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Message From Our CEO

Message From Our CEO

Dear Stakeholders:

The Walt Disney Company has long been one of the most recognizable and well-known
companies in the world, but my personal belief has always been that we should also be one of the
world's most admired companies, respected both for the results we deliver as well as the
integrity with which our businesses operate. Over the last several years we've worked hard to
earn that distinction, and The Walt Disney Company is now consistently recognized as one of the
world's most reputable, admired, and socially responsible companies in studies published by
Fortune, Forbes and Barron's, and our rapid rise in the rankings continued this year.

Our relentless commitment to act ethically and responsibly in our endeavors has been integral to
our success in this regard. For us, being a good corporate citizen includes operating in an ethical
manner, promoting the happiness and well-being of kids and families, and inspiring others to get
involved and become a force of positive change. As part of this effort, Disney contributed nearly
$370 million in cash, products, and in-kind support to organizations around the world and our
employees donated a total of 667,000 volunteer hours in their communities.

We're proud of our continued achievements this year, especially in terms of successfully
reducing our environmental impact. As of 2013, Disney has reduced our net direct greenhouse
gas emissions by 50% and decreased our electricity consumption by more than 10%, we've also
significantly cut the amount of refuse our Parks and Resorts send to landfills, and reduced the
amount by as much as 90% at some major events. To build on this progress, The Walt Disney
Company has developed even more ambitious environmental goals, targeting greater reductions
in waste, water and greenhouse gas emissions.

We're also taking important steps to increase worker safety in our global supply chain, including
focusing our manufacturing in countries that we believe are more likely to continue to improve
working conditions. Our new Integrated Supply Chain Management (ISCM) organization
provides greater global oversight across our operations, from planning and sourcing to product
integrity and chemicals management, further enhancing efficiency, visibility and integrity.

As we made these important strides forward in our citizenship efforts, Disney also delivered its
third consecutive year of record financial performance. We've found that doing the right thing is
good for our business — it deepens our connection with consumers, makes our company more
attractive to talent, and builds goodwill in the communities in which we operate.

The global reputation we enjoy today for our high-quality products, strong performance, and
corporate integrity reflects the commitment of everyone at Disney to do the right things for our
business, in the right way. We're proud of our achievements this year, and appreciate your
continued interest in our efforts.

Sincerely,

/éf% J?a,_,.

Robert A. Iger
Chairman and Chief Executive Officer

The Walt Disney Company
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Message From Our CFO

Message From Our CFO

Dear Stakeholders:

| am proud to report that 2013 was a landmark year for Disney Citizenship. Not only did we
make encouraging progress towards the goals we set for ourselves, we made a series of
important decisions about how and where we'll be focusing our time and energy in the future.

From Disney's earliest days, we have believed that our concern for kids and families must
extend beyond their entertainment to the world in which they live. Our actions as a company
must meet the standard set by the stories we tell and the characters we share. This is why
Disney takes seriously our obligation to produce responsible content and products, maintain
respectful workplaces, invest in communities, and care for our planet. Our performance toward
meeting this obligation is contained in the following pages.

In this year's Performance Summary, you'll also find a new focus on four areas where Disney
has a unique opportunity to create a brighter tomorrow by inspiring action in others. The
example we set as a company of more than 175,000 employees is nothing compared to the
impact we can have when we inspire the millions of kids and families we reach every day to take
action and make a difference.

As with everything we do, our efforts to inspire the actions of others need to be balanced with
our own commitment to act responsibly.

For example, we've made an impact by establishing nutrition guidelines that associate our
brands and characters with more nutritionally balanced foods. We can make an even bigger
impact when we inspire children to embrace a healthier lifestyle because it's fun and easy,
which is why we have tools like the Mickey Check next to nutritious options in our domestic
Parks and Resorts.

We are proud that during 2013 we met or exceeded all of our environmental targets set during
2009. We also know that our environmental impact is that much greater when Disney inspires
kids and families to connect with nature, and develop a lifelong passion for stewardship.

We have increased our charitable efforts in communities near and far. And yet, the power of
citizenship comes not just from our donations, but also from our ability to inspire a universal
spirit of service and volunteerism that will lead people to devote their time and energy to causes
bigger than themselves.

Each day, the world experiences the magic and creativity of The Walt Disney Company. And
right now, the world urgently needs a generation that is inspired to think creatively; a generation
that has the ability to develop innovative solutions that will lead to a brighter tomorrow. The
next great athletes, engineers, architects, artists, Imagineers and dreamers are out there. Going
forward, our opportunity — and our obligation — is to provide kids with the tools to create the
future we help them imagine every day.

Inspiring others to think creatively, live healthier, conserve nature, and strengthen our
communities is a Citizenship strategy that represents who we are as a company and where we
can make the biggest difference. Walt Disney famously remarked that Disneyland would never
be finished so long as there is imagination left in the world. We view our approach to Citizenship
in the same way: Even though we will never be finished, we must always do more, and inspire
others to join us along the way. | am excited to continue this journey with all of you in 2014.

Sincerely,

ik

Jay Rasulo
Senior Executive Vice President and Chief Financial Officer
The Walt Disney Company

Disney Citizenship 2013 Performance Summary



Our Citizenship Commitment Our Citizenship Commitment

Our Citizenship Commitment

At Disney, we believe that there are no limitsto  ethical manner. And it focuses our ambition to We prioritize four areas in which we believe—and parents have told us—we have the greatest
where creativity and imagination can take us. In  promote the happiness and well-being of kids opportunity to promote the happiness and well-being of kids and families:
our stories, we find the inspiration to envisiona  and families everywhere.
brighter tomorrow and the aspiration to make 1. Live Healthier: Make healthy living fun 3. Conserve Nature: Connect kids with nature
that dream come true. This unique opportunity to inspire is at the and accessible to build lifelong conservation values
heart of our citizenship mission: . ) . . )
Our unique approach to citizenship is rooted 2 Strer.lgthen Communities: Brlng hope,. . 4. Tl‘.III'II.( Crea!tlvel){. Nu.rtur.e creative
in the entertainment that we create and the . happiness, and comfort to kids and families thinking skills to inspire kids to create
_ —— reate Conduct our business and create the future they imagine
special relationship we have with kids and d & hical
families around the world. Our assets and our our products in an et '.Ca manner . ) , _
reach provide us with an opportunity to inspire and promote the happmess and Our commltment to conduct our business and create our products in an ethical manner
: i : ; . . sy focuses on six areas:
audiences everywhere to join us in taking well-being of kids and families by
action and caring for the world we share. This : L A % C
. & 10 . inspiring them to join us in creating 1. Ethical Conduct: Conduct business with 4. Civic Engagement: Create lasting, positive
opportunity tolnspirsguidesiour worleacross brichter t honesty, integrity, and in compliance with change in the communities in which we live
citizenship. It complements our commitment to ADUISIEEY LOMOTTOow. Y, Erty, P & .
) . the law everywhere we operate work, and play
conduct our business and create products in an
2. Responsible Content: Create and 5. Respectful Workplaces: Foster safe,
market responsible, high-quality products respectful, and inclusive workplaces

and content wherever we do business

3. Environmental Stewardship: Use resources 6. Responsible Supply Chain: Support
wisely and protect the planet as we operate the ethical production of Disney-branded
and grow our business merchandise through programs focused

on safety, labor, and the environment

Our new citizenship identity, which we refer to as “Be Inspired,” captures the spirit of optimism that
is an essential element of our stories and the power of possibility that drives our work in citizenship.

Together, we can create a better tomorrow where the greatest stories have yet to be told. We hope
you will be inspired to join us.

Disney brings smiles to millions of
children around the world.

kN~ |

-
-
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Our Citizenship Commitment

Disney’s Citizenship Framework

Inspiring kids and families to create a brighter tomorrow

Conduct our business and create our
products in an ethical manner

Ethical Conduct
Conduct business with
honesty, integrity, and
in compliance with the
law everywhere we
operate

Environmental
Stewardship

Use resources wisely
and protect the planet
as we operate and
grow our business

Respectful
Workplaces

Foster safe, respectful,
and inclusive
workplaces wherever
we do business

Strategic Philanthropy, p.10

Responsible
Content

Create and market
responsible, high-
quality products and
content

Civic Engagement
Create lasting,

positive change in the
communities in which
we live, work,

and play

Responsible
Supply Chain
Support the ethical
production of Disney-
branded merchandise
through programs
focused on safety,
labor, and the
environment

p-76
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Promote the happiness and
well-being of kids and families

Live Healthier
Make healthier living
fun and accessible

Conserve Nature

Connect kids with

nature to build lifelong

conservation values

Strengthen
Communities
Bring hope, happiness,
and comfort to kids
and families

Our Citizenship Commitment

Citizenship Governance

Our executives and business unit leaders are committed to embedding citizenship into the daily
decisions and actions of employees. Our Citizenship Council includes executives who represent
each of our business units and critical corporate functions such as brand management, public
policy, and human resources. The Council's objectives are to align Disney around common
citizenship priorities and leverage resources across the enterprise. Disney's Board of Directors
periodically receives reports on corporate citizenship activities and performance. Additionally,
the Audit Committee of the Board regularly receives reports on Disney'’s International Labor
Standards Program.

For more information about our citizenship governance practices, please see the Ethical Conduct section and the GRI Index.

Disney Citizenship 2013 Performance Summary 9



Strategic Philanthropy ! ‘ . Strategic Philanthropy

Strategic Philanthropy

Strengthening communities through giving is one of the founding principles of our citizenship
efforts. We apply our philanthropic resources to make a difference in communities, with a
special focus in the areas of healthier living, strengthening communities, conserving nature,
and creative thinking.

Charitable Giving

400 (million, US$)

369.5
300
00 19022
100 100.1
79.2
Total Cash Product Donations?! In-kind Support?

2012 B o013

The increase in charitable giving in 2013 is primarily due to increases in cash giving
across our varied businesses and international regions, the inclusion of ESPN Public
Service Announcements (PSAs) in our in-kind support and a number of select, large
one-time gifts.

For more information on our philanthropic history and programs, please visit the Charitable Giving section of our
website. For stories about how our business units give to communities, visit the Disney Post.

1 Product donations include estimated values for tangible items such as merchandise, theme park tickets, food, and other products.

2 In-kind support refers to estimated values of public service airtime (PSAs), character/talent appearances, and other in-kind support.
Due to differences in distribution, viewership, programming, availabilities, pricing, marketplace demand, and other variables, PSAs \
are valued differently across our media platforms. For example, in some cases PSAs are valued based on an average sales price for the
time period. In other cases, the value is based on an average sponsor value across a daypart rotation.

k!

Disney supports the power of play and imagination
through efforts such as UNICEF's P.L.AL. initiative.

T R
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2013 Citizenship Highlights

October 2012

Disney announces a new Paper Sourcing and Use Policy

Jay Rasulo, Disney's Senior Executive Vice President and Chief
Financial Officer, speaks at the 2012 BSR Conference

November 2012

ABC's “Day of Giving” raises more than $18 million for
the American Red Cross in support of Hurricane Sandy
rebuilding efforts

Disney provides a founding grant for “HERfinance,” a BSR-
sponsored program that creates financial literacy curriculums
for female factory workers in the global supply chain

Friends for Change sponsors Family Volunteer Day, a day
of service that celebrates the power of families who
volunteer together

December 2012

Club Penguin’s Coins for Change allows kids to donate
virtual coins earned in the game to causes that matter
to them, resulting in a $1 million donation to real-world
projects and charities

ABC Family’s “25 Days of Christmas” encourages
25 days of giving

January 2013

UNICEF launches P.L.A.Y. initiative with $1 million grant
from Disney

Mickey Check, a tool that makes it easier to identify nutritious
choices, expands to kids’ menus at table service restaurants
throughout Walt Disney World and Disneyland

12 Disney Citizenship 2013 Performance Summary

Friends for Change partners with Youth Service America to
award grants in support of youth-led projects aimed at making
a lasting, positive change in the world

February 2013

Walt Disney Imagineering hosts ImagiNations Design
Competition, an event that awards students who display
creativity and innovation in theme park design

Disney supports forest projects around the world to help deliver
on our goal of zero net emissions

Disney is added to the Calvert Social Index

Disney announces updated Permitted Sourcing Countries
Policy for the production and sourcing of Disney-
branded products

Disney releases the 2012 Citizenship Performance Summary
detailing progress against its citizenship commitments

“Heroes Work Here" initiative surpasses goal of 1,000 career
opportunities for returning U.S. veterans

Disney named America’'s Most Reputable Company
by Forbes magazine

Conservation International recognizes Disney for
nature conservation leadership

Integrated Supply Chain Management team is created
to promote operational and citizenship objectives in our
supply chain

June 2013

May 2013 September 2013

Disney and ESPN team up with Special Olympics to increase
awareness and grow Unified Sports initiatives

Disney VoluntEARS celebrates 30 years of strengthening
communities

Disney sponsors World Maker Faire New York 2013

Disneyland inspires classroom creativity with CREATE grants

Disney hosts “Be Smart Be Safe” track at Global Youth
Summit: BYND 2015 to raise awareness about cyber bullying,
online reputation, and online privacy

Disney teams up with Blue Star Families and donates
30,000 books in support of U.S. military families Disney Channel and Disney XD air the interstitial,
“This is Me,” to celebrate Hispanic Heritage Month
Walt Disney Parks and Resorts Cast Members support

children’s hospitals around the world

July 2013

ESPN releases “Nine for X" documentaries to celebrate the
40 " anniversary of Title IX

Disney presents SummerStage Kids, an event that
exposes New York City youth to the world of international
arts and culture through a vast and diverse collection of
engaging entertainment

KABC-TV's Feed SoCal campaign to fight hunger collected
2.5 million pounds of food for four regional food banks in
Southern California.

August 2013

Disney Worldwide Conservation Fund awards its 1,000
conservation grant and announces its 2013 Conservation
Heroes

Disney TRYathlon, which encourages kids and families to live
active lifestyles, airs on Disney Channel and Disney XD, and
kicks off a road tour with Radio Disney to bring the campaign
to 10 cities across the U.S.

Guests complete over 11,000 volunteer acts at the
D23 Expo, a biannual gathering for Disney fans

Disney Citizenship 2013 Performance Summary 13



About This Report

Information is included in this Performance
Summary based on issue importance,
stakeholder perspective, sustainability
context, balance, comparability, accuracy,
timeliness, reliability, and clarity.

As with our 2008 and 2010 Reports and our
2012 Performance Summary, we look to the

This Performance Summary represents
our impacts, progress, and results as they
relate to citizenship. Performance data are
presented throughout the Performance
Summary, and we are committed to the
continued improvement, accuracy, and
sophistication of our citizenship reporting.
To this end, in 2013 we transitioned the

Stakeholder Feedback

Our Ceres stakeholder group provided feedback for this Performance Summary. This group,

convened by Ceres, includes NGOs, socially responsible investors, peer companies, and other
leaders in corporate citizenship. It represents a range of constituencies that have expertise in
environmental and social responsibility, and governance issues.

When reviewing this report, the Ceres stakeholder group considered whether Disney adequately
reported on its citizenship performance and key impacts, including goals, targets, systems, data,
and initiatives. The following table outlines feedback obtained from the Ceres stakeholder group

. L . . in January 2014.
Global Reporting Initiative (GRI) for guidance collection and validation of citizenship data y
on specific reporting principles regarding to our corporate reporting function, which
content, quality, and report boundaries. We also manages Disney'’s financial data and Issues Disney’s Response Future Plans

reporting. Where relevant, we provide details
on scale, scope, and collection methodology.
Using the GRI guidelines for accuracy, we
believe the data we present are sufficiently
detailed to allow for clear understanding of
our disclosures. We take care to explain key
estimates or assumptions that have been
used in the development of metrics.

have addressed the Media Sector Supplement
in the GRI 3.1 guidelines. However, not all of the
guidelines are applicable or appropriate to our

business, and we have applied them flexibly.

Innovation and Leadership

Stakeholders want to know what we
are ultimately trying to achieve through
our citizenship efforts. They also want
Disney to celebrate areas of leadership
and innovation in citizenship.

In the 2013 Performance Summary, we We will continue to utilize our

describe our updated citizenship strategy, Performance Summary, citizenship
which includes the areas of citizenship website, and other communications tools
in which we believe we have the greatest to articulate our strategy and vision for
opportunity to promote the happiness citizenship at Disney and to highlight

and well-being of kids and families. We areas of leadership and innovation.
discuss highlights and key citizenship

innovations on our website throughout

the year. Our 2013 citizenship highlights

We believe our strategy and the contents
of this report focus on the most important
citizenship issues for Disney. But we
understand that the landscape of issues is

constantly evolving, and we will continue to
refine our process to define and prioritize
those issues, particularly as we begin our
transition to reporting in accordance with the
GRI G4 guidelines.

Unless otherwise stated, all data and
information in this Performance Summary
pertain to efforts in fiscal year 2013, which
began on September 30, 2012, and ended
September 28, 2013.

14 Disney Citizenship 2013 Performance Summary

The annual Performance Summary, along
with the stories and content on our website
and social media, provide a comprehensive
view of our citizenship efforts.

Supply Chain Leadership

Stakeholders encourage Disney to
continue seeking ways to work with,
influence, and inspire suppliers—
holding them to the same
expectations Disney holds for itself.
This includes environmental efforts
such as water management and
carbon reductions, as well as social
issues such as human rights, labor
relations, and gender equality.

links to these online articles.

In 2013, Disney took significant steps in
the management of our supply chain:

We revised our Permitted Sourcing
Countries List, which limited the
countries vendors and licensees

could use in the production of
Disney-branded products.

We created the Integrated Supply Chain
team in order to promote operational
and citizenship objectives (including
labor standards, product safety, quality,
productivity, financial performance,
environmental performance, and
regulatory compliance).

We expanded our support for
independent programs and initiatives
addressing core labor issues within

our supply chain.

We will continue to operate our supply
chains in a manner consistent with our
values. This includes promoting the
responsible sourcing of Disney-branded
products by working to assess and
improve labor conditions in production
facilities, helping to uphold the safety
and integrity of these products through
testing and monitoring programs,

and exploring ways to reduce the
environmental footprint of these
products and of our supply chains.

Disney Citizenship 2013 Performance Summary 15



Issues

Disney’s Response

Future Plans

Issues

Disney’s Response

Future Plans

Diversity

Stakeholders understand that, due to
Disney's reach, it is critical for Disney

to not only correctly represent different
cultures in its entertainment but to
ensure that the company is reflective, in
its leadership and employee base, of the
communities they serve around the world.

Safety

Stakeholders applauded Disney's
commitment to safety but wanted
additional and updated information.

Long/Medium/
Short-Term Targets

Stakeholders want to see Disney expand
its target-setting efforts and bridge the
gap between our short- and long-term
goals by setting additional incremental
targets for the mid-term that are time-
bound and measurable.

Having a diverse workforce is critical

to our business. When our employees
reflect the diversity of the communities
we serve, it enhances the quality of

our entertainment and experiences.
Encouraging a broad range of opinions,
ideas, and perspectives helps us drive
creativity and innovation across the
company. In the 2013 Performance
Summary, we provide additional
context on how we have incorporated
diversity into our products experiences,
and additional content on diversity of
leadership as it relates to our Board

of Directors.

Safety is of utmost importance in all of
Disney’s entertainment environments.
Our commitment to (and investment in)
safety spans areas such as products,
experiences, and online/digital. The
reporting in our 2013 Performance
Summary reflects this commitment.

During 2013, we created our next
generation environmental targets.
With stakeholder feedback, we
established new medium-term,
time-bound targets that will help us
achieve our long-term, aspirational
environmental stewardship goals.

16 Disney Citizenship 2013 Performance Summary

We are building a workforce
representative of the global marketplace
in which we operate, while fostering

an inclusive environment for our
employees and their families. For
example, among other activities, Disney
has initiated an enterprise-wide effort
focused specifically on expanding

our reach and relevance to the U.S.
Hispanic consumer and launched a
global women's and workplace initiative.
Although we still have plenty of progress
to make, we are proud that Disney
continues to focus on this area.

We will continue our steadfast
commitment to safety across all aspects
of our businesses. We will also continue to
strive to report and disclose information
on safety performance metrics. For
example, in 2014 we will publish updated
safety content on our Parks and Resorts
Public Affairs website.

We will continue to keep this
consideration in mind as we develop new
citizenship targets across disciplines.

Issues Prioritization

Stakeholders stressed the importance
of Disney clearly identifying its most
important citizenship issues and
prioritizing its efforts on those issues.

Our citizenship framework focuses our
efforts on areas that we believe are
most important to Disney and where we
feel we can make a unique contribution
to society.

We will continue to refine our process
for identifying and prioritizing our
most important citizenship issues,
particularly as we make the transition
to reporting in accordance with the GRI

G4 Guidelines.

2013 Citizenship Targets

We continue to work diligently toward our citizenship goals. We regularly set new challenges for
Disney in the form of publicly available targets. Targets are vitally important in helping Disney set
a path and focus priorities. We believe that citizenship is a long-term investment that not only
benefits us today but has the potential for an even greater impact in the decades to come.

In 2012, we published and reported on 65 enterprise-wide citizenship targets. Since their
publication, some targets expired, some were recast as narrative in this report because they were
neither time-bound nor quantifiable, and a few were removed because they no longer supported
strategic priorities. Following this review of targets, we now have 30 targets. A full explanation of
how our citizenship targets have evolved since 2012 can be found in the Evolution of our Targets
section of this Performance Summary, and performance on past targets can be found on

our website.

Of the 30 targets in this 2013 Performance Summary, we “completed” twelve, are “on track”

with twelve, are “getting started” on two, and “did not achieve” four. Where targets have expired

or been achieved, we consider whether new targets are appropriate to make progress toward

our broader citizenship goals. For those we did not achieve, we work to understand the reasons
why and adjust our strategies accordingly. We continue to refine targets as we learn from the
experience of working toward them. We also develop new targets as our strategic priorities evolve.

Disney Citizenship 2013 Performance Summary 17



Target Definitions

Targets in this Performance Summary are:

1Q
15

Based on The Walt Disney Company'’s fiscal year. Our fiscal year generally begins in
October and ends in September. When a target says “By 2016,” we mean by the end of
the fiscal year 2016.

Representative of the diverse business interests of The Walt Disney Company.
Within our framework, some goals are only relevant to specific segments of Disney. As
such, we have included a combination of targets that are set at the corporate, line of
business, or initiative level.

Dynamic and subject to updates or changes. Setting goals and targets is not a static
process. We will continue to evaluate the viability and utility of these targets. We are
open to creating new targets, as well as adjusting ones that might not be aligned with
the citizenship impacts of Disney.

Both aspirational and achievable. Some of these targets represent “stretch”
aspirations. At times—despite our efforts—marketplace and other conditions may impact
our ability to meet these goals.

Time-bound and forward-looking. In some areas of this document, we discuss forward-
looking targets and goals. We believe target setting to be a good discipline, and it is a
routine part of how we manage our business. Nevertheless, all targets are subject to
uncertainty, and there is no assurance that the targets will be achieved or will not be
adjusted as business priorities and external factors evolve.

Cumulative versus annual. Unless otherwise stated, the numbers in our targets are

meant to be cumulative from the beginning of fiscal year 2013 and concluding at the
end of the year in the target.

Disney Citizenship 2013 Performance Summary

The Walt Disney Company uses long-term targets
and goals to guide our citizenship efforts.
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Data Table Footnotes

—

Disney’s fiscal year begins in October and ends in September.

N

Data for previous years have been revised since the 2012 Corporate
Citizenship Data Update to reflect corrections made as a result of
internal reviews. Data in 2006 are for calendar year. Starting in 2007,
data are for fiscal year.

w

To adjust for 2012 data revisions, an additional 1509 metrics tons of
COZ2e was retired in 2013.

Electricity data represent consumption of purchased electricity and
purchased chilled water in those assets existing as of 2006 baseline
per the electricity target. Electricity consumption in assets added
during 2011, 2012, and 2013 were 94.1, 145, and 209.1 million kilowatt
hours, respectively. Electricity consumption in leased offices is not
included in these totals, as Disney does not control the management
of these spaces. Estimated electricity consumption in leased offices,
based on a multiple of square feet occupied and a generic factor, was
132 million kilowatt hours in 2006 and 79 million kilowatt hours in 2013.
Data for previous years have been revised since the 2012 Corporate
Citizenship Report to reflect corrections made as a result of internal
reviews. Data in 2006 are for calendar year. Starting in 2007, data are
for fiscal year.

I

©w

Waste data for all Parks and Resorts do not include tonnage from
hazardous waste disposal or property control and excludes Tokyo
Disneyland Resort. Data for previous years have been revised since the
2012 Corporate Citizenship Data Update to reflect corrections made
as aresult of internal reviews.

o

Data for previous years have been revised since the publication of
the 2012 Corporate Citizenship Performance Summary to reflect
corrections made as a result of internal reviews.

7 Diverted materials include recycling, donations, and
waste-to-energy incineration.

o

The Disney Worldwide Conservation Fund is not a charitable
organization and donations are not deductible as charitable
contributions for U.S. tax purposes.

[}

Corporate cash giving includes corporate contributions made by the
Disney Worldwide Conservation Fund.

10 Product donations include fair market and actual values for
tangible items such as merchandise, theme park tickets, food,
and other products.

I In-kind support refers to estimated values of public service airtime
(PSAs), character/talent appearances, and other in-kind support.
Due to differences in distribution, viewership, programming,
availabilities, pricing, marketplace demand, and other variables,
PSAs are valued differently across our media platforms. For example,
in some cases PSAs are valued based on an average sales price for the
time period. In other cases, the value is based on an average sponsor
value across a daypart rotation. For these reasons, we do not use a
single method to value PSAs.

2 Fmployee statistics reflect our employment base at the end of each
fiscal year. Management includes manager level and above.

13 Diversity numbers include all employees in our SAP system.
Of note, this excludes Pixar and Disneyland Paris employees and
includes casuals paid within the last 60 days but excludes daily hires
and contract workers. For training-related questions, the numbers
represent all employees in Disney Development Connection and
exclude Pixar, Marvel, Disneyland Paris, and contract workers.

1 |n previous reports, direct spend with minority and women owned
businesses included activity validated by miscellaneous local
government offices or through independent research. In 2013 the
report was modified to include only those minority and women owned,

28 Disney Citizenship 2013 Performance Summary

controlled and operated businesses certified by the third party agencies
National Minority Supplier Development Council (NMSDC) or Women's
Business Enterprise National Council (WBENC).

15 Participants could attend more than one training. Training includes
online courses, classes, and on-the-job training.

15 We use the term “visibility "to refer to our knowledge of working
conditions at each facility within the extended supply chain for Disney-
branded products. “Visibility” is a measure of the number of unique
facilities for which we have qualified audits or assessments compared
with our total authorized facility base. (For more information see
page: 77 of this report). Visibility measurements include audits where
facilities deny Disney access into their premises or to their workers,
either in whole or in part. Because our Code of Conduct includes a
clause requiring manufacturers to authorize Disney and its designated
agents (including third parties) to engage in monitoring activities to
confirm compliance with the Code of Conduct (including unannounced
on-site inspections of manufacturing facilities and employer-provided
housing, reviews of books and records relating to employment matters,
and private interviews with employees), this lack of access is included
in the visibility results.

7 Data include facilities active at any point during the fiscal year. Data are
rounded to the nearest hundred.

8 Audit coverage means the number of audits conducted by Disney or
our business partners relative to the total number of active facilities in
the fiscal year.

19 Starting in 2012, we no longer report audit coverage as our goals
have changed. We are now reporting on visibility in high-risk countries
and in our vertical business. We did not publish data on visibility in
2010 or 2011.

20 Country risk level reflects analysis by Disney based on prior
experience operating in countries and supplemented with external
data and reports.

2 These data are calculated by dividing the total number of facilities
in high-risk countries for which we have received a qualified audit
during the prior 12-month period by the total number of facilities in
high-risk countries.

22 Qur vertical business encompasses Disney-branded products
that are used internally and sold in our Parks and Resorts and
Disney Stores.

23 The ILS Program works toward ongoing and sustainable improvement
in working conditions at the facilities producing Disney-branded
product, and it is our expectation that facilities work to improve labor
conditions over time. Many of the Code of Conduct violations reported
below must be corrected or remediated within the time periods and in
the manner established by the ILS Program as a condition of continued
use of the Facility following their identification during initial audits.
Because of the nature of our licensing business, facilities are changing
constantly, and in 2013, approximately 20% of our total facilities
were new producers of Disney-branded product. Because ours is a
constantly fluctuating supply chain, our influence and ability to effect
change and implement improvements year over year is limited to those
facilities with which we have a long-term relationship.

2 Percentages reflect the number of facility assessments that include
findings on each Code of Conduct category.

25 This category included Nondiscrimination and Association
in 2009; these have been standalone categories since 2010
and are tracked accordingly.

2 This category included Publication in 2009; this has been a standalone
category since 2010 and is tracked accordingly.

Disneyland Resort was recognized with California’s highest

and most prestigious environmental honor for water
conservation efforts used in the World of Color attraction.
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Through local community events, Disney is inspiring
healthy lifestyles for kids and families.

Promote the Happiness

and Well-Being of Kids

and Families

At Disney, kids and families are at the heart of everything we do. We believe we have a unique
opportunity to inspire kids and families everywhere to join us in taking action and caring for the

world we share.

We have identified four areas in which we have the greatest opportunity to promote the
happiness and well-being of kids and families:

Strengthen Conserve Think
Communities Nature Creatively

Live
Healthier

Make healthier living
fun and accessible

p-33

Bring hope, happiness,
and comfort to kids
and families

p.- 37

Connect kids with
nature to build lifelong
conservation values

p-43

Nurture creative
thinking skills to inspire
kids to create the future
they imagine

p. 47
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Disney continues to add nutritious food and beverages

in our Parks and Resorts, making healthier options
easily accessible for families while on vacation.

Y %

4
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BE INSPIRED

Live Healthier

At Disney, we are committed to creating healthier

generations. We believe that inspiring healthier
lifestyles today will create a brighter tomorrow.

Disney partners with parents in their quests to
raise healthy, happy kids, and we recognize our
unique ability to help parents and kids make
positive lifestyle choices. As a company that
serves millions of meals each year in our Parks
and Resorts, licenses food products bearing the
likenesses of our characters, and broadcasts
popular family entertainment all over the world,
we believe we can have a meaningful impact in
this area. We can make healthier choices simple
and more fun.

In 2006, Disney became the first major

media company to establish nutrition guidelines
to associate our brands and characters with
more nutritionally balanced foods. Six years
later, we took another important step, becoming
the first major media company to set industry-
leading food advertising standards in the United
States. At that time, we also introduced the
Mickey Check, a tool that makes it easier to
identify nutritious choices online, at retail, and
at our domestic Parks and Resorts.

Disney’s unique talent is in defining the
intersection between health and fun. Beyond
offering healthier food options and defining new
food advertising standards for kids, Disney also
inspires positive lifestyle choices through our
entertaining content and experiences.

From positive messages woven into our kids'
programming to dedicated healthy lifestyle
interstitials, we find creative ways to make
nutritious eating and physical activity more
fun. A great example of this is the company'’s

TRYit campaign. With the help of compelling
storytelling, beloved characters, and star talent,
this campaign invites kids and families to TRY
nutritious foods, fun moves, and simple ways
to be their best. From on-air content to digital
tools and local events, the TRYit campaign
offers a variety of ways for families

to participate.

Disney'’s healthy living efforts also include
philanthropic investments that support
organizations focused on improving access
to nutritious foods and active play. As part
of these efforts, the company is proud to
have sponsored playground builds, fruit and
vegetable programs, and innovative school
recess programs across the U.S.

Creating healthier generations does not happen
overnight. While we are encouraged by the
progress we have made, we are committed
more than ever to doing even more in the future
to help create healthier generations.

Disney’s TRYit campaign encourages kids to try new
foods and fun moves.
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Disney VoluntEARS help build KaBOOM!
playgrounds around the United States.

Strengthen Communities

At Disney, we are committed to strengthening
communities by providing hope, happiness, and
comfort to kids and families who need it most.
We do this through contributions, collaborations
with local organizations, in-kind gifts, and sheer
people power. Many of these efforts consist of
activities that only Disney can do, like using our
characters to teach kids and families about the
importance of disaster preparedness, delivering
special care packages to kids in hospitals, or
granting Disney Wishes to children with life-
threatening illnesses.

Making dreams come true is something our
Disney VoluntEARS have been doing for many
years. In 2013, we celebrated the 30"
anniversary of our popular Disney VoluntEARS
program. Thanks to the efforts of our employees
and their families, we have brought lasting,
positive change around the world. As part of this
program, we recently piloted a skills-based
volunteer initiative to help match the skills of our
employees with the specific needs of nonprofit
organizations. Skills-based volunteerism is
another innovative way that Disney leverages
our unique resources to build nonprofit capacity
and strengthen communities.

Our efforts to strengthen communities happen
in a variety of ways. Disney Friends for Change,
for example, is our global initiative that inspires
kids and families to take action and make a
difference in their communities. Our book
donation program to provide new books to
children in need is another great example of our
commitment to strengthening communities.
And so is our companywide Heroes Work Here
initiative. Supporting U.S. Armed Forces and
their families has long been a Disney tradition,
and Disney Heroes Work Here continues our
proud legacy of hiring, training, and supporting
veterans and their families.

These are just a few examples of how we engage
in a wide range of uplifting activities across
Disney and around the world. We believe that
small individual actions can have a large
collective impact that transforms communities.

The Disney VoluntEARS program celebrated its 30™
anniversary with service projects around the world.
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By 2014, donate 18 million books to organizations that provide new
books to children in need

On Track
Disney has a long tradition of storytelling. To this end, Disney joined forces with key nonprofit

organizations with the goal of sharing the gift of storytelling with the next generation of
readers and storytellers. For example, Disney | ABC Television Group launched the “Disney
XD & Marvel Literacy & Storytelling Campaign,” delivering books and sharing the power of
storytelling across the country. In 2013, we donated over 8 million books to nonprofit
organizations through First Book. This brings our total to more than 16 million books
donated since 2012. These donations help provide books to children who otherwise may
have had little or no access to new books.

2012 2013 2014l

18 million

Target Status

By 2014, set a baseline for the percentage of employees who volunteer at least one
hour of service annually in the VoluntEARS program @

Did Not Achieve
We currently track volunteer total hours rather than the number of employees who have

volunteered. Collecting this new data requires the development and implementation of a new
global volunteer tracking system. Rather than continuing to publish incremental information
on the status of this project, in 2013 we decided to remove this target. Going forward, we will
continue to explore different ways to measure the impact and efficacy of our VoluntEARS
program and will report on our progress in future Performance Summaries.

Disney has worked with the American Red
Cross to help kids and families plan and

prepare for the unexpected. ' r %
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Conserve Nature

At The Walt Disney Company, we believe that

conservation and caring for the planet are more

than just good ideas. They are core to who we

are and who we have been since the company's

earliest days. Walt Disney himself planted the
first seeds of Disney’'s commitment to nature
more than 60 years ago.

We conserve nature not only by using our
resources wisely and reducing our impact as

we operate our business, but also by protecting

wildlife and wild places, and by connecting
kids and families to nature to develop lifelong
conservation values.

Leading by example, Disney team members
care for animals and lead health, science,
education, and conservation programs at

IIIIIIHHHHHH!IIIIII

We make this connection between kids and
nature by providing a variety of immersive
experiences at our Parks and Resorts, as well
as through our Disneynature films, that help
kids discover, appreciate, and learn about the
importance of protecting nature. Through
our DWCF grants, we work with nonprofit
organizations to create experiences for

kids in nature, provide tools and resources

to remove the barriers to spending time in
nature, and raise awareness of the benefits of
time spent in nature.

It's our hope that through our actions

we will inspire others to be enthusiastic
environmental stewards, ensuring the health
of our planet and the happiness and well-
being of our children for generations to come.

locations such as Disney's Animal Kingdom
and The Seas at Epcot. Since 1995, the For more information about our efforts to
Disney Worldwide Conservation Fund (DWCF) minimize our impact on the environment,
has been working to protect the planet for see Environmental Stewardship on our
future generations and to support the study citizenship website.

of threatened species, the protection of
critical ecosystems, and the development
of community conservation and education
programs in 112 countries worldwide. As
an indication of this program’s impact, we
celebrated our 1,000 DWCF grant in 2013.

sT Bk

We know that conserving nature begins with
spending time in nature. Therefore, we are
committed to connecting kids and families

to nature in a variety of ways to help nurture
the development of the future stewards of
the planet. Research has shown that this
connection to nature contributes, not only to
the conservation of our planet, but also to the
happiness and well-being of our children.
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Education cast members at Disney’s Animal Kingdom
help families discover the wonder of nature.

The Disney Worldwide Conservation Fund
works to protect wildlife and precious
ecosystems around the world.
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Disney sponsored the World Maker Faire New York,
where thousands of attendees celebrated creativity,
ingenuity, and innovation.

Think Creatively

Creativity is the heart and soul of Disney. From
our earliest days, we've believed that if you can
dream it, you can do it. As Walt Disney himself
said, “It's kind of fun to do the impossible.” We
couldn’t agree more. Creativity is who we are
and what we do.

Every day, we work with organizations all
over the world to bring the art of imagination,
storytelling, and play to kids and families
through afterschool creativity grants, book
donations, and play spaces that help foster
out-of-the-box thinking. For example, in

2013 we:

« Funded a six-week creativity learning
program for middle school kids designed
to reverse summer learning loss that was
piloted at Boys & Girls Clubs and reached
4,500 kids in the U.S.

« Helped 21,000 kids develop creative
problem-solving and conflict-resolution
skills through our support of innovative
play programs in 37 low-income schools
with Playworks.

« Provided grants and worked with kids,
families, and teachers from 40 elementary
schools across the U.S. to produce
musicals in their communities to support
multidisciplinary learning.

» Mentored underserved kids to develop
their voice and talents to tell their own story
artistically through our support of the Young
Storytellers Foundation.

The entertainment we create at Disney also
provides an opportunity to support creativity
and imagination. Through our innovative
consumer products, theme park experiences,
movies, and television programs, we make
creative thinking fun. We are uniquely
positioned to inspire generations of young
people to positively impact the communities
where they live.

In today's increasingly complex world, the
skills they will need to imagine solutions to

the challenges we face will only become more
important. At Disney, we're thrilled to play a
role in supporting the development of the skills
these young people will need to thrive and
create the future they imagine.

Our efforts to nurture creative thinking
skills have just begun. We are building
upon the lessons learned from the pilot
creativity grants we described in our
2012 Performance Summary, and plan
to create new targets related to creativity
during fiscal year 2014.
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Act Responsibly

Acting responsibly is an integral part of our brand. It strengthens the connection we have
with consumers, makes Disney a more desirable place to work, and helps us attract the
very best and brightest to join our global cast. It builds goodwill in the communities in
which we operate. All of these things contribute to The Walt Disney Company’s continued
growth and success.

Our commitment to conduct our business and create our products in an ethical manner
focuses on six areas:

Ethical Conduct Responsible Content Environmental Stewardship
Conduct business with honesty, Create and market responsible, Use resources wisely and protect
integrity, and in compliance with high-quality products and content the planet as we operate and grow
the law everywhere we operate our business

p.50 p-53 p.59

Civic Engagement Respectful Workplaces Responsible Supply Chain
Create lasting, positive change in Foster safe, respectful, and Support the ethical production
the communities in which we live, inclusive workplaces wherever we of Disney-branded merchandise
work, and play do business through programs focused on

safety, labor, and the environment

p- 68 p.70 p-76

Disney’s iconic characters, such as Disney Junior’'s Doc
McStuffins, offer a unique platform from which Disney can
help make nutritious eating and physical activity more fun.
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Ethical Conduct

At Disney, we believe that acting in an ethical Our goals for ethical conduct are: Commit to governance policies and practices that promote the thoughtful and independent
manner is core to being a good corporate . representation of shareholder interests

citizen. If we don’'t act in accordance with the
stories we tell, the experiences we offer, and the
images we project, we lose our authenticity. To
that end, we inform our employees about the

Commit to governance policies and
practices that promote the thoughtful
and independent representation of
shareholder interests

The Walt Disney Company believes good Board governance is integral to achieving long-term shareholder
value. In pursuit of this commitment, our Corporate Governance Guidelines have established the policy that a
substantial majority of directors be independent of Disney and of Disney’s management. The guidelines also

Eaig : ; . Disclose relevant citizenship information establish independence standards that meet, and in some cases exceed, the listing standards of the New York
need to act with integrity and in a manner that is in‘a timelv manner Stock Exchange. Currently, nine of the ten members of Disney's Board of Directors have been determined by
consistent with Disney’s standards. Additionally, y ) the Board to be independent pursuant to these standards. The guidelines also encourage Board membership
we search to create opportunities that will + Encourage employees to act with that reflects the diversity of our shareholders, employees, customers, guests, and communities.
leverage the intelligence, integrity, and passion integrity and in a manner that is
of our workforce toward achieving our greater consistent with Disney’s Standards For more information, see our Corporate Governance Guidelines
citizenship goals. of Business Conduct

decision making of leadership

« Integrate citizenship into the conduct of
Disney employees

Disclose relevant citizenship information in a timely manner

We are committed to public reporting relating to citizenship, with ongoing updates to data and programs. Our
annual Performance Summary, update of citizenship-related data, and reporting through our citizenship website
and social media illustrate our commitment to this goal.

Encourage employees to act with integrity and in a manner that is consistent with the
values and standards Disney set forth in the Standards of Business Conduct

The connection we share with people around the world through the content, entertainment, and experiences we
offer is a privilege, one we must never take for granted. We recognize that our continued success depends upon a
commitment to conduct business with honesty, integrity, and in compliance with the law everywhere we operate.
Our Standards of Business Conduct are a reflection of that commitment and provide cast members, employees,
and anyone associated with representing Disney with the information they need to do the right thing on the job
and preserve the reputation we have earned as an ethical company.

Al

Acting responsibly is an integral part of our brand.
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Integrate citizenship into the day-to-day decision making of leadership

Our executives and business unit leaders are committed to embedding citizenship into their decisions. For example,
we have incorporated environmental considerations into our capital authorization request (CAR) process for projects
that exceed a certain financial threshold. Our Disney Citizenship Council includes executives who represent each of
our business units and critical corporate functions such as brand management, public policy, and human resources.
The Council's objectives are to align Disney around common citizenship priorities and leverage resources across

the enterprise. Disney's Board of Directors periodically receives reports on corporate citizenship activities and
performance. Additionally, the Audit Committee of the Board regularly receives reports on Disney's International
Labor Standards Program. Also, employees throughout Disney share their professional and personal time to guide
our citizenship activities. Many employees participate in working groups on key issues or serve on Green Teams and
Disney VoluntEARS Leadership Councils.

For more information, see the Corporate Governance section of our website

Integrate citizenship into the conduct of Disney employees

Disney remains committed to sharing our citizenship story with employees from the moment they join us and
throughout their tenure with the company. Our largest employee orientation, Disney Traditions at Walt Disney
Parks and Resorts (WDP&R), reaches the majority of new hires and includes citizenship information as part of
its onboarding process.

In 2013, we also updated the citizenship information in Disney’s enterprise orientation to provide a more
comprehensive experience. This included developing more engaging content (e.g., videos, PDFs loaded on
iPads, etc.) about Disney’s commitment to citizenship and more effective communications about ways for our
employees to participate in programs such as Disney VoluntEARS, the Disney Green Team, Matching Gifts, and
Commuter Assistance.

This past year, we created a website where our citizenship information and interactive experiences are available

for sharing with orientation sites across the company. This helps streamline our citizenship messaging and
brings relevant, engaging content to all of our employees throughout the company and around the world.

CArm o avarmmnloc ceo Crmnlovea Fnoacement and the Dicnev Poct an N ahcifo
For more examples, see Employee Engagement and the Disney Post on our website

52 Disney Citizenship 2013 Performance Summary

Responsible Content

Across our diverse theme parks, films,
networks, and other entertainment properties,
we create and market responsible, high-quality
products and entertainment experiences. From
unparalleled theme parks where safety is a core
value, to consumer products that families can
feel comfortable bringing into their homes, to
content that lives up to the high expectations
consumers have of our brands, we know we
must continue to earn the trust of our guests,
consumers, and stakeholders every day. We
take this responsibility seriously and do so
with great pride.

Our goals for developing responsible
content are:

» Create age-appropriate entertainment
experiences for kids

Act Responsibly

Develop marketing for kids that

focuses on the positive attributes of our
entertainment experiences in a respectful
and appropriate manner

Promote safety for kids

Promote leading policies on guest
experience safety

Reflect a diversity of cultures and
backgrounds in our entertainment
experiences for kids and families

Provide parents and caregivers with
the tools to help them make informed
entertainment choices

Integrate feedback from parents and
caregivers into the development of our
entertainment experiences

Recognize kids who make positive
contributions to their environment
or communities

Daphne Oz and Carla Hall of ABC’s “The Chew" join Crash, star of Disney XD's “Crash & Bernstein,”
in the kitchen for a healthy seasonal recipe.
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Integrate feedback from parents and caregivers into the development of our
entertainment experiences

Parents and caregivers are key partners in helping to guide and shape our approach to entertainment for kids.
Parents know their kids best. We aim for balance when developing age-appropriate entertainment experiences. We
want kids to love our entertainment, and we want parents to trust that we are delivering quality content.

Each year, every major content creation unit at Disney conducts consumer research to learn about consumers’
entertainment experiences in general and Disney entertainment experiences in particular. This feedback helps us
ensure that we are meeting consumer needs and serves to remind us that Disney is often held to a higher standard in
terms of consumer expectations.

This primary research with parents, combined with regular consumer feedback through guest surveys at our theme
parks, as well as other sources such as social media, helps us to create new products and experiences and ensure
that existing products and experiences continue to deliver the brand promise of quality entertainment that parents
and children can enjoy together.

Recognize kids who make positive contributions to their environment or communities

Stories of real kids making a difference in their communities are often powerful and inspirational to other children.
We leverage our media resources to recognize and celebrate the positive contributions kids are making in the world.
For example, in 2013 Radio Disney and ABC executed a campaign in partnership with Youth Service America that
encouraged service and volunteerism and highlighted the impact kids and families could have in their communities
and the world. This campaign culminated in the recognition of exceptional kids in our Heroes for Change Awards
celebrated at the Radio Disney Music Awards.
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Environmental Stewardship

Our commitment to environmental
stewardship focuses on using resources wisely
and protecting the planet as we operate and
grow our business. Current scientific findings
indicate that reductions in greenhouse gas
emissions are required to avert accelerated
climate change. Scarcity of natural resources
and threats to ecosystems and biodiversity
are serious environmental issues. Recent
events, from extreme weather events to
severe droughts to the decline in summer
arctic sea ice extent, all illustrate the severe
consequences and devastating impacts of
climate change. These challenges demand
fundamental changes in the way society,
including businesses, uses natural resources.

Disney adopted and began reporting on its first
set of environmental targets in 2009. Since
many of these targets were due in 2012 and
2013, we entered a yearlong process to revamp
our environmental commitments during 2013.
We wanted to build on key insights from the
first generation of targets to create an updated
set of long-term goals and environmental
targets that are grounded in the current
environmental context. Key to this process was
the involvement and guidance of our business
segments. As the driving force for progress

on our environmental commitments, the
business segments played an integral role in
developing the new commitments by reviewing
environmental mega-trends in the context

of their business plans and identifying the
activities and impacts that are most relevant.
Our intention is that these goals and targets
will continue to drive innovation across our
business segments.

Our previous set of goals were:

» Achieve zero net direct greenhouse
gas emissions

» Reduce indirect greenhouse gas emissions
from electricity usage

» Send zero waste to landfills

» Have a net positive impact on ecosystems
* Minimize water use

» Minimize product footprint

Our newly updated long-term goals for
environmental stewardship are:

« Zero net greenhouse gas emissions
« Zero waste
« Conserve water resources

More detail about our process to update
our goals and targets can be found here.

COMPOST
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X Games waste stations make it easy for fans to make

the right choice.
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Emissions

Achieve zero net direct greenhouse gas emissions

Target Status

By 2013, achieve 50% of our long-term goal of zero net direct greenhouse gas
emissions through a combination of reductions, efficiencies, and offsets

Completed
In 2013, we continued our commitment to achieve a 50% reduction of direct

greenhouse gas emissions. In 2013, our direct emissions were 915,764° metric tons
of carbon dioxide equivalents (CO2eq). To make progress toward the target, we
“retired” 457,882 metric tons CO2eq in carbon credits generated.” The retirement
certificates for the carbon credits can be found on our website. In 2013, we supported
forest projects in North America and internationally. These projects will continue to
generate quantifiable carbon benefits, as well as community and conservation benefits,
in the coming years.

Direct Emissions

1 milion (metric tons COeq) 915,764

500 k 457,882

2009 2010 2011 2012 2013

- Retired Carbon Credits (metric tons CO,eq) . Net Direct Emissions (metric tons CO,eq)

6 Direct emissions for Disney-owned-and-operated facilities (office spaces, stores, Parks and Resorts, stations, and Disney Cruise Line) are measured
and calculated according to the principles in the World Resources Institute’s (WRI) and the World Business Council for Sustainable Development
(WBCSD) Greenhouse Gas Protocol's “A Corporate Accounting and Reporting Standard, 2004 revised edition" (GHG Protocol). Productions (including
TV, cable, movies, ESPN, and Theatricals) are calculated using a combination of actual data when available and estimates when necessary.

7 The retired offsets are from a portfolio of projects, including landfill gas-to-methane, dairy farm methane, biogas from wastewater treatment,
renewable energy from wind turbines, renewable biomass, destruction of ozone depleting substances, nitrous oxide abatement, and improved
forest management. All these offsets are from projects verified to the Climate Action Reserve, Verified Carbon Standard, and Gold Standard by
third-party reviewers.
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Reduce indirect greenhouse gas emissions from electricity consumption

Target Status
By 2013, reduce electricity consumption of existing assets by 10% compared to
2006 baseline in existing assets

Completed
In 2009, we established a corporate goal to reduce electricity consumption in existing assets

by 10% by 2013 compared to a 2006 baseline. This has driven us to develop energy efficiency
policies, programs, processes, and projects in our theme parks, resorts, facilities, and offices
around the world. As a result, we have exceeded our target by reducing electricity
consumption by 11.9%2 compared to 2006.

The electricity reduction during the past years has been accomplished through a multitude of
strategies and programs, including:

* Technology improvements—efficiency equipment upgrades, variable motors, lighting
retrofits, and building enclosure

* Process improvements—automation, thermostat management, and operating schedules
* Behavioral initiatives—reporting and individual accountability

In our effort to reduce electricity emissions, we also continue to evaluate alternative and

renewable sources for our operations. We evaluate these opportunities based on many criteria,
such as geography, cost, operational constraints, and federal and regional incentives.

For more information on our climate program, see Environmental Stewardship on our website.

We continue to evaluate renewable sources of electricity for our operations.

8 Electricity data represent consumption of purchased electricity and purchased chilled water, in those assets existing as of 2006 baseline, per the
electricity target. Electricity consumption in assets added during 2011, 2012, and 2013 were 94.1, 145, and 209.1 million kilowatt hours, respectively.
Electricity consumption in leased offices is not included in these totals, as Disney does not control the management of these spaces. Estimated
electricity consumption in leased offices, based on a multiple of square feet occupied and a generic factor, was 132 million kilowatt hours in 2006 and
79 million kilowatt hours in 2013. Data for previous years have been revised since the 2012 Corporate Citizenship Report to reflect corrections made as
aresult of internal reviews. Data in 2006 are for calendar year. Starting in 2007, data are for fiscal year.
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Ecosystems
Conserve water resources I

Disney recognizes the importance of water as a critical resource for our operations and the communities in which
we operate. The challenges related to water are highly localized. We believe the best way to address water-related
challenges is to evaluate risks on a site-specific basis and design commensurate conservation programs. For
example, as a part of the development of the New Fantasyland at the Magic Kingdom at the Walt Disney World Resort
in Florida, the reclaimed water infrastructure was expanded and is now being used for landscaping and flushing Target Status
fixtures in the new Guest restrooms. This avoids the need for potable water used in the region by about 27.1 million
gallons/year. Additionally, in August 2013, Disneyland Paris launched its on-site wastewater treatment plant for the
Theme Parks here. According to preliminary studies, this facility should allow the recycling and reuse of most of the
treated water for landscape and golf irrigation, road and sidewalk washing, and ornamental pond water. Disneyland
Paris currently estimates that it will save 87 million gallons. The purpose of our water goal is to ensure the efficient Completed
and sustainable use of water by Disney, now and into the future, wherever we operate. As part of our ecosystem management strategy, we are developing an integrated approach

to designing new construction projects. It starts with identifying ecosystem impacts during

the design-review process of new building projects. Next, habitat and restoration solutions
New Target are developed to avoid, minimize, or mitigate those impacts. Finally, we evaluate a set of
sustainable design solutions for potential implementation. We will continue to develop and
evolve our Ecosystems Integrated Approach as more scientific research becomes available.

Have a net positive impact on ecosystems

By 2013, apply our integrated approach to sustainable design, engineering, and
habitat protection for a pilot construction project

By 2018, maintain potable water consumption at 2013 levels at existing sites. Develop Water Conservation

plans for new sites During 2013, we continued the process of testing an ecosystem evaluation methodology. We
are planning additional pilot studies to further assess our methodologies and plan to engage

In the process of creating the new water targets, sites evaluated existing conservation measures and regulatory with external experts for their review. In addition, several of our recent projects achieved LEED

requirements. The target ensures that water use at existing sites will be managed effectively and requires sites to certification: King's Mountain Technology Center in North Carolina, Aulani Resort & Spa in

implement innovative conservation measures. Assets being developed at new sites will include water conservation Hawaii, and the Grand Central Creative campus in Glendale, California.

measures in the design and will create water conservation plans as they become operational, taking local regulations

and local risks into consideration. As in the other impact areas, technical project work will be supplemented with In 2009, we announced an explicit goal and target related to ecosystem impacts. This work

employee awareness and engagement campaigns. focused on two key areas: research on measuring and valuing ecosystem functions and
philanthropy. During our review in 2013, we felt that having a separate ecosystem goal created

Click here for more information about our process to develop the new water target. internal confusion because everything we were doing with emissions, waste, and water was

meant to have a positive ecosystem impact. Therefore, while we will continue to conduct
research on ecosystem impacts and support ecosystem conservation worldwide, we will no
longer have an explicit goal related to these types of impacts.

Product Footprint

Minimize product footprint

For more information on our work to minimize our environmental product footprint, please refer to the
Responsible Supply Chain section of this Performance Summary.

Our Glendale Creative Campus uses native habitat landscaping and reclaimed water for irrigation and restrooms.
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Civic Engagement

Whether it’s through engaging audiences Our civic engagement goals are: Use the power of entertainment to promote a culture of giving
to participate in civic life or engaging « Use the power of entertainment to
stakeholders in two-way dialogue, we promote a culture of giving Since Disney's earliest days, our guiding philosophy has been to act as a compassionate and generous company
understand and appreciate the value of ) that leverages our resources to bring happiness, hope, and laughter to the lives of children and families in need
being active members of our communities + Engage with our stakeholders on a and promote a culture of giving. Disney also uses our media platforms to inspire others to make a difference. For

’ regular basis example, Disney | ABC Television Group's “Day of Giving” raised more than $18 million for the American Red Cross

to help those impacted by the devastation of Hurricane Sandy. The “Day of Giving” was integrated throughout
Disney | ABC Television Group, spanning News, Daytime, Primetime, and Late Night to encourage tens of millions
of viewers to help those impacted by the hurricane. And ESPN helped raise more than $4 million in donations for
TheV Foundation for Cancer Research through a variety of efforts as they honored the 20™ anniversary of Coach
Valvano's famous “Don’t give up—don’t ever give up” speech.

For more examples of how we use the power of entertainment to promote giving, visit ABC, Club Penguin, and the

PNisimea sy Dk Tl o inrnal ctar ~
Disney Post for aaditional stories

Engage with our stakeholders on a regular basis

We believe that working with stakeholders enhances our ability to identify opportunities, address issues, and find
solutions to some of our most important citizenship challenges. Our stakeholders not only include investors, NGOs,
local communities, and advocacy groups but also children, parents, and Disney fans, among others. By engaging with
stakeholders of all types and interests, we gain a better understanding of how their needs interact with the needs

of our business and society. We actively listen to and learn from stakeholders and provide them with information to
better understand our actions and intentions.

For an example of our stakeholder engagement see Stakeholder Feedback.

Chris Cuomo, Tony Danza, and Andre Braugher help kick off “A Day of Giving"” to benefit the victims of Hurricane
Sandy on ABC News “Good Morning America.” Photo credit: ABC/Lou Rocco
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Respectful Workplaces

At Disney, we strive to foster safe, respectful, Our goals for fostering safe, respectful, and Maintain safe workplaces
and inclusive workplaces. This commitment inclusive workplaces are:
applies to all of Disney’s approximately « Maintain safe workplaces Disney is committed to reducing the risk of injury and iliness to our employees and to addressing any problems that
175,000 employees and spans our efforts to ' _ ) may occur. We utilize a team-based safety strategy centered on the belief that safety is everyone’s responsibility
develop a diverse workforce, maintain safe + Develop a diverse workforce, an inclusive and rests with each employee. In addition, management takes a visible and active role in embedding safety into the

: workplace, and an engaged marketplace planning process for all projects and business development. This commitment is communicated to every employee
and secure workplaces, and support the :

: S rt | d | t as well as contractors, vendors, and suppliers.

health and wellness and career development * Support employee career developmen
of our employee base. Our Corporate Diversity  « Increase access to and participation in health Security is a key pillar of The Walt Disney Company and affiliated companies’ commitment to corporate citizenship,
Council, comprised of senior leaders from and wellness programs for our employees and a top concern of our employees and guests, and one of the underpinnings of Disney's continued success. The Disney
each division and chaired by our CEO, Robert their families Global Security enterprise executes this mission and aims for excellence and continuous improvement to make every

A. Iger, provides guidance and direction so day safer and more secure than the day before.

that we create content, products, services,
and guest experiences that grow our For additional information, see Safety and Security on our corporate website

business and engage and reflect the diverse

communities that we serve.
Develop a diverse workforce, an inclusive workplace, and an engaged marketplace

INODIIIVIL

P - m We believe our entertainment offerings must include a multitude of ideas and experiences to meet the needs
}! EP ?GS - g of the diverse consumers, guests, fans, and viewers we serve every day. As a company, we include and attract
e . individuals who reflect the diverse world in which we live. We also seek to ensure that our workplace is inclusive
; and provides the opportunity for our people to contribute and develop to their full potential.

-
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=
2 ' We believe that having employees with a broad range of backgrounds, experiences, and perspectives gives us an

advantage in understanding and meeting the needs of our consumers. This commitment serves to keep our focus
on attracting, developing, and retaining a diverse workforce at every level.

,z-

Having a diverse workforce is critical to our business. We welcome a variety of opinions, ideas, and perspectives to
ensure we continue to top our own performance and represent our global marketplace. In 2013, we continued to
diversify our workforce and celebrate the rich differences that reflect the global communities, guests, audiences,
and consumers we reach. Among other accomplishments, we continue to see an increase in our overall minority
and female employee population. Through our enhanced employer branding campaigns, applicant tracking, and
management reporting processes, we have also experienced an incremental increase among our minority and
female executive hiring.

First Lady Michelle Obama and Chairman and Chief Executive Officer Robert A. Iger sharing the stage at Disney’s
Veterans Institute with veterans hired through the Heroes Work Here initiative.
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Responsible Supply Chain

At Disney, we operate our supply chains in meeting these challenges through ongoing Increase understanding of the extended supply chain for Disney-branded products in order
a manner consistent with our values. This assessment of the causes of any noncompliance, to promote safe, inclusive, and respectful workplaces wherever these products are produced
includes promoting the responsible sourcing of  continuous review and improvement of our

Disney-branded products by working to assess  operations, and constructive engagement with Disney's International Labor Standards (ILS) Program, created in 1996, oversees the implementation of Disney's

and improve labor conditions in production key stakeholders. Code of Conduct for Manufacturers, which we use to monitor, evaluate, and address issues related to working
facilities, helping to uphold the safety and conditions in the more than 29,000 facilities manufacturing Disney-branded products around the world.

integrity of these products through testingand  Our citizenship goals for managing a

monitoring programs, and exploring ways to responsible supply chain are:

reduce the environmental footprint of these « Increase understanding of our extended Visibility

products and of our supply chains. supply chain in order to promote safe, We use the term “visibility” to refer to our knowledge of working conditions at each facility within the extended supply

chain for Disney-branded products. “Visibility” is a measure of the number of unique facilities for which we have

inclusive, and respectful workplaces wherever = . ; . o
P P qualified audits or assessments compared with our total authorized facility base.

In 2013, the Integrated Supply Chain Disney-branded products are produced
Management team was created. The primary

N ; e i 3 » Support programs and initiatives that address In 2012, we modified our tracking from "Audit Coverage” to “Visibility.” Audit coverage focused on the number
mission of this _new organization is to oversee core labor issues within our supply chain of audits actually conducted in a fiscal year relative to the total number of authorized facilities in that fiscal year.
our supply chains in order to promote ) . Visibility instead focuses on our awareness of labor conditions and is the number of facilities for which we had a
operational and citizenship objectives s F’romote leading POI'C'eS on product safety qualified audit (which may have been conducted in the previous fiscal year but which are still qualified under our
(including labor standards, product safety, in our supply chain program) relative to the total number of authorized facilities in the fiscal year.
quality, productivity, financial performance, * Minimize the environmental footprint of

Our knowledge of working conditions comes primarily from conducting and reviewing audits or assessments—either
ones we conduct ourselves or ones we receive from licensees, vendors, or others. These audits and assessments are
conducted by those qualified to perform such audits or assessments.

environmental performance, and regulatory our products
compliance). For our vertical businesses, such
as The Disney Store and Walt Disney Parks &
Resorts, this new organization manages our
supply chains to integrate responsible sourcing
practices into all aspects of our operations.

For our licensing business, where Disney-
branded products are manufactured and sold
by independent entities under intellectual

Where conditions do not meet our expectations, we issue Corrective Action Plans and require follow-up audits to be
conducted, allowing us to track and measure working conditions over time while driving improvement at the facilities
producing Disney-branded products.

. . Target Status
property licenses from us, we communicate our
expectations and requirements for responsible
sourcing and production and actively monitor By 2014, increase visibility into facilities producing Disney-branded products in
performance against these expectations and high-risk countries by 50%, and achieve 100% visibility by 2018

requirements. On Track

As part of our effort to increase visibility into facilities manufacturing Disney-branded
products, we continue to focus our resources on facilities located in countries that have
been identified as higher risk for labor standards and governance issues. We identify higher-
risk countries and prioritize visibility into facilities operating in those countries by utilizing,
primarily, the World Bank's Worldwide Governance Indicators, which assess the degree

of governance in countries on a variety of topics. To conduct risk assessments, we also
leverage our years of experience with working conditions in facilities throughout the world.

The unique nature of our consumer products
business means that Disney-branded products
are produced in over 29,000 facilities in more
than 100 countries. As a result, we face unique
and significant challenges in monitoring

Factory workers in India participate in BSR's

2 : : HERfinance program, funded by a pilot grant from
performance agamSt our hlgh expectatlons Disney. Photo credit: Chhavi Ghuliani/BSR

and requirements. We remain committed to
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Minimum Compliance Standard: Remediation and Termination

Disney requires that all facilities engaged in the production of Disney-branded products meet and maintain, at a
minimum, a requisite level of compliance with the Code referred to as the Minimum Compliance Standard (“MCS").
The MCS reflects the standards set forth in the International Labour Organization’s Declaration on Fundamental
Principles and Rights at Work in addition to other high-priority issues identified by Disney. In order to meet the MCS,
a facility must demonstrate the absence of violations in each of the following categories:

For this target, “Disney-branded” means all products produced under license from The Walt
Disney Company. We achieve visibility into these facilities by reviewing social compliance
audits conducted by Disney and by independent auditing organizations engaged by Disney,
as well as by the independent licensees, vendors, and buying agents authorized or licensed
to produce Disney-branded products. Visibility gives us an understanding of conditions
within facilities and enables us to identify labor standards issues and work with our business
partners to address those issues and help foster safe, inclusive, and respectful workplaces » Child Labor

in the facilities that produce Disney-branded products. We require third-parties to provide « Involuntary Labor
audits conducted within six months prior to the date of audit submission and repeat the
audits within 12 months or sooner. Identifying areas of concern through increased visibility
allows us or our licensees and vendors to address concerns and make an impact on a + Discrimination

facility’s overall compliance. + Serious Health and Safety Conditions

* Freedom of Association

» Coercion and/or Harassment

In 2013, Disney continued to make progress in improving our visibility into facilities

making Disney-branded products in high-risk countries. We improved our visibility rate * Subcontracting and Homeworkers

to 59% in 2013, up from 41% in 2012 (a 44% improvement since 2012 and a 69%

improvement since our base year of 35% in 2011). We are now on track to achieve our In addition, the MCS requires that facilities provide access to complete and accurate information, including all

goal of 100% visibility in high-risk countries in advance of our original 2018 commitment. physical locations within the facility, relevant documents, and workers for private interviews.

We will continue to add additional resources as necessary to achieve our 2014 and 2018 MCS violations identified prior to the initial authorization for Disney-branded production must be resolved before,
targets. This includes educating and engaging a greater number of licensees and vendors and as a condition of, initial production authorization by Disney. MCS violations identified during the course of

in facility monitoring and adding to our ability to analyze facility audit reports, as well as production must be corrected or remediated within the time periods and in the manner established by the ILS
engaging with numerous stakeholders in order to achieve greater transparency, consistency, Program as a condition of continued use of the facility. A facility may be subject to immediate loss of authorization to
and sustainable progress. produce Disney-branded products if:

» MCS violations identified during the course of production are not remedied within the designated time periods as
evidenced by a subsequent audit demonstrating compliance with the MCS as required by the ILS Program

« An audit (from any source) reveals fraud, bribery, or other improper influence

Ty

Y'Y wqre~
e S|
e e By giving facilities an opportunity to remediate MCS issues within a defined period of time, our hope is to drive
— improvement over time. Despite the overall size of our Consumer Products business, we are not always influential at
. 4 - s i JW BRI Y ! ; At the factory floor level, and sometimes facilities simply fail or refuse to make improvements. When this occurs, and
) = X S . ; . AN et ' ‘ ' 5ad N given the severity of MCS issues, we may withdraw the facility’s authorization to produce Disney-branded product
: & ' - e because we do not want to further contribute to or benefit from these violations, and experience has shown that we
have not been able to influence an improvement.

T et

By establishing MCS compliance, at a minimum, for all facilities in higher-risk countries, we can then focus on driving
improvement and promoting better outcomes or impacts on workers.

In 2013, after MCS findings were discovered during initial audits, approximately 800 facilities lost authorization to
produce Disney-branded products for failing to remediate those MCS findings within the required time frame, and
approximately 850 facilities addressed those issues within the required time frame and were therefore able to
continue manufacturing Disney-branded products.

Disney supports the ethical production of Disney-branded merchandise through programs focused on
safety, labor, and the environment.
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Looking Ahead

Our path ahead is one of optimism and possibility.

We believe that our greatest citizenship opportunity is our ability to inspire others to join us in
creating a brighter tomorrow. During 2014, we will continue to explore new ways to make healthy
living fun and accessible, to bring hope, happiness, and comfort to kids and families, to connect
kids with nature, and to nurture creative thinking skills. By utilizing the immense reach and influence
of our diverse media platforms—from television programs and feature films to consumer products,
video games, and immersive experiences—we believe we can inspire a generation of artists,
innovators, athletes, engineers, communicators, architects, zoologists, and dreamers to create

the future they imagine.

We also recognize that our license to inspire is built upon a foundation of acting responsibly and
considering the consequences of our decisions on people and the planet. During 2014, we will
continue to focus on promoting operational and citizenship objectives in our supply chains through
the newly created Integrated Supply Chain Management group. Gaining deeper visibility into our
supply chains will be a critical aspect in integrating responsible sourcing practices (including labor
standards, product safety, quality, productivity, financial performance, environmental performance,
and regulatory compliance) into all aspects of our operations. We will also continue to work with

our business segments on driving innovation to help reach our new environmental targets, and

will continue to focus our strategic philanthropy on the areas of healthy living, strengthening
communities, nature conservation, and creative thinking.

We are committed to finding new ways of reaching audiences with stories about our
commitment to citizenship, including our new Twitter account (@citizendisney), and our website.

There are no limits to where creativity and imagination can take us. In our stories, we find the
inspiration to envision a brighter tomorrow and the aspiration to make that dream come true.
We are focused on inspiring kids and families everywhere to join us in taking action and caring
for the world we share. Together, we are creating a better tomorrow where the greatest stories
have yet to be told.

We hope you will be inspired to join us.

Disney looks to inspire others to join us ;st»zp
in creating a brighter tomorrow. .
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