
   Walt Disney International is responsible for overseeing 
Disney’s business activities and growth initiatives in markets outside the 
United States. The Company remains committed to ensuring that its brands 
remain locally and culturally relevant across the globe while ensuring 
responsiveness to consumer demand.

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

Having brought years of delight to fans in London and New York, 
the Mary Poppins Broadway musical opened at Melbourne’s Her 
Majesty’s Theatre.
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