














I ENVIRONMENT |

SPOTLIGHT ON ENVIRONMENTAL PROGRAMS FOR YOUTH

Disney’s Friends for Change: Project Green

In May 2009, we launched Disney’s Friends for Change: Project Green, a program to help kids help the
planet, on Disney Channel, Radio Disney, and Disney.com. The program features some of Disney’s biggest
stars including Miley Cyrus, Selena Gomez, Demi Lovato and the Jonas Brothers.

Friends for Change encourages kids to take simple actions in their everyday lives and gives them the
opportunity to help Disney distribute more than $1 million to environmental projects around the world. The
program helps kids realize their power as individuals and as a collective to effect change in the world. To
date, kids have taken almost 1.5 million pledges that stand to prevent more than 70,000 tons of carbon
emissions per year and save nearly 122 million gallons of water per month. As a result of kids' votes, Disney
will distribute more than $1 million to 20 environmental projects related to climate, waste, water and
ecosystems. A Friends for Change anthem performed by Disney Channel’s top stars, “Send It On,” raised
an additional $500,000 for conservation projects around the world.

Disney’s Planet Challenge

Launched in September, Disney’s Planet Challenge is a national environmental learning competition for
4th — 6th graders that builds on 15 years of similar initiatives by Disney in California and Florida. In this
program, classrooms are challenged to create and implement their own projects to help the environment
at their schools and in their communities.

Disney's Planet Challenge offers teachers free environmental science curriculum, developed by the
WestEd K-12 Alliance, including lesson plans customized to the requirements of every state. Participating
classrooms are eligible for grant funds to support their projects, and winning classrooms receive a range
of Disney prizes including a class celebration at Disneyland for the national grand prize champion.
More than 2,100 classrooms representing all 50 states and Washington, D.C., have registered for the
inaugural 2010 Challenge. The program was developed in collaboration with the National Science
Teachers Association, the U.S. Environmental Protection Agency, and other government and
environmental organizations.

For more information on Disney’s environmental programs, please visit the Environment section of the 2008 Corporate Responsibility Report.







s KIDS' HEALTH AND NUTRITION )

Chart 6: Nutritfional Guideline Adoption in Disney's Global Licensed Food Portfolio

Percentage of The Walt Disney Company'’s licensees’ wholesale food sales dedicated to everyday
foods that meet Disney’s Nutritional Guidelines.
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For more information on Disney’s kids’ health and nuirition programs, please visit the Children and Family section of the

2008 Corporate Responsibility Report.

I HEALTHY CLEANING

In March 2009, The Walt Disney Company Healthy Cleaning Policy was published. To date the implementation
of our Healthy Cleaning Policy has reduced the number of chemicals used by our custodial and housekeep-
ing team by more than 60% at Walt Disney World Resort, and reductions are also being made at Disneyland
Resort. In addition we've enhanced our screening system to help limit the cleaning chemicals ordered.




e  CORPORATEGIVING

In 2009, Disney contributed more than $230 million in cash and in-kind support to organizations in local com-
munities and around the globe. Disney’s corporate giving confinued to support the well-being of children and
families, through contributions to programs supporting children’s hospitals, culture and arts, not-for-profit orga-
nizations, and military families, as well as emergency relief funds dedicated to helping rebuild communities
and habitats after natural disasters. We also granted more than 8,000 wishes to children with life-threatening
illnesses. Chart 7 provides more information on our charitable giving.

Chart 7: Corporate Giving by Disney

Dollar Value
2008 2009
Cash Donations $41M $35M
Product Donations' $42M $92M
Other InKind Donations! $126M $102M
Worldwide Totals S209M S$S230M

1. Product donations include tangible items such as toys DVDS books and gifts. Other in-kind donations refer to creative resources public service airtime and other program or
event costs. Both product donations and other in-kind donations are estimated dollar values of goods and services contributed to charitable causes.

e VOLUNTEERISM —

In 2009, Disney Cast Members and employees showed a significant commitment to volunteering and chari-
table giving. Over the course of the fiscal year, Disney VoOluntEARS:

e donated more than 569,000 hours of service;

e raised or donated more than $10.6 million through Disney-supported programs, such as the
Disney VoluntEARS Community Fund and United Way; and

¢ directed more than $2 million from the company for local charities, through Disney’s
EARS to You program, based on the number of hours they volunteered during the year.

As a company, we also continue to harness the power of our brands and media presence to encourage
others to be active in their communities. At the inaugural D23 Expo, a gathering of Disney fans, guests
became honorary Disney VoluntEARS, contributing to more than 15,000 volunteer actions, such as tree plant-
ing or assembling comfort kits for children in need. In cooperation with the Entertainment Industry Foundation,
Disney included volunteering messages in 28 television shows, as well as public service announcements,
throughout a week in October as part of iPartficipate. In September, Disney Parks & Resorts announced
Give a Day, Get a Disney Day, a program through which 1 million people who perform volunteer service in
2010 for a participating nonprofit agency will receive a free one-day admission ficket to a Walt Disney World
Resort or Disneyland Resort theme park.

@ For more information on charitable giving and volunteerism at The Walt Disney Company, please visit the Community section of the 2008
Corporate Responsibility Report.
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Chart 10: ILS Focus Areas for Fiscal Year 2009 (cont.)
FOCUS AREA FISCAL YEAR 2009

Collaboration with external stakeholders We expanded our involvement in the following mulii-stakeholder and industry
inifiatives during fiscal year 2009:

« Disney joined Fair Factories Clearinghouse to facilitate cross-industry partnership
and sharing of factory assessments, which will help reduce duplication of factory
assessments and shift resources to remediating non-compliances.

We strengthened our support of the ILO/IFC Better Work program by endorsing
the International Buyer Principles and supporting the program's expansion into
Jordan and Vietnam as well as Haiti, a country we had previously suspended
from product sourcing.' In each case where Better Work operates, there are
benefits from a reduction in the duplication of monitoring, comprehensive and
credible assessment techniques, and the integration of monitoring with
capacity-building and remediation support.

Responsible Cotton Network - Uzbek Cotton: Disney participated in a network of
companies, NGOs, investors, trade unions, multi-lateral institutions and others
that find the use of forced child labor in the harvesting of cotton from Uzbeki-
stan, the world's third largest exporter of cotton, to be unacceptable. While
only a relatively small part of Disney’s business is based on procuring, licensing or
retailing cotton-based products, fostering children’s well-being is of the utmost
importance and we will not condone the state-sponsored exploitation of
children in the supply chains of our branded products. As a result, we have
published a statement on this situation and asked our licensees and vendors not
to use Uzbek cotton until the issue is addressed.

1. At the time of the devastating January 2010 earthquake in Haiti several licensees and vendors were considering Haiti for production of Disney-branded products but no
factories had yet been approved. We have an on-going dialogue with our licensees and vendors as well as a multi-stakeholder working group through the ILO/IFC Better Work
program and the MFA Forum to evaluate what role we and other brands can play to help Haiti re-build its apparel industry.

For further information on The Walt Disney Company’s International Labor Standards program, visit the Workplaces section of our 2008
Corporate Responsibility Report.




d WORKFORCE DIVERSITY AND SUPPLIER DIVERSITY _

At Disney, we're committed to appealing to broad audiences and reflecting the diversity and multiculturalism
of our audiences and the world. We believe that diversity of content, our workforce and our supplier base is
integral for the growth and viability of the company. It leads to a richness of ideas and inspiration that
enhances our internal creativity and the company’s vitality.

Charts 11 and 12 reflect fiscal year 2009 minority and gender statistics for the company’s workforce. Chart 13
reflects the growth in total direct spend with minority and women-owned business enterprises.

Chart 11: Minority Statistics'

MINORITY
Fiscal Year 2008 Fiscal Year 2009
All U.S. Based Employees 40% 40%
New Hires 48% 50%
Management 21% 21%

1. Minority is defined as “non-white” employee. Employee statistics are self-reported and reflect our employee base as of the end of fiscal year 2009. Ethnicity data is only available
for U S.-based employees it is not fracked internationally. “Management" includes employees at the manager level and above.

Chart 12: Gender Statistics!

MALE FEMALE
Fiscal Year 2008 Fiscal Year 2009 Fiscal Year 2008 Fiscal Year 2009
All U.S. Based Employees 48% 48% 52% 52%
New Hires 38% 39% 62% 61%
Management 56% 57% 44% 43%

1. Employee statistics reflect our employee base as of end of fiscal year 2009. "Management” includes employees at the manager level and above.

Chart 13: Total Direct Spend: Minority and Women-owned Business Enterprise
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For further information on The Walt Disney Company’s diversity programs, visit the Workplaces section of our 2008 Corporate
Responsibility Report.







