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Since the company’s earliest days, conservation and the environment have been recurring themes in 
Disney offerings, from motion pictures and television programming to our parks and resorts. Building 
on this legacy, we’ve recently intensified our actions on behalf of the environment. Today, we make 
concerted efforts to embed environmental stewardship into the decisions and actions of our 
employees, Cast Members and Guests through a series of new programs and policies, grounded in 
science and taking advantage of the best of our company’s talents and abilities.

The diversity and scope of Disney’s operations make it a challenge to implement a strategy that 
successfully enhances environmental efficiency and conservation across the board. Business segments 
have vastly different operations, all of which impact different areas of the environment. Additionally, each 
segment has operations located in many different geographical regions throughout the world, each with 
a unique set of environmental issues.

Legacy of action
Environmental stewardship has been a component of 
our business as far back as the earliest Disney films and 
Disney parks. In the 1960s, the company set aside nearly 
one-third of The Walt Disney World Resort property 
in Florida as a dedicated wildlife conservation area in 
perpetuity. Disney coined the term Environmentality™ 
in 1990 to represent an environmental way of thinking 
about things big and small throughout the company. 
Since 1989, our progress in this area has been reported 
in our annual Enviroport.
 
 

workpLaces
African elephant, Tsavo, was born in June 2008 to mother, 

Moyo, at Disney’s Animal Kingdom.

Environment

In this report, we want to share key elements of our 
progress, including some specific environmental goals 
and targets. The progress we have made is the result 
of work by employees and Cast Members worldwide 
in every business segment, ranging from compliance 
to communications and countless others who make 
Environmentality real in their daily work. 

Some highlights:

•	 Unique	solutions	to	sustainable	development	are	a	
hallmark of Disney’s Florida projects. As part of an 
ecosystem management strategy, Disney purchased 
an “at risk” parcel of 8,500 acres at the headwaters 
of the Everglades in 1993 to create The Nature 

http://corporate.disney.go.com/environmentality/enviroport.html
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Conservancy’s Disney Wilderness Preserve. Disney’s 
$45 million investment, made in collaboration with 
the Florida Department of Environmental Protection, 
Florida water management districts, the Audubon 
Society of Florida and The Nature Conservancy, is 
a living laboratory for land restoration. Heralded by 
then-EPA Administrator Carol Browner as a model for 
all companies, the effort was a new way to approach 
responsible development, while acknowledging the 
need for growth.

•	 The	Disney	Worldwide	Conservation	Fund	was	
established on Earth Day in 1995 to support the 
important work of both local and global nonprofit 
organizations to positively impact wildlife, 
ecosystems and the communities so closely linked 
to their survival. Since its inception, the fund has 
granted more than $12.8 million to support more 
than 750 conservation projects in 110 countries.

•	 Disney’s	Environmentality	Challenge,	our	
environmental youth education program, has over 
the last 15 years engaged 1.5 million children in 
projects benefiting the environment, bringing big 
benefits to their communities.

•	 More	than	10	years	ago,	Walt	Disney	World	was	
recognized	as	a	U.S.	Environmental	Protection	
Agency (EPA) “Energy Star Partner” for implementing 
significant energy savings throughout the property. 
Participating in the EPA’s Green Lights program 
saved enough energy to power Disney’s Animal 
Kingdom in its first year of operation.

•	 Disney	has	received	awards	from	the	U.S.	EPA	for	
success in other areas as well, including energy 
and waste reduction, community involvement and 
commuter programs, as well as multiple awards 
from the California EPA, the Florida Department of 
Environmental Protection, the Environmental Media 
Association and others.

•	 All	Disney	Florida	resorts	have	achieved	the	Florida	
Green Lodging certification.

•	 Starting	in	the	early	1990s,	the	Walt	Disney	World	
Resort voluntarily began to reduce its reliance on 
pesticides and started work on an Integrated Pest 
Management (IPM) program that uses alternatives 
to harsh chemicals. This innovative approach uses 
beneficial insects, insect growth regulators, and 
other methods such as soaps, oil sprays, and baits 

(instead of sprays). For example, “good” bugs are 
placed on plants in order to eat “bad” bugs that are 
destroying the plants.

environmentaL poLicy

The Walt Disney Company seeks to establish and sustain 
a positive environmental legacy for Disney and for future 
generations. In doing so, the company is committed to 
minimizing its overall impact on the environment while 
encouraging and activating environmentally responsible 
behavior on the part of Cast Members and employees, 
Guests and business associates throughout the world. 

Specifically, Disney aims to conserve water, energy and 
ecosystems; to reduce greenhouse gas emissions; to 
minimize waste; and to inspire public consciousness in 
support of environmental sustainability. The company 
seeks to identify, measure and understand the direct and 
indirect impact of its operations and develop innovative 
and realistic solutions for mitigating those impacts. 
It also complies with, and in some cases exceeds, 
environmental laws and regulations. 

Finally, the company is committed to communicating 
regularly its progress in implementing the policies and 
achieving the targets that it has established.

Key Focus Areas

Disney’s environmental policy consists of the following 
focus areas: 

Water and Energy Conservation

Improve water and energy efficiencies in existing 
operations. Invest in new technologies and systems that 
enhance water and energy conservation. Include water 
and energy management as an integral part of planning 
for future projects to reduce the consumption of water 
and energy.

Greenhouse Gas (GHG) Emissions Reduction

Reduce GHG emissions by identifying the sources and 
implementing solutions, including source elimination, 
efficiency improvement, minimizing transportation 
and other fuels, and increasing the use of clean fuels. 
Examine the supply chain to achieve improvement.

http://conservation.wdwpublicaffairs.com/
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our commitments
Disney has made a significant commitment to  
each major focus area by setting ambitious long-
term goals. In 2006, President and Chief Executive 
Officer, Bob Iger, and Senior Executive Vice President 
and Chief Financial Officer, Tom Staggs, brought 
together senior leaders from each business segment 
to discuss environmental issues as they relate to 
company operations. Together, under the leadership 
of a Senior Vice President, Environmental Affairs, 
Disney’s Environmental Council6 drafted the company’s 
environmental strategy and long-term goals. 

Achieving these goals begins with measuring and 
defining our footprint, setting medium-term targets, 
and putting in place initiatives to reach those targets. 
Progress for each focus area is highlighted in this report. 
Looking forward, Disney will strive to be even more 
strategic, even more innovative and an even better 
steward of the Earth as our business grows. 

The reasons for this are straightforward. Current 
scientific conclusions indicate that urgent 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. A successful response to these 
challenges demands fundamental changes in the way 
society, including businesses, use natural resources, and 
Disney is no exception. 

6  For more information about the Environmental Council, please see the Education & Action section of the report.

Waste Minimization

Minimize waste in our operations and business activities. 
Dispose of waste conscientiously and creatively by 
making “reduce/reuse/recycle” the standard operating 
procedure. Incorporate waste reduction into the design 
of products, programs, and facilities; reduce waste 
through innovative product development, supply chain 
management, and end-of-life recycling.

Ecosystem Conservation

Promote wildlife and habitat conservation through 
cooperative efforts with the scientific and academic 
communities and organizations committed to preserving 
the Earth’s biodiversity and ecosystem functions. 
Effectively plan and manage conservation lands for the 
preservation of native plant and animal species. Integrate 
natural resource conservation in future planning, 
development and operations activities. 

Inspire Action

Engage and inspire employees, Guests, viewers, 
interested parties and business associates to make 
positive impacts on the environment. Integrate 
environmental messaging into products, guest 
experiences and media platforms worldwide.

Long-Term Goals

1

2

3

4

5

6

7

Zero net direct greenhouse gas emissions

Reduce indirect greenhouse gases from electricity consumption

Zero waste

Net positive impact on ecosystems

Minimize water use

Minimize product footprint

Inform, empower and activate employees, business partners and consumers to take positive action for the environment

 Chart 9: Environmental Goals
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restaurants and radio and TV stations. Sources of direct 
emissions at facilities include boilers, generators, vehicular 
activity in and around assets, cruise ships engine activity 
and refrigeration systems. Electricity consumption at 
facilities results in indirect greenhouse gas emissions.  
(See Chart 10 for calendar year 2006 emissions and 
electricity consumption data.) The values have been 
confirmed through an internal validation process and data 
gaps have been identified. These gaps will be closed as 
Disney continues to refine the annual inventory process.  

Climate and Energy

Long-Term Goal #1: Zero net direct  
greenhouse gas emissions
The approach to this goal follows the hierarchy of 
avoiding emissions, reducing emissions through 
efficiency, replacing high-carbon fuels with low-carbon 
alternatives, and then using high-quality offsets for 
what is left. “High-quality,” in this case, will be defined 
by a strict set of criteria used to select offset projects.

Long-Term Goal #2: Reduce indirect greenhouse 
gas emissions from electricity consumption
This goal focuses on taking steps to be more efficient 
in electricity consumption, the procurement of clean 
electricity from utilities and investments in clean 
electricity projects. 

Measurement 

In 2007, the company embarked on the first companywide 
GHG emissions inventory which measured for calendar 
year 2006. Given the complex and dynamic structure of 
the company’s activities, it was important to approach 
the inventory in a clearly defined and systematic manner 
and in accordance with principles outlined in the World 
Resource Institute’s GHG Protocol. Based on research, 
we first captured data from facilities.

Disney facilities include our parks and resorts, owned 
and leased office spaces, cruise ships, retail outlets, 

Type Amount

Direct GHG emissions from fuel combustion and refrigerant leaks (metric tons CO2eq)

Electricity (million kilowatt hours)

Indirect GHG emissions from electricity (metric tons CO2eq) 1,083,675

2,006

566,042

 Chart 10: Greenhouse Gas Emissions and Electricity Usage (2006)a

a These totals do not include data for Tokyo Disney Resort. Tokyo Disney Resort is neither owned nor operated by The Walt Disney Company
Examples of emissions that were excluded from this chart include the following:

  manure they were excluded from this chart.

Solar panels at Walt Disney Studios in Burbank 
provide clean, renewable energy.
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Charts 11 and 12 illustrate contributions from various asset types to the totals listed in the table on the previous page.

 Chart 11: Direct GHG Emissions by Category (2006) 

300

250

200

150

100

50

0
Theme Parks &

Resorts

27,782

110,157

105,877

Office/Retail
/Stations

6,791
16,105
29,709

Cruise Ships

11,010

255,700

2,910

Refrigerants

Fuels Used in Vehicles

Fuels Used in Buildings

M
et

ric
 To

ns
 C

O2
e/

ye
ar

The direct greenhouse gas emissions due to operations for calendar year 2006 were summarized into three categories: Theme Parks & Resorts, Office//Retail/Stations, and Cruise Ships.
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This chart does not include a category for electrical consumption and corresponding emissions from cruise lines because both ships, the Magic and Wonder, do not purchase any electricity. All electricity is generated by the internal combustion engines 
on board and the greenhouse gas emissions are captured under the direct emissions from mobile sources for the cruise ships.      

 Chart 12: Indirect GHG Emissions and Electricity Consumption (2006)
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efficiency improvements, conservation and education 
in Florida. Disney’s Strive for Five also received a 
Sustainable Florida Promising Practice Award from the 
Council for Sustainable Florida.

Responsible Retail Operations 

Our Disney Store operations represent the local face  
of the company in many communities, not only 
throughout	the	United	States	and	Canada,	but	also	
in many locations in Europe and Asia. A leader in 
environmental initiatives, the Disney Store’s European 
distribution center has taken an active role in seeking 
to reduce its environmental impact through a variety of 
actions relating to transportation, recycling, composting, 
sourcing local foods and other areas. These initiatives 
have delivered real progress. For example, the distribution 
center has cut energy consumption by over 38% since 
last year and solar panels provide hot water for over nine 
months of the year. 

Climate Solutions

The company has formed a climate solutions working 
group to engage each business unit in actively reducing 
carbon emissions. This group develops strategies for 
avoiding emissions, reducing emissions through efficiency, 
replacing high-carbon fuels with low-carbon alternatives 
and acquiring high-quality offsets for what is left. 

We plan to form a green energy working group in 2009 to 
develop new strategies for pursuing clean energy.

Challenges

Achieving zero net direct GHG emissions depends on 
the ability to reduce or eliminate consumption of carbon-
based fuels such as natural gas, gasoline and diesel, and 
acquire or generate carbon offsets from projects. Alternative 
fuels, such as biodiesel, are currently available, but only in 
limited quantities and for limited applications. In the case of 
carbon offsets, there is no formal, governmental oversight 
or	regulation	of	such	efforts	in	the	United	States.	Therefore,	
caution is required to choose credible partners to generate 
carbon offsets. Transparency and completeness in reporting  
are critical, as well as due diligence in selecting carbon 
offset programs.

Each of the measures needed to meet the electricity 
targets has its own set of challenges. In the case of 
improved asset efficiency, an integrated approach 

Medium-Term Targets

Initiatives

Employee Commuting

One of our goals is to promote more widespread and 
efficient carpooling and other commuting methods that 
can reduce the number of employee drivers on the road. 
With help from rising gas prices and a Wall-E themed 
summer promotion, southern California employees 
reported 195,989 instances of clean-air commuting (i.e. 
carpooling, walking, mass transit, etc.) during the months 
of July and August 2008. This is an 18% increase in 
clean-air commuting instances as compared to July and 
August 2007.

Additionally in 2008, the company participated in a 
successful test of zero-emissions hydrogen fuel-cell 
Chevrolet Equinox vehicles. Executives throughout the 
company test drove the zero-emissions vehicles for a 
few weeks each, reporting results to General Motors. 

Strive for Five

The Walt Disney World Resort “Strive for Five” energy 
conservation program won the second annual Florida 
Energy	Achievement	Award	from	the	University	of	
Central Florida’s Florida Solar Energy Center. This 
program reduces energy consumption through Cast 
Member education and other programs. The award 
was presented for significant achievements in energy-

In addition to our initial baseline inventories and emissions 
measurements, we have also set medium-term reduction 
targets for Disney facilities as part of our pursuit of our first 
two goals.  

Specifically, 

•	 For	direct	emissions	from	fuels:	by	2012,	Disney	seeks	 
 to achieve 50% of its long-term goal through a  
 combination of reductions, efficiencies and offsets.

•	 For	electricity	consumption:	by	2013,	Disney	seeks	to	 
 reduce electricity consumption by 10% compared to  
 2006 baseline in existing assets.

•	 Disney	will	develop	a	plan	to	aggressively	pursue	 
 renewable sources of electricity to reduce emissions  
 from electricity. 
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Initiatives

Merchandise Bags

In 2008, Disney set a merchandise bag standard 
outlining how branded retail plastic bags should be used 
within worldwide operations. The standard recommends 
that plastic bags be made from post-consumer recycled 
material, unless acquired from a region in which recycled 
content is not available, and paper bags be made from 
Forest Stewardship Council-approved pulp. Additionally, 
the standard spells out requirements and guidelines 
to minimize overall usage of disposable bags. Cast 
Members are encouraging Guests to reuse existing bags 
and consider purchasing sturdy reusable bags available 
at many retail outlets. Additionally, all plastic bags must 
now contain messaging that describes the environmental 
attributes of the bag and inspires reuse and recycling in 
lieu of disposal.

toward design will require additional financing. In the 
case of clean electricity generation, we must identify 
opportunities for self-generation at a larger scale than 
anything that Disney has attempted thus far. Finally, 
procuring clean electricity will be a challenge, especially 
in light of increased competition for such resources.

Waste

Long-Term Goal #3: Zero waste

Disney has a long-term vision of achieving zero 
waste. Meeting the goal will require minimizing waste, 
increasing and improving aggressive recycling and 
other disposal mitigation programs, and sourcing 
high-recycled content and highly recyclable products. 

Measurement

Disney business units generate solid waste during the 
course of regular business operations. The quantity of 
solid waste sent to municipal landfills from all theme 
parks (excluding Tokyo Disney Resort, which is owned 
and operated by the Oriental Land Company) is provided 
in Chart 13. The table also lists the estimated quantity 
of material diverted from landfills in 2006 from initiatives 
such as recycling, reuse, composting and donations.
We intend to include estimated solid waste data for our 
other operations in future reports.

Recycling is everywhere at ESPN’s X Games.

Type Tons

Total waste generated

Waste sent to landfill

 Chart 13: Waste Data for the Parks and Resorts 
Segment (2006)

Waste diverted from landfill

298,000

170,000

128,000

Solid waste, recycling, and waste diversion data was provided by Disneyland Resort (DLR), Disneyland 
Resort Paris (DLRP), Walt Disney World Resort (WDW), Hong Kong Disneyland (HKDL), and miscellaneous 
other sites (including ESPN Zones, Disney Cruise Lines, Adventures by Disney, and off-site Disney Vacation 
Club Resorts (DVC)), and aggregated by the Environmental Initiatives Department at WDW. Tokyo Disney 
Resort is owned and operated by Oriental Land Company and not Disney and therefore is not included in 
these statistics. In 2006, WDPR maintained separate waste and recycling measurement methodologies by 
site. Some values were measured directly, and some were obtained through various estimation methods. 
All reported results are for calendar year 2006.

Medium-Term Targets

We have also established some key medium-term targets in 
support of these long-term goals:

•	 By	2013,	decrease	solid	waste	to	landfill	to	50%	of	2006		 
 baseline level

•	 By	2013,	increase	percentage	of	purchases	that	include	 
 post-consumer recycled material
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Medium-Term Targets

In pursuit of our long-term goal, we have adopted the 
following medium-term targets:

•	 By	2010,	develop	and	implement	an	integrated	approach	 
 to design, engineering and habitat protection for all new  
 construction projects

•	 Increase	the	level	of	support	from	the	Disney	Worldwide	 
 Conservation Fund each year for the next 5 years 

Initiatives

Disney Worldwide Conservation Fund 

Recognizing that ecosystems are the basis of the 
planet’s health, the Disney Worldwide Conservation Fund  
supports not only the study of wildlife but also protection 
of habitats, land management plans and community 
conservation and education. In 2008, DWCF, along with 
help from Disney Guests, supported 104 projects by 
contributing $1.845 million to 72 non profit organizations 
working in 43 countries.

Appropriately on Leap Day 2008, the DWCF presented 
a $250,000 donation to the Association of Zoos and 
Aquariums (AZA) Amphibian Fund, which supports 
the breeding and protection of hundreds of amphibian 
species threatened with extinction. Kermit the Frog also 
joined the cause by visiting Capitol Hill and taping a 
public service announcement asking the public to help 
protect frogs and other amphibians. 

The DWCF also helps address conservation needs 
brought on by crisis situations. Last year, the Fund gave 
$10,000 to assist in earthquake recovery in China. This 
contribution helped support the safe housing and care of 
China’s pandas and provided support to the animal care 
staff that relocated from Wolong Panda Center to the 
Chengdu Panda Base. 

For more information about our charitable giving, please 
see the Community section of this report.

Set Reuse

Building on the success of the ABC Television “Set 
Reuse Program” started in 2004, the program last year 
improved its recycling process to ensure that end-of-life 
materials are recycled. In 2008 the program recycled 
nearly 80% of wood and 100% of metal products  
from sets. 

Wall-E DVD Packaging

In November 2008, Walt Disney Studios Home 
Entertainment launched the Disney/Pixar Wall-E DVD 
packaged in recyclable paperboard. The internal tray 
and paper inserts are made from 30% and 100% post-
consumer recycled content material, respectively. 

Challenges 

Although specific day-to-day waste reduction efforts vary 
according to local municipalities, our overall strategy 
seeks to integrate waste prevention, minimization and 
global purchasing decisions as key components of our 
core business strategies and operations.

Ecosystems 

Long-Term Goal #4: Net positive impact  
on ecosystems

Healthy ecosystems provide many benefits to  
Disney and the communities in which we work  
and live. The company is developing an ecosystem 
management strategy designed to deliver a net 
positive impact. as part of this strategy, ecosystem 
impacts will be identified during the design-
review process of new projects. Then, habitat and 
restoration solutions will be developed based on  
the best-available science and engineering to 
mitigate these impacts. additionally, the Disney 
Worldwide Conservation Fund (DWCF) will continue 
to provide community and nongovernmental 
organizations (NGOs) with grants that have a 
significant direct and positive impact on protecting 
local ecosystems and species. 

http://corporate.disney.go.com/crreport/community/responsibiltyandimpact.html
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other uses. Additional reclaimed water is returned to 
recharge the Florida aquifer through a system of Rapid 
Infiltration Basins. 

Efforts to use resources wisely are in place at Hong  
Kong Disneyland, where Disney Imagineers helped 
design and create Inspiration Lake to collect rainwater 
runoff from surrounding hills. Apart from providing an 
open space for the public and wildlife to enjoy, the lake 
provides water for irrigation of all landscaped areas at 
Hong Kong Disneyland.

Products

Long-Term Goal #6: Minimize product footprint 

Our sixth long-term goal is to reduce the overall 
environmental footprint of our products – that is,  
reduce the emissions and waste associated with   
the manufacture, transport, use and disposal of   
Disney products. 

Disney products find their way into the market 
through a variety of supply chains. In some cases, 
such as the merchandise at Disney parks, Disney 
has direct relationships with manufacturers and 
transportation companies. In other situations, more 
distant relationships prevail, as in the case of Disney 
Consumer Products’ licensing relationships. Given 
the large and dynamic network of facilities that 
manufacture Disney products, it is challenging at this 
time to define a single, uniformly applicable goal for all 
Disney products. 

During the coming year, we’ll begin the process of 
estimating the magnitude of the footprint resulting 
from product-related activities. In coming years, 
Disney intends to engage suppliers and licensees 
in a collaborative drive to reduce the environmental 
footprint of Disney merchandise.

The sheer volume of products and intermediate 
parties, as well as the absence of firmly established 
protocols for determining the environmental impacts 
of products in an unambiguous manner for all possible 
combinations of materials are daunting issues 
associated with this goal. 

Animal Programs

The world’s biodiversity is a key focus for Disney’s 
global animal programs, which through Disney’s 
animal Kingdom park and The Seas at Epcot work to 
manage and breed endangered and threatened species. 
Both facilities are accredited by the Association of 
Zoos and Aquariums (AZA) and are involved in many 
“Species Survival Plans” (SSPs). AZA SSPs have been 
instrumental in the cooperative breeding of many 
endangered animals, including black rhinos, white rhinos, 
lowland gorillas, African elephants and many rare birds, 
reptiles, invertebrates and fish. On June 28, 2008,  
Walt Disney World Resort welcomed an addition to 
the largest herd of African elephants in North America. 
Twenty-six-year-old Moyo gave birth to a 327-pound 
male elephant, Tsavo, the fourth elephant born at 
Disney’s animal Kingdom. 

In September 2008, Disney announced it is donating 
both cash and staff expertise to help create the first 
East Africa rehabilitation center for orphaned gorillas in 
the Democratic Republic of Congo. Created through a 
partnership with The Dian Fossey Gorilla Fund and Pan 
African Sanctuary Alliance, the center will care for and 
ultimately reintroduce gorillas into the wild. 

Water

Long-Term Goal #5: Minimize water use

Recognizing the threats associated with a 
diminishing supply of fresh water around the  
world, we plan to develop during 2009 both a  
long-term vision and medium-term targets related  
to water conservation. 

Initiatives

Several water conservation initiatives have been in  
place across the Walt Disney World Resort in Florida 
since 1990. These conservation efforts have enabled 
net aquifer withdrawals at Walt Disney World (i.e. water 
use) to remain at the same level as 22 years ago, despite 
the property’s tremendous growth including additional 
hotels, shopping areas and parks. In fact, Disney’s 
operation in Orlando has steadily increased its use  
of reclaimed water over the years. Today, more than  
six million gallons of reclaimed water per day provide for 
landscape irrigation and cooling tower operation, among 
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the council led the development of long-term goals, 
medium-term targets, and the carbon reduction strategy. 
In addition, the council oversaw the development and 
implementation of The Green Standard, a company-wide 
employee directive aimed at integrating environmentally 
responsible practices into everyday business operations. 
Extending their commitment, council members have 
also formed subcommittees to strategize solutions for 
specific environmental topics, such as climate change 
and campaigns to inspire consumers. 

Environmentality Summit

To engage a broader group of Disney leaders, the third 
Disney Environmentality Summit was held in June at 
Disney’s Contemporary Resort, a Florida Green Lodging 
facility. The event brought together nearly 150 executives 
and environmental leaders from all businesses worldwide 
to address environmental issues, present and future, 
facing the company. President and Chief Executive Officer 
Bob Iger and Senior Executive Vice President and Chief 
Financial Officer Tom Staggs opened the Summit and set 
the stage for two days of in-depth discussion about 
environmental strategy, expectations for incorporating 
environmental stewardship into daily operations, strategic 
sourcing and supply chain management, employee 
engagement and emerging regulations. In addition, each 
Disney business segment shared its recent successes in a 
best practices showcase. 

Green Teams

We have also implemented a “Green Teams” strategy, 
bringing together Cast Members from each segment to 
participate in or lead environmental initiatives in their 
respective areas. The Green Teams, are responsible for 
championing the implementation of environmental 
initiatives in their business units. Successful Green Teams 
are in place throughout the company.

Employee Initiatives

On Earth Day 2008, Disney rolled out a new program, the 
Green Standard, for employees and Cast Members. 
Aimed at reducing the company’s operational impact on 
the environment, the Green Standard asks that every Cast 
Member and employee make simple environmentally 
minded changes in four key areas: workspace, meetings 
and events, travel and dining. The first two areas, or 
phases, were launched in 2008 and the second two will 
launch in 2009. 

Education and Action

Long-Term Goal #7: Inform, empower and activate 
employees, business partners and consumers to 
take positive action for the environment 

Through the years, Disney’s environmental efforts 
have touched the lives of millions of people directly 
and indirectly. Going forward, we will seek not just 
to build awareness but to empower and activate 
employees, business associates and consumers 
to take positive action for the environment. The 
focus for 2008 was on engaging employees at all 
levels, concentrating on leadership and engagement 
initiatives. In addition, we continued our strong 
tradition of inspirational programs for Guests and 
consumers, such as environmental specials on our 
networks and Disney’s Environmentality Challenge  
school program.

Leadership Approach

Stakeholder Engagement

For many years, Disney has partnered with 
nongovernmental organizations (NGOs) such as 
Conservation International and The Nature Conservancy 
to develop and strengthen company strategies, programs 
and initiatives on environmental issues. Acknowledging 
the benefits of these relationships, Disney developed in 
2008 a broad stakeholder engagement strategy designed 
to promote collaboration with key opinion leaders in 
the environmental community. These relationships  
helped inform and strengthen Disney’s environmental 
strategies and long-term goals. We propose to build 
on these relationships by initiating a series of working 
groups comprised of academics, business associates  
and members of the NGO community to help guide 
policy decisions on topics such as GHG emissions and 
waste minimization. 

Environmental Council

Disney’s Environmental Council, formed in June 2007, 
includes senior executives from across Disney, ABC and 
ESPN and from around the world. The council is charged 
with developing and directing high-level environmental 
strategies and operational practices. Members are 
expected to attend quarterly meetings and achieve 
environmental targets in their respective areas. In 2008, 



2008 CORPORATE RESPONSIBILITY REPORT

50 Environment

Green Meetings and Events Standards

Green Standard expectations for meetings and events 
include:

Venue: 1. Request that the meeting or event venue 
complete and return an environmental assessment 
checklist in advance of planning.

Education: 2. Educate staff, exhibitors and attendees 
to ensure participation in environmental initiatives 
that are in place at the event or meeting. 

Communication: 3. Avoid printing materials and 
disseminate information electronically via email or a 
designated website. 

Product: 4. When promotional products are necessary, 
choose recycled-content or reusable options. As an 
attendee, accept only giveaways that you will use.  

Recycling: 5. Provide highly visible recycling bins. As 
an attendee, look for opportunities to recycle. 

Food and Beverage: 6. Request that food and 
beverages be served in bulk containers (e.g. 
condiments). Do not pre-pour beverages; offer 
pitchers or individual servings upon request. 

Green Workspace Standards

Key components of the Green Standard for the 
workplace:

Don’t Talk Trash: Recycle!1.  Recycle cans, bottles, 
paper, cardboard, cell phones, electronics, 
electronic media (DVD, CD), landscape waste and 
construction debris.

Reduce & Refill! 2. Eliminate individual plastic water 
bottle use in backstage operations and offices.

Double Up! 3. Print and make copies using both sides 
of the page.

Branch Out! 4. Use	a	minimum	of	30%	recycled-
content paper for everyday printing and copying. 

Take a Power Break! 5. Turn off unnecessary lights.

Be a Low-Rider! 6. Minimize driving alone during work 
hours by using environmentally friendly options such 
as teleconference, videoconference, carpools and 
public transit.

The Green Standard encourages employees to minimize their environmental impact at work.
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•	 In	Brazil,	the	Peter Pan DVD was launched with a 
tree-planting promotion. As a result of this program 
and the enthusiastic consumer response, Disney 
sponsored the planting of 60,000 trees in the Mata 
Atlantica Rainforest. 

•	 Since	2005,	ESPN’s	X	Games	has	achieved	major	
environmental	success	through	the	X	Games	
Environmentality program and other green initiatives. 
In	2008,	X	Games	14	achieved	an	impressive	

 84% waste diversion rate from composting and 
recycling efforts. 

•	 ESPN’s	annual	awards	program,	the	ESPYs,	
featured recycling, clean energy sources and the 
use of sustainable materials and featured a series 
of messages featuring the Muppets to educate 
attendees about the environmental initiatives taking 
place at the event. 

•	 Disney’s	Environmentality	Challenge,	the	company’s	
flagship environmental education program for 
young people, has seen 15 years of success. To 
date, some 1.5 million children have participated 
in the program by pledging to make small 
changes and completing hundreds of campus and 
community environmental projects.

•	 Disney	Studios	continued	a	successful	tradition	of	
using classic Disney animated features to share 
important environmental messages with public 
audiences. On June 1, Disney in partnership with 
the Ad Council and the National Forest/Smokey the 
Bear, launched a wildfire prevention PSA featuring 
Sleeping Beauty. The PSA appeared in TV and radio 
spots, online and on outdoor billboards and posters 
reaching millions of consumers. 

forward-Looking initiatives

As we look to 2009 and beyond, environmental 
initiatives will be integral to our planning and decision 
making at all levels of the business. We know that our 
environmental goals must be challenging in order to 
motivate significant behavior change. To reach these 
goals, we will focus on expanding both the breadth and 
depth of medium-term targets. In addition, we will aim 
to promote consistency in our activities throughout the 
world to minimize our impact on the environment.

Guest Inspiration

We recognize that Disney has unique opportunities to 
influence and inspire its many fans, consumers and 
Guests to take action for the environment. Therefore, 
we implemented numerous environmental education 
opportunities throughout Disney’s parks and resorts. 
These touch-points give Guests a unique perspective on 
environmental issues, some of which include biodiversity, 
waste management and energy conservation.

•	 Disney’s	animal Kingdom and The Seas with 
Nemo and Friends at Epcot at the Walt Disney 
World Resort inspire Guests to care for wildlife 
and wild places. In fact, each year, Cast Members 
share more than 3.9 million conservation 
messages with Guests and provide intimate 
backstage experiences for approximately 20,000 
youths and adults. 

•	 The	2008	Jane	Goodall	Global	Youth	Summit	invited	
100 youth leaders from six continents and 28 
countries to Walt Disney World to address some of 
the critical issues facing the planet. Disney has been 
a longtime supporter of the Jane Goodall Institute 
and its youth leadership efforts, and played both 
a sponsorship and programming role in this event. 
The group and Dr. Goodall also helped celebrate a 
decade of dedication to conservation at the tenth 
anniversary of Disney’s animal Kingdom. 

The trains at Disneyland now run on biodiesel made with 
cooking oil from the resort’s restaurants and hotels.
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Strategy Development

In 2009, we plan to focus on three components of 
strategic development: 

•	 A	comprehensive	water	conservation	strategy

•	 A	corporate-wide	green	energy	strategy	

•	 A	comprehensive	waste	minimization	strategy	

The Green Standard

A critical component to the progress of Disney’s  
overall strategy is the success of the Green Standard 
program. The third and fourth phases, Green Travel and 
Green Dining, will roll out in the first half of 2009. Green 
Travel will address environmental impacts related to  
Cast Member and employee business travel, while 
Green Dining will address environmental impacts 
associated with catering and the Disney commissaries. 
When launch is complete, Disney will have achieved 
a major goal: engaging each and every employee 
and Cast Member in reducing the company’s 
collective environmental footprint. We expect this 
to be a foundation for future environmental program 
implementation at the company. 

Youth Engagement

Disney’s Environmentality Challenge, the company’s 
signature youth environmental education program, 
is undergoing a national expansion. In coming years, 
children	from	around	the	United	States	will	be	able	
to participate in a program that has already engaged 
1.8 million children in California, Florida, Hong Kong 
and the Cayman Islands. To learn more about Disney’s 
Environmentality Challenge, click here.

Other exciting programs designed to engage youth 
in environmental action at home and at school are in 
development and will be discussed in future reports.

Disneynature

In 2009, we look forward to unveiling Disneynature,  
a new documentary movie label from Disney Studios, 
which aims to inspire a greater appreciation of the world 
we live in and the creatures with whom we share it. 

a muLtimedia version of this report is avaiLabLe at 
www.disney.com/crreport
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