers (a 4.9 household coverage rating).

Overall, the 28 non-BCS bowl telecasts on ESPN, ABC, 
ESPN2, and ESPNU averaged 3,661,000 viewers and 
a 2.3 US rating—an increase of five percent for both (vs. 
3,483,000 and 2.2) over last season.

Birmingham no. 1 in the top 25 metered markets
Birmingham, Alabama, the highest-rated metered market 
for ESPN’s regular-season telecasts for 12 straight years, 
was the highest-rated market for ESPN’s 28 non-BCS bowl 
telecasts, averaging a 10.3 rating. All 25 of the top markets 
averaged a 4.0 rating or better with Greenville, Austin, 
New Orleans, and Knoxville posting a 6.0 or higher rating. 

regular season: most-Viewed series & extensiVe sChedule 
reaChes millions
ESPN’s Saturday Night Football Presented by Windows 8 on 
ABC was the highest-rated and most-viewed college football 
series among all networks carrying the sport this season with an 
average of 6,518,000 viewers and a 4.0 rating. The Saturday 
Night Football broadcast of Notre Dame defeating USC 22-13 on 
November 24 was ABC’s second most-viewed and second highest-
rated regular-season game since 1991, averaging 16,059,000 
viewers and a 9.4 rating.

For the season, ABC, ESPN, ESPN2, ESPNU, and ESPN3 covered 
314 regular-season Football Bowl Subdivision games exclusively— 
203 more than every other national network combined (CBS, FOX, 
NBC, FX, NBC Sports Network, and CBS Sports Network).

Overall, ABC, ESPN, and ESPN2 combined to reach more than 
187,000,000 viewers via game telecasts. Combining ABC, ESPN, 
and ESPN2 with ESPNU’s extensive lineup and the networks 
averaged 2,018,000 viewers for 224 regular-season games. ESPN 
offered games across every day of the week with select Tuesday 
and Wednesday matchups and a regular schedule of Thursday, 
Friday, and Saturday telecasts.
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Disney Parks Taking Guest Experience to the Next Level

Over the past few years, Walt Disney Parks and Resorts has 
devoted considerable time and resources to create a more 
immersive, seamless, and personal experience for each and every 
guest. Some of these initiatives are more apparent and can already 
be seen by guests—like interactive queues at Walt Disney World 
Resort and the Enchanted Art on Disney cruise ships—while others 
are more behind-the-scenes and focused on “how” visitors plan, 
access, and enjoy their Disney experiences. Over the next several 
months, Disney will be rolling out a collection of tools at Walt 
Disney World Resort called MyMagic+ that will give guests more 
opportunities to customize and personalize theirs.

With new abilities, such as booking guaranteed ride times for 
favorite shows and attractions even before setting foot in the 
park, MyMagic+ guests will be able to spend more time together, 
creating an experience that’s better for everyone.

A major component of MyMagic+ is the new My Disney 
Experience website and mobile app, which gives guests planning 
their trips the latest information on all Walt Disney World Resort has 

to offer. Understanding that some people like to plan every aspect 
of their Disney vacation in advance while others like to plan very 
little, My Disney Experience gives guests the flexibility to plan as 
much or as little as they’d like to create the exact Disney experience 
they want. Guests can book dining and other experiences and 
reserve times for their favorite attractions, shows, and more through 
an enhanced FastPass system, FastPass+. Once they arrive, guests 
can use their smart phones to spontaneously change their plans in 

the moment, exploring the parks 
at their own pace, and getting 
the most out of their visit.

Linking the entire MyMagic+ 
experience together is an 
innovative piece of technology 
called the MagicBand. Worn 

on the wrist, it will serve as a guest’s room key, theme park ticket, 
access to FastPass+ selections, PhotoPass card, and optional 
payment account all rolled into one. Disney began testing certain 
aspects of MyMagic+ in Florida in December 2012.

PARKS AND RESORTS

Leadership Changes Announced at Disney Parks

Disney recently announced key 
leadership changes across one of the 
world’s leading providers of family travel 
and leisure experiences to better position 
the organization for growth. Effective 
February 1, Meg Crofton fully assumed 
her global role as president, Walt Disney 
Parks and Resorts Operations, U.S. and 
France—a position she has held since 
July 2011—while concurrently serving 
as president of Walt Disney World. 
With Meg’s transition complete, George 
A. Kalogridis was named president of 
Walt Disney World Resort, and Michael 
Colglazier was named president of 

Disneyland Resort. Both Kalogridis and Colglazier’s roles became 
effective February 1.

With the appointment of a Walt Disney World president, Crofton 
will focus all of her attention to providing strategic oversight of 
the broader initiatives that impact Disney destinations in the U.S. 
and France.

Kalogridis brings a tremendous amount of knowledge and 
expertise to his new role at Walt Disney World, including more 

than 40 years of experience at Disney parks in a number of 
positions around the world. Most recently as president of the 
Disneyland Resort, he oversaw one of the most extensive expansion 
projects in the Resort’s history—including the immensely successful 
transformation of Disney California Adventure. Throughout his 
career, Kalogridis also has proven himself to be a leader in the 

travel and leisure industry, as well as a 
respected partner in the community.

For the last several years, Colglazier 
has served as head of Disney’s 
Animal Kingdom, where he has been 
instrumental in the planning and 
development of an Avatar-themed land. 

He brings more than two decades of wide-ranging experience 
to his new role at the Disneyland Resort, including leadership 
positions in Operations, Global Development, Operations Strategy 
and Technology, and Strategic Planning.

The Company also announced several other corresponding 
changes. As part of the organization’s approach to providing new 
opportunities and challenges to leaders, each of these transitions is 
designed to give seasoned executives the opportunity to broaden 
their knowledge of the segment’s diverse businesses and operations 
around the world.

george a. kalogridis

meg Crofton

miChael Colglazier
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DISNEY CONSUmER PRODUCTS

Disney Unveils Products Inspired by Oz The Great and Powerful

Disney Consumer Products has unveiled its newest film-inspired 
product collection based on the highly anticipated Oz The Great 
and Powerful, in theaters March 8. In collaboration with leading 
brands, including CDI, Jem, Sue Wong, Joe Vilaiwan, Jerome C. 
Rousseau, Tollytots, and more, the product collection spans couture 
fashions, apparel, designer shoes, accessories, limited-edition 
costumes, and toys inspired by the film starring James 
Franco, Mila Kunis, Rachel Weisz, Michelle Williams, and 
Zach Braff.

Designed with the fantasy of Disney’s film and its colorful 
characters in mind, the new product line features a bold 
color palette, vibrant designs, and innovative toys that embody the 
new personalities and beloved characteristics of Oz The Great 
and Powerful.

The Oz The Great and Powerful collection of products is available 
now at boutiques, national retailers, Disney Store locations 
nationwide, and at DisneyStore.com.

    

    Disney Unveils New monsters University Toy Line

Disney established its university spirit at the 2013 American 
International Toy Fair recently, kicking off with a marching band 
to reveal the hottest new toys from the Monsters University product 
collection, which consists of more than 1,000 products from 
125 licensees. Inspired by Disney/Pixar’s Monsters 
University, releasing in theaters June 21, 2013, the 
new toy line delivers hours of imaginative play filled 
with innovative and interactive features from leading 
toy companies Spin Master and Fisher-Price®.

Since its release in 2001, Monsters, Inc. continues to 
thrive, generating $525 million in global box office 
and $1.5 billion in global merchandise retail sales 
to date. The film also boasts 96 percent awareness 
among 13-54-year-olds, with 60 percent of parents 
owning Monsters, Inc. on DVD.

The new toy line includes action figures, vehicles, 
playsets, plush figures, preschool, and remote control 
items to help kids recreate key moments from the 
film. Monsters University will also be supported 
with product lines from stationery, apparel and 

accessories, home décor, books and a magazine, and food, 
health and beauty items, along with an exclusive collection from 
Disney Store and DisneyStore.com. The new products will be 
available at retail starting this spring.
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DISNEY INTERACTIVE

Disney Interactive and VEVO to Launch Family-Friendly music Destinations

Disney Interactive and VEVO, the world’s leading all-premium 
music video and entertainment platform, are joining forces to 
create premier family-friendly music experiences.

The partnership will include co-branded complementary 
destinations. Disney will feature videos from VEVO’s premium 
catalog of more than 50,000 music videos on Disney.com, and 
Disney will curate and program the family-friendly music video 
experience across VEVO’s online, mobile/tablet, and connected 
TV platforms.

As part of the pact, Disney Interactive, Disney Music Group, and 
Radio Disney will collaborate with VEVO to produce music-
focused original programming, including coverage of exclusive 
events, music video premieres, and live music experiences 
with Disney recording artists, which will feature across both 
companies’ platforms.

Disney Infinity Invites Players Into All-New Gaming Universe

Disney Interactive recently unveiled its most ambitious gaming 
initiative ever, Disney Infinity. This all-new game platform unlocks 
the freedom to create stories and play experiences starring beloved 
characters from The Walt Disney Company and Pixar Animation 
Studios. Disney Infinity allows players to experience both original 
adventures in some of their favorite Disney and Pixar worlds and to 
build their own worlds using the power of their imaginations.

Disney Infinity integrates collectible character figures that come to 
life in the game. These figures provide experiences that are true to 
these characters and their stories, and give players the opportunity 
to bring characters from various Disney and Pixar films to play 
together in a virtual “Toy Box.” 

Throughout each story-driven experience, called a “Play Set,” 
players will solve challenging puzzles, battle enemies, and explore 
iconic locations from famous Disney properties, while collecting 
unique characters, vehicles, and gadgets from each world and 
saving them to a virtual “Toy Box.” Players can access their “Toy 
Box” and build and customize their own unique virtual world 
using their favorite characters, vehicles, settings, and accessories. 

Disney Infinity lets players share these unique creations in the “Toy 
Box” mode with friends both online and off.

THE DISNEY INFINITY PLATFORM INCLUDES:
• Disney Infinity Interactive Pieces – Initially a line of 40 collectible  
  interactive pieces will be introduced that allow players to  
   expand and customize their play experiences.
• Disney Infinity Interactive Character Figures – character figures,  
   17 in all, will allow players to experience a variety of 
   their favorite characters in true-to-property experiences and in 
   “Toy Box” mode.
• Disney Infinity Base – When figures are placed on the Infinity 
   base, they unlock the world and play experiences of Disney 
   Infinity.
•  Disney Infinity Power Discs – Interactive discs can be placed 
   on the Infinity base to power up characters and “Toy Box” with 
   unique powers, customizations, and gadgets.

Development for Disney Infinity is being led by Disney Interactive 
and Avalanche Software. 
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Q2 - FY13

Q2 - FY13 Q2 - FY12

Q2 - FY12

Title
Oz The Great and Powerful

Title
Beauty and the Beast 3D
The Secret World of Arrietty
John Carter

Banner
Disney

        

Release Date
3/8/13

Banner
Disney
Disney
Disney

Release Date
1/13/12
2/17/12
3/9/12

walt Disney Studios Home Entertainment - North America 

Title
Frankenweenie
Peter Pan1

Monsters, Inc. Re-Release
Wreck-It Ralph
Lincoln2

Title
Real Steel
Treasure Buddies
Lady and the Tramp1

The Muppets

Street Date
1/24/12
1/31/12
2/7/12
3/20/12

Street Date
1/8/13
2/5/13
2/19/13
3/5/13
3/26/13

Domestic motion Pictures 

* Release Dates Subject to Change.

1  Blu-ray release date:  2/5/13.  DVD release date:  8/20/13

2  DreamWorks Release

1  Blu-ray Release Date:  2/7/12.  DVD Release Date:  3/20/12
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Disney Channel  ( a ) ESPN  ( g )  (h )  

AETN ( g)   

United States
Latin America 
India
United Kingdom
Italy
Taiwan
France
Japan
Scandinavia (b)
Poland
Romania (c)
Hungary/Czech/
Slovakia/Slovenia
Asia (d)
Australia (e)
Germany 
Korea
South Africa
Russia (f)
Portugal
Israel
Turkey (f)
Benelux
Serbia
Ukraine (c)
Middle East
Angola
Malta

International Sub-Total
Worldwide Total

(a)  United States reflects estimated subscriber counts according to Nielsen Media Research; International Disney Channels reflect reported subscribers.  
(b)  Includes Sweden, Norway, Denmark, and Finland.    
(c)  Ukraine was previously reported under Romania.      
(d)  Includes Brunei, Cambodia, Hong Kong, Indonesia, Malaysia, Palau, Papua New Guinea, Singapore, Thailand, Philippines, and Vietnam.    
(e)  Numbers include New Zealand.      
(f)   Russia and Turkey became free to air in January 2012.
(g)  ESPN and AETN based on estimated U.S. subscriber counts according to Nielsen Media Research, except as noted. 
(h)  ESPNU, Lifetime Real Women, Disney XD International, Disney Jr. and Disney Jr. International are based on reported subscribers.
(i)   Represents estimated broadband subscribers for December 2012 and December 2011.
(j)   Based on estimated U.S. subscriber counts according to Nielsen Media Research.
(k)  H2 channel launched in Oct ‘11 (previously branded as History Int’l).

98.4
40.7
10.1
11.2
4.6
6.2

19.6
6.0
4.9
6.5
5.9
4.3

3.8
2.6
3.1

10.3
2.8
0.0
2.6
1.1
0.0
8.8
1.2
0.2
0.5
0.6
0.6

158.2
256.6

98.6
98.5
74.8
74.1
31.5
83.0

98.6
98.7
98.6
84.7
69.3
68.7
15.5

98.7
36.1
9.7

11.4
5.2
6.0

17.3
5.8
4.9
6.5
5.4
4.2

3.4
2.7
2.8
6.7
2.0
5.6
2.4
1.1
1.5
9.0
1.0
0.6
0.5
0.3
0.5

152.6 
251.3

99.1
99.0
74.2
72.7
32.8
71.6

99.1
99.0 
98.8 
82.4
66.8
65.7
15.2 

12/29/12
# subscribers
(in millions)

12/31/11
# subscribers
(in millions)

12/29/12
# Nielsen Households

(in millions)

12/29/12
# Nielsen Households

(in millions)

12/29/12
# Nielsen Households

(in millions)

12/31/11
# Nielsen Households

(in millions)

12/31/11
# Nielsen Households

(in millions)

12/31/11
# Nielsen Households

(in millions)

Other Cable Properties    

ABC Family (j)
Disney XD International (h)
Disney XD Domestic (j)
Disney Jr. (h)
SOAPnet (j)
Disney Jr. International (h)
Hungama

97.0
98.3
80.3
51.8
66.4
76.2
10.1

97.5
89.9
78.3
0.0
73.8
62.0
9.7

ESPN 
ESPN2 
ESPNEWS 
ESPNU (h)
ESPN Classic  
ESPN3 (i)

A & E
Lifetime
HISTORY
LMN
BIO
H2 (k)
Lifetime Real Women (h)

Cable Subscribers
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Please note:
This newsletter has been prepared by the Investor Relations group of The Walt Disney Company solely for the information of shareholders of the Company. It is not 
intended to be a recommendation with respect to investment decisions. All information contained in this newsletter is presented as of the date indicated below, and 
the Company assumes no duty to confirm, revise or update the information. Certain statements in this newsletter may constitute “forward-looking statements” within the 
meaning of the Private Securities Litigation Reform Act of 1995. These statements are made on the basis of our views, and assumptions regarding future events and 
business performance as of the time the statements are made and we do not undertake any obligation to update these statements. Actual events may differ materially 
from those expressed or implied. Such differences may result from actions taken by the Company, as well as from developments beyond the Company’s control, 
including international, political, health concern, and military developments and changes in domestic and global economic conditions that may affect our businesses 
generally. Additional factors are set forth in the Company’s Annual Report on Form 10-K for the year ended September 29, 2012 and in subsequent reports on 
Form 10-Q under Item 1A “Risk Factors.” Reconciliations of non-GAAP financial measures to equivalent GAAP financial measures are available on Disney’s Investor 
Relations website.
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