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The first Disney studio: a Hollywood garage
in which Walt and Roy launched a legend.
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Editor: A comparatively huge Hyperion Street lot
John Conner materialized in 1926 among the Los Feliz hills.

Avt Direction:
Norm Noceti

And finally there is the Burbank studio, shown here in a recent
aeriel photo. A good part of the low-roofed Hyperion buwildings
were moved to Buena Vista Street in 1939 and can be seen

to some extent heve, some of them tucked away behind the massive
sound stages, others on the inner edge of the main parking lot.




INits June issue, the Reader’s Digest devotes five expansive
pages to “The Living Legacy of Walt Disney.”

It is a priceless legacy, the Digest points out: “Though

the genius that started it has gone, Disney’s empire

continues to flourish, spreading through the land products

of his matchless imagination.”

Disney’s empire... 250,000,000 people watching a

Disney movie somewhere in the world, 50,000,000 people
inviting the World of Color into their living rooms each

Sunday evening, 150,000,000 people reading a Disney newspaper
e comic strip, 50,000,000 people listening to a Disney record,
7,000,000 people visiting Disneyland . .. and on and on.

Disney’s empire...it reminds you of the time a

reporter asked Waltif he were going to run

for public office. “Why be a governor or senator,” Walt
replied, “when you can be king of Disneyland ?”
Disney's empire. .. “My greatest reward,”

Walt once told the people of Canada in a broadcast

over the CBC, ““is that I've been able to

build this wonderful organization.”

It is, indeed, a priceless legacy. And now, as the
Reader’s Digest so aptly putit, “the show goes

on, as Walt planned it.”

This issue of The Disney World looks at the world Walt set

0 in motion — a world of ideas and projects that
will o on and on, building on the creative foundation

Walt established over the course of four

inquisitive, confident, productive decades.
" Itisthat foundation — in sound stages
and m%gic kingdoms and idea factories, in production

teams and Disneylanders and “Imagineers”

— that you see on the cover.

At the top are views of Mineral King, WED

Enterprises, and Disneyland. Below, the Music Company
and 16mm Building, Florida’s projected city of EPCOT,
and Denver’s Celebrity Sports Center.

The back cover is even more important, for it represents
the very essence of “The Living Legacy of Walt Disney.”
These are some of the people, more than 4,000

in all, who will carry on the traditions — people like

the young and vigorous at Disneyland, the experienced
designers and engineers at WED, and the production
units on the back lot, many of whom worked

at Walt’s side for 30 years.

And so our cover ig, as Walt was and as the

company is today, a mixture of yesterday and tomorrow, of
dream and reality. Solidly anchored in the present, we
look to the future. There lies the challenge.

Now the challenge is ours.

But as Walt said so many times in recent years in describing
the organization he built, and of which he was so proud:

“We have never been more ready to carry out these exciting assignments”




“"DISNEY’S LAND: dream, diversify—and never miss an angle”

The headline above first appeared nearly 10 years ago, in
the February 4, 1958 edition of The Wall Street Journal. The
headline introduced an article describing, in admiring detail,
how the various divisions of Walt Disney Productions work in
concert, complementing cne another both creatively and in
the marketing areas. A Disney chart, similar to the one below,
helped tell the story graphically.

In the 10 years since the Journal’s article appeared, Walt Dis-
ney Productions has indeed dreamed, diversified and missed
very few “angles.” All areas of the company have grown by
leaps and bounds, and new projects have become major parts
of the dream and the diversification.

The busy chart below illustrates how “the show goes on, as
Walt planned it.”

PROMOTES FUTURE PReVECTS
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MESSAGE
FROM

Along with twelve of your company’s key management
and creative personnel, I recently toured the research
laboratories of some of America’s largest companies,
The technical things their scientists are doing amazed
— and excited — all of ng. It really emphasizes your faith
in the American free enterprise system to see the world
of tomorrow these companies are creating today.

But as fascinated as we were with what they are
doing, these giants of American industry were even
more interested in what we are doing at Walt Disney
Productions. At Bell Labs, RCA, Dupont — wherever we
went, it was obvious that Walt had put his finger right
on the needs of industry for a showease for their tech-
nologies and new products. “Disney World” was easily
the most exciting idea everyone wanted to discuss.

Sometimes I think we all get too close to the proverbial
forest to see the trees we have been growing. We have a
lot of very tall trees that Walt planted over the years.
And in the years to come, these trees will keep right on
growing and maturing all over the world.

The past few weeks have been some of the most ex-
citing in the company’s history. I am sure by now that
vou are all aware of the legislation signed into law by
Governor Kirk of Florida, relating to our Disney World
plans. As I said to the people of Florida, this legislation
provides us with the solid legal foundation upon which
we can build the greatest dream of Walt’s life.

As this is written, the status of the Mineral King
project continues to rest with the access road. Our abil-
ity to make the natural wonders of Mineral King avail-
able to public use and enjoyment depends entirely upon
approval, by the Interior Department, of the state of
California’s request to build a two-lane, all-weather road
through a portion of Sequoia National Park. We are
gratified by the action of the California Highway Com-
mission in approving a plan to finance construction of

this new road over a seven-year period, ending with its
completion in 1973.

As the pages of this issue of Disney World will show
vou, these plans for the future, as important as they are,
are only part of the tangible strength of Walt Disney
Produections. At this moment, we have the finest motion
picture release schedule in the company’s history, in-
cluding our-first hard-ticket show, The Happiest Mil-
lionaire. We have the funniest cartoon feature the com-
panyzhas ever made in The Jungle Book. We have a new
television contract with NBC., And, with the new To-
morrowland area now open at Disneyland, the Park’s
attendance will pass seven million for the first time,
during 1966-67.

Our company, and Walt’s name, have a really wonder-
ful position in the world. It is a name that is good —
more than good — anywhere in the world. It has stood
us in very good stead in dealing with American industry.
We have dealt with the tops of them, and the tops of the
tops. And with the tops of government, too.

So never sell yourselves, or the company, short. And
approach your jobs with the certain confidence that we
know where we are going and we are bound and de-
termined to go there. We believe in that which means a
long-time employment for you and an opportunity to
grow and expand with your company. And we are going
to need all of you.

By the way, I think I should say, too, that we always
consider that films are the core, the hub of our organiza-
tion. We will try to have one Mary Poppins a year, at

g@ra,&umﬁ.

President and
Chairman of the Board



Roy and Florida's Governor Claude Kivk.

Disney World Expected

To Boost Florida Economy
By $6,600,000,000

During its initial construction stage
and first ten years of operation, Disney
World will directly generate $6,600,-

000,000 in measurable economic bene-
fits for the state of Florida, according
to estimates by FEconomic Research
Associates.

This impressive prediction was first
revealed by Florida's Governor Claude
Kirk as he spoke before a Disney-
hosted invitational presentation in
Winter Park last February. Relating
total investment to new economic activ-

ity, the figure is comparable to our com-
pany’s experience in Orange county,
California, where Disneyland has gen-
erated more than $1,000,000,000 in new
investment and payrolls for the people
of California.

Of E.R.A’s $6,600,000,000 estimate,
$3,978,000,000 will result from expend-
itures by new tourists attracted to
Florida. Two billion, two hundred and
sixty-one thousand dollars of the total
represents new payrolls for jobs cre-
ated by Disney World, including con-
struction workers, tourist- oriented em-
ployment, industrial employment, and
the additional retail and service em-
ployment created throughout the state.

The remainder of the total economic
impact will come from materials and
equipment purchased for construction
and the necessary support facilities in
the surrounding community.

By the end of its tenth year of oper-
ation, it is expected that Disney World
will have meant an additional 50,000
full-time jobs for Florida residents,
half of them to be Disney World-ori-
ented, with the remainder needed to
support this new population. These 50,-
000 new jobs will support an increase in
population of about 128,000 people.

In just its first year of operation,
Disney World can be expected to create
7,585 new full-time jobs in basic tour-
ist-oriented activities. This represents
more people than are employed by the
entire corporation today, and points up
the opportunities for growth in the
company during the years just ahead.
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FLORIDA WELCOMES

A dramatic view of February’s huge press eonference in the Park West theatre, Winter Pavk, Florida.

Roy Praises Florida
For New Laws Aiding
Disney World Progress

|.
When new legislation needed for Dis-

ney World in Florida was signed into
law by Governor Claude Kirk lagt May,
Roy issued a widely-published state-
ment praising the chief executive, a
helpful Legislature, and his new “fel-
low citizens” throughout the Sunshine
State.

It was a Friday morning, May 12,
and the weather, in keeping with Flor-
ida’s nickname, was bright and warm.
A dozen of our key executives stood
beside Roy and, with members of Flori-
da’s Legislature and the press, wit-
nessed the Governor’s formal signing
of laws designed to provide a solid legal
foundation on which to build the multi-
million-dollar Disney World.

“Governor Kirk, members of the Leg-
izlature, and fellow citizens of the state
of Florida, the ceremony taking place
this morning, here in the gardens of
vour Governor’s mansion, will, I hope,
serve to call attention to an important
new partnership between the people of
Florida and all of us at Walt Disney
Productions,” Roy said. “The legisla-
tion being signed today by Governor
Kirk will enable us, working together,
to accomplish two very significant ob-
jectives,

“Tirst, it will provide a solid legal
foundation upon which we will be able
to bring to reality the greatest dream

in Walt Disney's life. Second, it will
mean that our company can bring to
the people of Florida an attraction
which, to quote Walt, “More people will
talk about and come to look at than any
other area in the world.

“We at Walt Disney Productions are
deeply grateful for the careful consid-
eration and analysis of this legiglation
which was earried out by the members
of the Florida Legislature. We are
thankful that it received full public
hearings and that the members of the
Legislature were able to satisfy them-
selves and the people of Florida that
we were indeed asking for no conces-
sions, for nothing motre than a solid
legal foundation upon which to build
this immense attraction. We are grati-
fied that this legislation received spon-
sorship and legislative support on a
statewide basis, for we believe Disney
World will benefit the entire state.

“The entire delegation from Orange
and Osceola eounties, in which we will
=oon be making our home, has given us
the utmost in cooperation since the in-
ception of this project. I would partic-
ularly like to call attention to the work
of Senators Bob Elrod and Bill Gunter,
and Representatives John Ducker and
Henry Land of this delegation. These
four men acted as floor leaders and
primary sponsors for the Disney legis-
lation.

“In addition, all of the members of
your State Cabinet have worked closely
with us since we began our initial plan-

ning of the Florida project. They have

been of inestimable value in explaining
to us existing Florida statutes. And of

course, Governor Kirk, I would like to
express my thanks to you for your con-
tinued interest and for the cooperation
which the entire executive branch has
extended to our legal staff.

“You have made possible our future
participation as good citizens in the
state of Florida. The responsibility is
now ours to carry out Walt Disney’s
imaginative plan.

“Now, I am sure you are all inter-
ested in where we go from here. The
twelve men with me today will be
charged with the immense task of mak-
ing Disney World a reality. We will now
begin an extensive program of water
control and site preparation on our 43-
square-mile tract near Orlando. We ex-
pect that this program of land improve-
ment will take approximately eighteen
months. During this time our key cre-
ative staff at WED Enterprises, Ine., in
Glendale, California, will begin the de-
gign and engineering of the project’s
first phase.

“We have set a target date of early
1971 for the completion of this initial
phase, and plan for it to include: a new
amusement theme park, similar to our
famous Disneyland in California; an
entrance complex to receive the more
than 6,000,000 guests we expect during
the first year of operation; approxi-
mately 5,000 theme motel rooms, half
of which will surround and be compat-
ible to the new amusement theme park,
and the other half of which will be lo-
cated near the entrance complex; nu-
merous facilities for all types of out-
door recreation, and a monorail system

(turn to page 10)
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This cutaway rendering shows how differing modes of transportation will be ehamneled into
non-conflicting traffic flows below the pedestrian level of EPCOT. The transportation lobby,

shown in the top half of this view, will be located directly beneath the 30-story theme hotel and will be

the central arvival-departure point for all passengers using the monorail (upper vight) or the

newly-designed WEDway PeopleMover (upper left). 2

The Public Need Is
Touchstone In Walt’s
Concept For EPCOT

Back in the days when he used to
take his own daughters to old amuse-
ment parks, and sit by himself while
they rode the merry-go-round, Walt
gaw the need for “some kind of family
park where parents and children could
have fun together.” The result was Dis-
neyland.

Quite a bit of that same spirit is re-
flected in the plans Walt had for Disney
World in Florida, and especially for
EPCOT — the Experimental Prototype
Community Of Tomorrow.

In the gpecial 25-minute film he pre-
pared to tell the story of EPCOT, Walt
faced up to the great challenge that
such a community poses:

“I don’t believe there’s a challenge
anywhere in the world that’s more im-
portant to people everywhere than find-
ing solutions to the problems of our
cities,” Walt said. “But where do we
begin — how do we start answering this
great challenge?

“Well,” Walt continued, “we’'re con-
vinced we must start with the public
need. And the need is not just for cur-
ing the old ills of old cities. We think
the need is for starting from scratch

on virgin land and building a special
kind of new corgmunity.

“So that’s what EPCOT is — an ex-
perimental prototype community that
will always be in a state of becoming.
It will never cease to be a living blue-
print of the future, where people actu-
ally live a life they can’t find anywhere
else today.”

Walt had projected EPCOT as “the
heart” of Disney World’s 27,400 acres
—one of the largest single parcels of
land ever earmarked for development
by a single corporation. Sixteen miles
gsouthwest of Orlando, it is halfway up
the Florida peninsula, and slightly
closer to the Atlantic coast than the
Gulf,

Walt saw EPCOT as “a showcase to
the world for the ingenuity and imag-
ination of American free enterprise.”
In this living showease, about 20,000
people would actually live in a dynamic
city offering a complete array of ser-
vices to meet the social, cultural, com-
mercial, recreation and transportation
needs of its permanent residents . . .
and its wvisiting population from all
around the globe.

In the center of EPCOT, 50 acres of
commercial and business activities
would be completely enclosed, and thus
“climate controlled”—protected day and
night from rain, heat and cold, and hu-
midity. A cosmopolitan hotel and con-
vention center would tower over the
very center of the city. And stores and
whole international streets would re-

create the character and adventure of
places around the world.

In EPCOT the pedestrian would be
king — only electric-powered vehicles
would travel above the streets of its
central eity. To accomplish this goal,
Walt planned two separate but inter-
connecting transit systems to move
people into and out of EPCOT with
speed, safety and comfort — the mono-
rail for rapid transit over longer dis-
tances, and the WEDway PeopleMover
for shorter travel distances.

Monorail, of course, has proven its
mettle in eight vears of operation at
Disneyland, and this Summer the Peo-
pleMover has also been unveiled in a
practical proving ground. In Disney-
land’s new Tomorrowland, the first
PeopleMover installation can carry
more than 40,000 visitors every day.

For EPCOT, the PeopleMover was
designed to serve as an intermediate
speed system connecting the residen-
tial neighborhoods with the center city.

It was Walt's goal that EPCOT would
“take its cue from the new ideas and
new technologies now emerging from
the creative centers of American in-
dustry. And most important of all,” he
said, “when EPCOT has become a re-
ality and we find the need for technolo-
gies that don’t even exist today, it is
our hope that EPCOT will stimulate
American industry to develop new go-
lutions that will meet the needs of peo-
ple expressed right here in this experi-
mental community.”



WED Begins Planning
New Theme Park
For Disney World

It will be like Disneyland . . . but not
exactly like it.

There probably will be a nostalgic
“main street” of yesteryear ... but not
just like Disneyland’s Main Street.

At the end of the main avenue, a
castle will rise over the park ... but it
won’t be the renowned symbol of Dis-
neyland, Sleeping Beauty Castle.

These are some of the preliminary
ideas that are beginning to grow in
sketches and renderings and scale mod-
els at WED Enterpriges. They are ideas
for a new family entertainment park,
a new “Disneyland” if you will, that
will be transformed into concrete and
steel and, one day socon, into the sound
of laughter and happy children — of all
ages.

“We're coming up with a basic philos-
ophy for the theme park in Disney
World,” says Dick Irvine, WED's vice-
president in/ charge of design. “And
we're approaching it as we would have
with Walt: tossing out ideas, working
with them, building on them and fin-

cally LUl Wi wwibll o plotilbl Lilab
we'll all be proud to say is ‘Disney’ all
the way.”

In the early imagineering stages, the
WED staff is working on three things
simultaneously :

* The engineers are studying the spe-
cial soil and climate conditions of cen-
tral Florida.

= The show people are developing new
ideas for attractions and adventures —
some based on Disneyland, some re-
staged and based on practical experi-
ence at Disneyland.

¢ The architects are working out the
overall appearance of the theme park,
which will differ from Disneyland in
California if for no other reason than
the nature of the land itself, Because of
water conditions, for example, there
can be no basements housing either
show or service facilities, as there are
in Disneyland.

Irvine recalled a meeting in which
Walt had spelled out some of his
thoughts about the Florida theme park.

There would be “a lot of things like
Disneyland,” Walt said, because the
public would expect it. Many people,
Walt pointed out, will go to the Florida
park who will never be able to visit Dis-
neyland in California. And, Walt said,
“Disneyland attractions are proven, en-
gineered and ready to go into the new
park.”

Yo odiol lldvVe o Eltdl Huifpch OL
show concepts we had worked out with
Walt, but were unable to build in Dis-
neyland because the ideas were far
ahead of the technology,” Irvine says.
“Now the technology is ecatching up
with the ideas, and we have confidence
in being able to do these shows in Flor-
ida.”

There will be as many differences as
similarities between Disneyland in
California and the unnamed theme park
in Florida, according to Irvine.

“We want to retain the intimacy and
traffic flow that have worked so well in
Disneyland. But we also want to take
advantage of the topography in Florida
— the natural waterways and the in-
herent beauty of the land, for example.”

As they complete assignments in the
Tomorrowland development at Disney-
land, the WED design, engineering and
architectural staff is being assigned to
various phases of the Disney World
project . . . as is the staff of technicians
at MAPO, Inc.,, WED’s subsidiary for
prototype research, development, test-
ing and fabrication.

“We're all here at WED because Walt
brought us together asg a team over the
vears,” Irvine points out. “Whatever
we do in Florida, we’ll profit enor-
mously from our twelve years’ experi-
ence at Disneyland. It really has been
the proving ground.”

Dick Irvine, WED’s vice-president in charge of design, discusses

preliminary conceptual models of Disney World's theme pavk and eastle

with three project designers: Bill Martin, left; John Hench, second from right, and
Bob Brown, right. Hench stands behind a larger model of the castle

while Martin points out another, built into the Park layout itself.
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This eutaway rendering shows how differing modes of transportation will be channeled into
non-conflicting traffic flows below the pedestrian level of EPCOT. The transportation lobby,

shown in the top half of this view, will be located directly bencath the 30-story theme hotel and will be

the central arrival-departure point for all passengers using the monorail (wpper right) or the

newly-designed WE Dway PeopleMover (upper left).

The Public Need Is
Touchstone In Walt’s
Concept For EPCOT

Back in the days when he used to
take his own daughters to old amuse-
ment parks, and sit by himself while
they rode the merry-go-round, Walt
saw the need for “some kind of family
park where parents and children could
have fun together.” The result was Dis-
neyland,

Quite a bit of that same spirit is re-
flected in the plans Walt had for Disney
World in Florida, and especially for
EPCOT — the Experimental Prototype
Community Of Tomorrow.

In the special 25-minute film he pre-
pared to tell the story of EPCOT, Walt
faced up to the great challenge that
such a community poses:

“I don’t believe there’s a challenge
anywhere in the world that’s more im-
portant to people everywhere than find-
ing solutions to the problems of our
cities,” Walt said. “But where do we
begin — how do we start answering this
great challenge?

“Well,” Walt continued, “we’re con-
vinced we must start with the publie
need. And the need is not just for cur-
ing the old ills of old cities. We think
the need is for starting from scratch

on virgin land and building a special
kind of new community.

“So that’s what EPCOT is — an ex-
perimental prototype community that
will always be in a state of becoming.
It will never cease to be a living blue-
print of the future, where people actu-
ally live a life they can’t find anywhere
else today.”

Walt had projected EPCOT as “the
heart” of Disney World’s 27,400 acres
—one of the largest single parcels of
land ever earmarked for development
by a single corporation. Sixteen miles
southwest of Orlando, it is halfway up
the Florida peninsula, and slightly
closer to the Atlantic coast than the
Gulf.

Walt saw EPCOT as “a showecase to
the world for the ingenuity and imag-
ination of American free enterprise.”
In this living showcase, about 20,000
people would actually live in a dynamic
city offering a complete array of ser-
vices to meet the social, cultural, com-
mercial, recreation and transportation
needs of its permanent residents . . .
and its visiting population from all
around the globe.

In the center of EPCOT, 50 acres of
commercial and business activities
would be completely enclosed, and thus
“climate controlled”—protected day and
night from rain, heat and cold, and hu-
midity. A cosmopolitan hotel and con-
vention center would tower over the
very center of the city. And stores and
whole international streets would re-

create the character and adventure of
places around the world.

In EPCOT the pedestrian would be
king — only electric-powered wvehicles
would travel above the streets of its
central city. To accomplish this goal,
Walt planned two separate but inter-
connecting transit systems to move
people into and out of EPCOT with
speed, safety and comfort — the mono-
rail for rapid transit over longer dis-
tances, and the WEDway PeopleMover
for shorter travel distances.

Monorail, of course, has proven its
mettle in eight years of operation at
Disneyland, and this Summer the Peo-
pleMover has also been unveiled in a
practical proving ground. In Disney-
land’s new Tomorrowland, the first
PeopleMover installation ean carry
more than 40,000 visitors every day.

For EPCOT, the PeopleMover was
designed to serve as an intermediate
speed system connecting the residen-
tial neighborhoods with the center city.

It was Walt’s goal that EPCOT would
“take its cue from the new ideas and
new technologies now emerging from
the creative centers of American in-
dustry. And most important of all,” he
said, “when EPCOT has become a re-
ality and we find the need for technolo-
gies that don’t even exist today, it is
our hope that EPCOT will stimulate
American industry to develop new so-
lutions that will meet the needs of peo-
ple expressed right here in this experi-
mental community.”



WED Begins Planning
New Theme Park
For Disney World

It will be like Disneyland . . . but not
exactly like it.

There probably will be a nostalgic
“main street’” of yesteryear. .. but not
just like Disneyland’s Main Street.

At the end of the main avenue, a
castle will rise over the park . .. but it
won't be the renowned symbol of Dis-
neyland, Sleeping Beauty Castle.

Thesge are some of the preliminary
ideas that are beginning to grow in
gketches and renderings and seale mod-
els at WED Enterprises, They are ideas
for a new family entertainment park,
a new ‘“‘Disneyland” if you will, that
will be transformed into concrete and
steel and, one day soon, into the sound
of laughter and happy children — of all
ages.

“We're coming up with a basic philos-
ophy for_ the theme park in Disney
World,” says Dick Irvine, WED's vice-
president in charge of design. “And
we're approaching it as we would have
with Walt: tossing out ideas, working
with them, building on them and fin-
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we'll all be proud to say is ‘Disney’ all
the way.”

In the early imagineering stages, the
WED staff is working on three things
simultaneously :

* The engineers are studying the spe-
cial soil and climate conditions of cen-
tral Florida.

» The show people are developing new
ideas for attractions and adventures —
some based on Disneyland, some re-
staged and based on practical experi-
ence at Disneyland.

* The architects are working out the
overall appearance of the theme park,
which will differ from Disneyland in
California if for no other reason than
the nature of the land itself. Because of
water conditions, for example, there
can be no basements housing either
show or service facilities, as there are
in Disneyland.

Irvine recalled a meeting in which
Walt had spelled out some of his
thoughts about the Florida theme park.

There would be “a lot of things like
Disneyland,” Walt said, because the
publiec would expect it. Many people,
Walt pointed out, will go to the Florida
park who will never be able to visit Dis-
neyland in California. And, Walt said,
“Disneyland attractions are proven, en-
gineered and ready to go into the new
par _l?

Dicle Irvine, WED's vice-president in charge of design, discusses

preliminary conceptual models of Disney World’s theme park and castle

with three project designers: Bill Martin, left; John Hench, second from right, and
Bob Brown, right. Hench stands behind a larger model of the castle

while Martin points out another, built into the Park layout itself.
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show concepts we had worked out with
Walt, but were unable to build in Dis-
neyland because the ideas were far
ahead of the technology,” Irvine says,
“Now the technology is eatching up
with the ideas, and we have confidence
in being able to do these shows in Flor-
ida.”

There will be as many differences as
similarities between Disneyland in
California and the unnamed theme park
in Florida, according to Irvine.

“We want to retain the intimacy and
traffic flow that have worked so well in
Disneyland. But we also want to take
advantage of the topography in Florida
—the natural waterways and the in-
herent beauty of the land, for example.”

As they complete assignments in the
Tomorrowland development at Disney-
land, the WED design, engineering and
architectural staff is being assigned to
various phases of the Disney World
project ... as is the staff of technicians
at MAPO, Inc.,, WED’s subsidiary for
prototype research, development, test-
ing and fabrication.

“We're all here at WED because Walt
brought us together as a team over the
years,” Irvine points out. “Whatever
we do in Florida, we'll profit enor-
mously from our twelve years' experi-
ence at Disneyland. It really has been
the proving ground.”




GO0 VEAR
b3

WED stajff members Tee Hee and Mitsuo Natsume check out the model of an
animated disploy designed for Goodyear’s new Disneyland attraction.

WED Staff Interprets
American Industry
In Three Dimensions

Within the company most of us tend
to think of WED Enterprises in rela-
tion to the kind of entertainment we
participate in when we ride through
It's A Small World or the Pirates Of
The Caribbean. But others outside the
company — in American industry, spe-
cifically — have taken a bigger, broader
view of what Walt built and accom-
plished with WED’s designers, archi-
tects and engineers.

WED’s roots date back to the early
1950’s, but it is doubtful whether any-
one then imagined that the new kind of
family entertainment park being cre-
ated at Anaheim would one day be
called “the greatest piece of urban de-
sign in the United States today.”

James W. Rouse, developer of the
new town of Columbia in Maryland,
opened the 1963 Urban Design Confer-
ence at Harvard by saying just that,
and more: “I find more to learn in the
standards that have been set and the
goals that have been achieved in the
development of Disneyland than in any
other single piece of physical develop-
ment in the country.”

Tributes like Mr. Rouse’s demon-

strate the professional respect earned
by the staff of WED Enterprises over
the yvears. The word Imagineering (i.e.,
the blending of creative ideas with
technical know-how) has become the
unique symbol of a unique staff that,
working at Walt’s side, created some of
the world’s most popular entertainment
for Disneyland and the New York
World’s Fair — famous landmarks like
Sleeping Beauty Castle, and pioneering
transportation systems like the brand
new PeopleMover, and before that the
Digneyland-Alweg Monorail System,
first in the Western Hemisphere.

Not so well known is another aspect
of WED Imagineering —the ability and
experience of its staff in interpreting
American industry to the public, It is
the kind of assignment that might be
called, “three-dimensional image build-
ing.”

WED has, of course, worked with in-
dustry since the earliest days of Dis-
neyland. But early assignments were
comparatively minor, in contrast to
1967,

Today the pavilions opening in new
Tomorrowland are mammoth affairs
capable of handling from 40,000 to 50,-
000 people a day. And often, before a
project is ready for construction crews,
every working drawing, sign, design
idea — every word in the show’s script
— has been discussed, reviewed and,
finally, approved by the corporation
concerned. The pavilion must represent
a company’s best foot forward, must not

only preserve but improve its “image.”

The big change began with the Dis-
ney role at the World’s Fair, when Walt
and the WED staff became the prime
designers for much of what went into
the Ford, General Electric and Pepsi-
Cola pavilions. The basic assignment:
“he a good host to the public, entertain
them — but don’t forget that the para-
mount idea is to tell our story at the
same time.”

Thus, there was an International Gar-
dens in the Ford Pavilion to portray a
world-wide company; a Carousel of
Progress at General Electric to tie in
with the company's “progress is our
most important product” theme; and
the entire “It’'s A Small World” con-
cept,whose touchstone was Pepsi-Cola’s
basic degire to ereate a show saluting
the children of the world.

For the new Tomorrowland at Dis-
neyland the WED staff has been work-
ing closely with half a dozen major
companies, They are A, T. & T., Coca-
Cola, General Electrie, Goodyear, Mec-
Donnell Douglas, and Monsanto.

In each instance there is a basic
theme the company wants developed.
At General Electrie, for example, the
emphasis is on cities, and what today
could be if all-electric systems were to
work powering everything from trans-
portation to night golf courses. The
WED solution has been worked out in
one of the biggest three-dimensional
models ever designed, the 115-foot
Progress City.

For Monsanto, a scientifically-
oriented company with many non-con-
sumer products, Walt and the WED
staff devised the Adventure Thru Inner
Space — a ride aboard an “Atomobile”
into a world where snowflakes look
huge while the guests seem to have
shrunk greatly in size. And there is a
post-show area in which science is
shown demonstrating some exciting ev-
eryday roles. This is called Miracles
From Moleeules.

Both attractions, incidentally, fea-
ture catchy tunes by Bob and Dick
Sherman — GE’s There's A Great Big
Beautiful Tomorrow, and Monsanto’s
Miracles From Molecules.

These corporate assipnments often
take members of the WED staff around
the country, to the home hases of indi-
vidual companies to meet scientists, ad-
vertising managers, ete. But such trips
pay off in understanding, the key to in-
terpreting any idea. As a Ford repre-
sentative told the WED team after a
two-week tour of that company’s divi-
sions in 1962, “Now you know as much
about Ford as anyone working for us.”
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Figures Stand Still
But Audio-Animatronics
Keeps Moving Forward

If there is one thing in Disneyland
vou can be relatively sure will stand
still, its an Audio-Animatronic figure.
So far, at least, those marvels of the
Disney-style space age have learned to
talk, but not to walk.

But the “state of the art” has never
stopped moving forward. In fact, if
there is one thing at WED that never
seems to stand still, it is the advancing
technology of Audio-Animatronies.

In just four short years since its in-
troduction in Disneyland’s Enchanted
Tiki Roomin 1963, Audio-Animatronics
has progressed from the now simple
singing and swaying of birds and flow-
ers to the myriad complexities of the
60-some sword-waving, pistol-firing
bueccaneers who inhabit the Pirates of
the Caribbean adventure, opened at
Disneyland to rave reviews in April.

On its way from the Tiki Room to
the pirate lair in New Orleans Square,
figures programmed through the Audio-
Animatronics system have taken the
New York World’s Fair by acclamation,

It’s A Small World), brought Ameri-
can history to life (spend a few Greal
Moments With Mr. Lincoln) and bat-
tled to the prehistoric death (visit the
Primeval World.)

And that is just the beginning. This
Summer in Tomorrowland, a new gen-
aration of Audio-Animatronic figures
will portray four generations from the
same family in the General Electric
show. And a whole “Mission Control”
center, including flight director and
eight crewmen, will introduce Me-
Donnell Douglas moon voyagers to the
complexities of space travel.

Created by WED Research & Devel-
opment, Audio-Animatronics is a sys-
tem that electronically combines and
synchronizes voices, music and sound
effects with the movements of animated
fizures. Once they are programmed
into a given pattern of movement, the
life-like actions of the figures can be
repeated over and over again, always
on cue, show after show throughout the
day.

Today’s achievement is seldom to-
morrow’s potential in Audio-Ani-
matronics. A case in point is Pirates of
the Caribbean.

Thirty-six hundred guests (per
hour) sail aboard small boats right into
the middle of the action as the buc-

With the Pirates of the Caribbean it's all bluster. There’s not a footslogger amoﬁg them.
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mayor in the well, auction fair ladies to
the highest bidder, and finally set the
whole town ablaze . . . all in 15 minutes
of near continuous action.

Execiting? “Most thrilling of all
Audio-Animatronic experiences]’ wrote
the Chicago Tribune. “Bound to be the
star in the Park’s erown,” reported the
Los Angeles Herald-Examiner. “One of
the Park’s most spectacular,” said the
Los Angeles Timeés.

Yet take the word of Mare Davis,
WED designer who has worked with
Audio-Animatronies since Tiki Room
development days: “The technology
keeps right on moving forward.”

“We started out hoping to make the
GE families live up to the pirates,”
Davis says. “Now—with the new equip-
ment and experience we have proved
out in the pirate show — the GE figures
already can do some things even the
pirates can’t. And the Mission Control
flight director in the McDonnell Doug-
las pre-show will probably take another
step forward . .. just because we keep
on building and plussing as we go
along.”

So when the Mission Control center
opens sometime in August, don't be too
surprised if one of the most notable
steps forward is, indeed, that tentative
first Audio-Animatronic step.
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running almost the full length of the
property. The airport of the future may
be constructed at this time although a
final determination has not yet been
made. It will also be necessary to con-
struct a certain amount of housing for
employees within our development dur-
ing the first phase.

“The second phase, to include the Ex-
perimental Prototype Community of
Tomorrow and the industrial park, will,
of course, take longer. As Walt once
said, ‘It will always be in a state of be-
coming. It will never cease to be a blue-
print of the future, where people actu-
ally live a life they can’t find anywhere
else today.’”

Details of the Florida project were
first revealed at a February gathering
of 908 legislative, civie, industrial and
educational leaders, in the Park West
theatre in Winter Park, Florida. There,
Roy and six of our vice-presidents made
their first joint appearance with Gov-
ernor Kirk. The presentation was high-
lighted by a 25-minute film in which
Walt personally presented his plans for
the mammoth attraction. Making clear
his excitement over the project, he
closed the film by saying, “With the
technical know-how of American indus-
try and the creative imagination of the
Disney organization, I’'m confident we
can build a living showease that more
people will talk about and come to look
at than any other area in the world.”

Land on which Disney World is to
be created runs to about twice the size
of New York’s Manhattan Island —
some 27,400 acres. The first phase of
development is expected to cost at least
$200,000,000. And before construction
can begin, an $8,000,000 program of
water control and site preparation must
be completed.

Walt had devoted many wyears to
dreaming the dreams which culmin-
ated in the announcement of this, po-
tentially the greatest entertainment-
recreation attraction in the history of
the world. Wih the plans for Disney
World, Walt left us a legacy and a chal-
lenge — a challenge which may take
fifteen years to achieve in its entirety.

WED's Glendre von Kessel applying
an aneient art : the European and
Asgiatie technique of painting on the
reverse side of glass, then mirroring
the entire panel. The beautiful,
colorful mirrovs, designed for the
interior of Mademoiselle
Antoinette’s Parfumerie in
Disneyland’s New Orleans Square,
are classic ideas dating back to

the Fourteenth Century.

Fowler,Irvine Named Co-
Chairmen of WED Board;
New Members Added

It isn’t so often that companies ac-
knowledge the importance of their cre-
ative staffs by naming key members to
the Board of Directors. But then, WED
Enterprises is an unusual company.

The creative team that Walt gath-
ered and blended at WED to design
Disneyland and future projects is
unique in the entertainment and recre-
ation industry. In several recent moves,
Walt Disney Productions pointed up
the key role of these imagineers by
naming two of them as new members of

the WED Board of Directors and a
third as co-chairman of the subsidi-
ary’s board.

Presiding over the seven-man direc-
torship in the future will be Richard F.
Irvine, WED's vice-president in charge
of design, and Joseph W. Fowler, vice-
president of Walt Disney Productions
in charge of Disneyland operations.

Irvine, a former motion picture art
director, joined WED in 19538 to assist
Walt in the planning and design of Dis-
neyland. Fowler, a retired Rear Ad-
miral, came aboard a year later as di-
rector of construction at Disneyland.
He has worked closely with WED on all
construction related to the expansion
of the Magic Kingdom through the
vears, and on the construction of It's A
Small World at the New York World’s
Fair.

At the same time, three new members
were added to the WED Board of Di-
rectors. They include Robert B. Brown,
WED project designer ; John C. Hench,
WED’s supervising project designer,
and Donn B. Tatum, vice-president and
administrative assistant to the presi-
dent of Walt Disney Productions.

Hench, who has been with the com-
pany since 1939, and Brown, who joined
WED in 1963, are among the key pro-
ject designers now turning their crea-
tive talents to the design of Disney
World in Florida. Tatum is also a mem-
ber of the Walt Disney Productions
Board of Directors.

Other members of the WED Board
are William H. D. Cottrell, president of
RETLAW Enterprises, Inec., and Orbin
V. Melton, president of WED.



A dramatic afternoon view of the Disneyland parking lot, demonstrating the kind of
traffic the Parlk is generating for Anaheim and environs.

STAGGERING IMPACT:
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Power Of Park Generates Billion-Dollar Tourist Industry

“The tourist-recreation industry has
generated an economic impact of more
than a billion and a quarter dollars on
the Disneyland area since July, 1955.
That’s just under $2.40 per second!”

That startling breakdown — a conser-
vative estimate even at that for Disney-
land’s first 378,432,000 seconds of op-
eration — was the way Jack Lindguist,
the Park’s director of marketing, re-
cently illustrated the staggering eco-
nomic impact of the Magic Kingdom
and the brand new industry it brought
to Anaheim — the tourist-recreation in-
dustry.

The occasion was a gathering of the
California Association of Convention
Managers, meeting in Anaheim to pre-
view the city’s brand new Convention
Center, which opened officially with a
gala dedication on July 12.

The Convention Center itself is sym-
bolic of what has happened in and
around Anaheim since the day in 1954
when Walt Disney chose the “home on
the Santa Ana River” (Ana-heim) as
the site for Disneyland. For Disney-
land’s impact reaches far outside the
berm that surrounds the Park.

Ag Lindquist told the convention
managers, “Disneyland gave Anaheim
the foundation for a brand new indus-
try. And with 60,000,000 folks (Dis-
neyland’s total attendance over the

vears) passing through an area, they
are bound to drop a little loose change
along the way.

“The tourist-recreation industry,” he
continued, “goes far beyond the hotel-
motel, restaurant, gas gtation business
level. In depth it affects nearly every
strata of commercial life. And to this
direct flow, add employee payrolls, pur-
chases for goods and-services, new con-
struction, taxes of all types, and all the
other ancillary support functions that
directly and indirectly make up this
mammoth market.”

Those 60,000,000 people, collectively,
represent nearly one-third the entire
population of these United States. To
serve them, an area of Southern Cali-
fornia that was little more than a quiet
orange grove a dozen years ago has be-
come the major family recreation cen-
ter of the West. In fact, the Greater
Anaheim area now has:

* 94 hotels and motels with 4,300 rooms
(there were four motels and less than
100 rooms in 1955) ;

= A 44,000-seat baseball stadium, home
of the American League California An-
gelg (last year, their first in Anaheim,
the Angels led the American League in
home attendance with 1.4 million cus-
tomers — outdrawing the New York
Yankees by a quarter-million fans) ;

« And now, the 9,000-seat multi-pur-

pose Convention Center, which will host
trade and industrial shows, and thea-
trical and sporting events.

Its major business, however, will be
the “family econvention,” once an ana-
chronism, but now a highly promotable
idea that finds Dad at the business ses-
sions while Mom and the kids enjoy
Disneyland. In this field the Disney-
land area has pioneered, setting a pat-
tern that soon will be repeated with the
opening of Disney World in Florida.

Economists call the importing of
tourist dollars into a community “new
money” —legal tender forever lost to
the area in which it was earned because
it is expended in another. They say, too,
that the tourist-recreation industry has
“a greater economic velocity and multi-
plier effect on its environment than any
other known industry.”

At $3.40 per second over a period of
twelve vears (or 378,432,000 seconds)
the total take runs to exactly $1,286,-
668,000, an impact that is bound to ef-
fect staggering changes. One look at
the before and after of the Disneyland-
Anaheim area will begin to give you
some idea of what the state of Florida
will experience when the much bigger
Disney World begins to be operational
there in the 1970’s.
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New Tomorrowland Ranks
With The Original Park
As A Major Milestone

“When future reviews are written
about the important milestones in Dis-
neyland's history, 1967 may rank with
the Park’s opening day at the top of
the list,” the company’s recent annual
report declared, continuing: *“Never
hefore have so many major companies
placed so much faith in the ability of
the Disney organization to communi-
cate with the public through shows and
exhibits at Disnevland.”

As this magazine went to press, the
prophecy of January was about to be-
come the promise of July, month of new
Tomorrowland's “official” press open-
ing. Built at a cost of $22,000,000 (com-
pared to the $17,000,000 it took to open
all of Disneyland in 1955), the revised
and updated Tomorrowland is an ad-
venture, Disney-style, into the world of
science and industry. And though the
name is futuristic, the concept devel-
oped by Walt and the staff at WED En-
terprises is really a step into the near
tomorrow — into the world of the pos-
sible.

Half a dozen of America’s major cor-
porations have made substantial invest-
ments in the new Tomorrowland. Each
will greet the Park’s 4,000,000 Sum-
mertime guests with pavilions and
shows that are really of World’s Fair

caliber, in size and scope.

There is the Bell System, with an all-
new production of the Studio’s popular
America the Beautiful film; Coca-Cola,
with a garden restaurant and bandstand
that will attract both diners and danc-
ers; General Electrie, with the WED-
created theatre show, Carousel of Prog-
ress, that entertained 15,800,000 people
at the New York World’s Fair; Good-
vear, showcasing the PeopleMover as
a mew concept in transportation; Me-
Donnell Douglas, presenting a new ver-
sion of the Flight to the Moon; and
Monsanto, offering its guests a ride on
the Atomobile into a startling Adven-
ture Thru Inner Space.

“Showcase” is really the word for
this Tomorrowland.

It is a showcase for the ideas of
American industry. With song and hu-
mor, Monsanto tells how life is better
today becaunse of Miracles from Mole-
cules. General Electric brings an entire
city to life in an “Anarama” (animated
diorama) depicting what is possible
with today’s all-electric technology.
Bell previews the coming age of com-
muniecations, ineluding a Picture Phone
tie-up that allews Disneyland visitors
to talk with guests in the Bell pavilion
at EXPO 67, in far-off Montreal, Can-
ada.

It is a showcase for new ideas in
transportation. Goodyear’s sponsorship
of the PeopleMover will not only pro-
vide a preview of all the new shows in
Tomorrowland as the cars circulate
throughout the area; it will also show-
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An artist’s rendering of new Tomorrowland, almoest completed
at this writing, and, inset, a close-up of

the PeopleMover’s conerete track with the

_ General Electric structure in the buckground.

case Walt's idea for an intermediate-
speed transit system that moves non-
stop — continuing to move even while
passengers are boarding or disembark-
ing.

And, above all, Tomorrowland is a
showease for the entire spectrum of
Disney entertainment. There is film —
the Studio-produced America the Beau-
tiful for Bell, surrounding audiences
with the majesty of our great land
through the magic of Circle-Vision
360. There's Audio-Animatronics —
from the warm and humorous charac-
ters of GE’s Carousel, to the efficient
director of “Mission Control” in the
MeDonnell Douglas spaceport. There's
the magic of special effects — the crea-
tion of the incredible universe of inner
space, viewed by passengers who ride
through Monsanto’s Mighty Micro-
seope into the world within a tiny snow-
flake.

There is, too, an overall design qual-
ity and integrity. To create and build
this new area —about twice the size of
vesterday's Tomorrowland — required
nearly three years’ time and every one
of the design, architectural and engi-
neering talents Walt gathered and
blended at WED.

It was a monumental task . .. and it
will forever be a monument to the idea
Walt expressed way back in 1955, when
he deseribed Tomorrowland as “‘a vista
into a world of wondrous ideas, signi-
fying man’s achievements . .. a step in-
to the future, with predictions of con-
structive things to come.”
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Carefully Planned At
Disneyland University

When the president of Monsanto vis-
its his company’s new Tomorrowland
pavilion this Summer, chances are the
hosts or hostesses wearing the Monsan-
to wardrobe won’t even know who he is.
EBut, as a guest in the Monsanto pavi-
lion, he will receive the same welcome
every other visitor enjoys. And that
means a courteous “hello” and friendly
smile from a neatly dressed, efficient
young man or woman,

The “Disneyland way” — the man-
ners and mannerisms of the “Good
Host” — does not happen by accident. It
was planned that way. Today, it is a
world-famoug Disneyland tradition.

At the University of Disneyland this
Spring and early Summer, more than
6,000 “students” attended classes,
learning their on-stage and backstage
role for the biggest vacation season in
the Magic Kingdom's history.

The over-all theme is an appropriate
one, for this or any Summer. It is
called, “The Walt Disney Traditions at
Disneyland.”

The University of Disneyland is an
outgrowth of Walt’s philosophy about
the Park—what it is, and what it means
to the public. It is also an outgrowth of
the practical experience of operating
Disneyland — the person - to - person
“role” of creating happiness for others
through entertainment.

“The first year,” Walt once told a re-
porter, “I leased out the parking con-
cession, brought in the usual security
guards — things like that. But I soon
realized my mistake. I couldn’'t have
outside help and still get over my idea
of hospitality. So now we recruit and
train every one of our employees. I tell
the security officers, for instance, that
they are never to consider themselves
cops. They are there to help people. The
visitors are our guests.

“It's like running a fine restaurant.
Once you get the policy going, it
grows!’

The orientation and training pro-
gram that has made this possible has
already “graduated” more than 20,000
people — tour guides, Adventureland
boat pilots, street sweepers, ticket sell-
ers, restaurant hostesses, and perhaps
a dozen “Plutos” — the hidden but smil-
ing faces that have played the playful
pup from inside the life-size Pluto cos-
tume.

This Spring, the University's class-
rooms (now housed in permanent quar-
ters on the second floor of Disneyland’s
new Administration building) were
filled not only with new employees, but
with all supervision, permanent and
permanent part-time employees, and all
returning seasonal Disneylanders.

“It’s a refresher program for every-
one, no matter how long they've been
here,” says Dick Nunis, Disneyland’s
director of operations. “We’re not just
trying to preserve what Walt estab-
lished at Disneyland — the challenge
that we in the organization have today
and in the future is to build on the
great traditions of showmanship and
friendliness and respect for people that
we learned so well from Walt. When we
say ‘every guest is a VIP’ at Disney-
land, we really mean it, and our guests
expect it. It’s a tradition.”

The program, organized by Lew
Johnson, supervisor of training, and
Van France, senior staff assistant at
the University, is a “total approach” to
Disneyland guest relations training. It
begins with pre-employment “casting”
of each new employee (aimed at mak-
ing the first impression of Disneyland
a friendly one) and ends with “role in-
struction” — the on-the-job aspects of

A class at Disneyland University hears about the “Disneyland way™ from Bob White.

preparing a new Disneylander to meet
and greet the public.

In between is an all-day session de-
signed to turn employees into Disney
hosts and hostesses, and to create
“roles” rather than “jobs.”

The day begins with a friendly Dis-
ney welcome and continues with a com-
prehensive introduction to the world of
Disney entertainment that includes a
20-minute slide-film presentation, and
an overview of the organization — past,
present and projects for the future.
Then there's “The Disney Traditions)
with subtitles like “Disney Ways,”
“VIP Treatment] “Disney Terms]’ the
“Disney Look” and “Building the Tra-
dition?”

The afternoon session includes the
“Nitty Gritty” (how to use your time
card, ete.), a backstage guided tour,
and a final wrap-up when the new em-
ployee receives an orientation package
of printed material and, finally, meets
his area supervisor. On-the-job “role
instruction” begins the next day.

“What we're aiming for,” Van France
says, “is a naturalness and natural look
that doesn’t grow quite as naturally as
everybody might like to think. Neat,
natural, courteous, friendly—that's the
Disney look, and the Disney way.”
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AtTHE HAPPIEST MILLIONAIRE
premiere

1. Early arrivals turn out fit as a Biddle
for the kleig lights and the
KI'TV color cameras.

2. Tommy Steele, Greer Garson, Mrs. Von
Hagen and Fred MaeMuirray.

3. Emeee Steve Dunne talks to Lesley

& Ann Warren and John Davidson.

4. Society makes the scene for the
many-colored evening's excitement.

5. The Fred MacMurray family enjoys
George's antics.

6. Mr.and Mrs. Tommy Steele prompt «
fortuitows welcome.

7. Guests settle down to an unprecedented
Main Line reeception at the Palladiune.
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‘The Happiest Millionaire’ Debut One Of Moviedom’s Most Lavish

One of the most lavish motion picture
premieres in the history of the indus-
trv launched The Happiest Millionaire
in a million-dollar evening on the fair
night of Friday, June 23 at the Pan-
tages theatre, probably Hollywood's
most noted premiere house.

The gala evening was particularly
special because it was the first major
benefit for the California Institute of
the Arts, Walt’s most cherished dream
for a major professional school for all
the creative and performing arts.

Just before the benefit screening,
Mrs. Richard R. Von Hagen, who sue-
ceeded Walt as chairman of the Cal
Arts Board of Trustees, made this an-
nouncement ;

“As of 12 noon today (Friday), the
indications were that ticket purchases
and additional contributions by the
people in this audience resulted in a
sum totalling somewhat more than one
million dollars.”

The audience, sitting in seats costing
£125 and $250 each, represented a
cross section of Southern California’s
business and professional circles, the
motion picture industry itself, and so-
ciety.

Premiere activities began at 7 p.m.
when an hour-long show over television
station KTTV, and the arrival of spe-

eial guests, began. A good many of the
early arrivals were brought to the be-
flowered and red-carpeted Pantages
forecourt and lobby to be on the show,
some of them for interviewing by Steve
Dunne and some for Army Archerd,
while Bill Welech was the color com-
mentator.

Among those presented to the TV
audience were Mrs. Von Hagen, Mrs.
Norman Taurog, who headed the wom-
en’s committee planning the premiere;
Mrs. Ronald Reagan; Bill Anderson,
WDP’s vice-president in charge of pro-
duction, and members of the Million-
aire cast, Fred MacMurray, Tommy
Steele, Greer Garson, Lesley Ann War-
ren and John Davidson.

The stream of notables arriving dur-
ing the spectacular hour preceding the
start of the picture at 8 o’clock included
Mrs. Walt Disney and Mrs. T. Markoe
Robertson, the original Cordelia Drexel
Biddle whose role is played so well in
the picture by Miss Warren.

With Mrs. Robertson came a small
host of Biddles and Dukes: her son,
Anthony Drexel Duke, and Mrs. Duke,
and children, Nicholas, Josephine, De-
cember, John and Tony Duke, Jr. from
New York, and from Philadelphia, Mrs.
Anthony J. Drexel Biddle, Jr. ahd her
daughter and son, Margaret and An-

-

thony J. Drexel Biddle ITI.

The happiest millionaire, whose story
is dramatized in the musical, was An-
thony J. Drexel Biddle, noted socialite,
sportsman and trainer of Marine Corps
troops in jujitzu during two world
wars, It is played by MacMurray who
turns in one of the best performances
of his marvelous career.

The whole premiere was set in the
carefree days that were the lot of Main
Liners in pre-war 1916. Following the
Pantages affair, all special guests were
escorted down a long two-block red-
carpeted and canopied stretch of Ar-
gyle street to the Palladium, which was
done up in the best Louis and Georgian
to represent the exquisite interior of a
Biddle mansion. Twenty vignettes of
entertainment were spotlighted along
the way.

At the Palladium,MacMurray, Miss
Garson, Steele, Davidson and Miss
Warren staged a hilarious take-off on
a typical scene from the picture, with
songwriter Richard M. Sherman join-
ing in, before champagne was poured.
While the guests still dined, dancing
began to the sophisticated music of the
Jimmy Henderson orchestra,

“There’s never been a party like this
one,” said one of the awed guests. “And
there never will be another.”

Nine Lessees Join
Disneyland In Buying
Look Magazine Section

A significant example of how partici-
pation in Disneyland can “go to work”
for a company outside — as well as in-
zide — the Magic Kingdom is hot off the
presses. When a recent issue of Look
Magazine was home-delivered to 7.6
million subscribers (over 20 million
readers), it contained nine full pages
of advertisements directly related to
the Park.

The idea for the Look section began
=icht months ago, when representatives
of the Park’s Marketing and Lessee Re-
lations divisions toured the country
visiting our national lessees. The trip
had two major purposes: first to keep
our associates in industry abreast of all
the new developments taking place at

Disneyland, and second to invite their
participation in the Look section.

The result is on display in the June
18 edition. Four Disneyland lessees,
Eastman Kodalk, United Airlines, Wur-
litzer and Global Van Lines, bought
full-page ads, while two others, Pepsi-
Cola and Frito-Lay, combined to take
one full page. Carnation and Santa Fe
scheduled half pages, and Sunkist a
sixth of a page. All ads were in full
color.

Various marketing staff members
throughout Walt Disney Productions
participated in creating three addition-
al pages for Disneyland itself. One was
built around a “There's always some-
thing new at Disneyland” theme; the
second introduced new Tomorrowland ;
and the third offered, for 25 cents, a
special 48-page magazine entitled
“Summer ’67 at Disneyland.”

In addition to the three “editorial-
ad” pages, company personnel created
the advertisements for Kodak, Santa
Fe, Pepsi-Cola and Frito-Lay, Global
Van Lines and Sunkist, working direct-

ly with the corporate advertising staffs
at each company.

The entire Look section is symbolic
of the greatly increased use of the Dis-
neyvland name and symbols by national
advertisers.

More and more of our lessees are
making outside use of their participa-
tion inside Disneyland. United Air
Lines has run a continuing series of
full-page magazine ads centered
around Disneyland; Pepsi-Cola and Co-
ca-Cola each have recently completed
strong regional promotions using a
combination of media; Carnation is
about to embark on a major sweep-
stakes, and many lessees are using the
Park’s backgrounds and symbols for
their television and publication ads.

One of the most successful of these
was a national magazine advertisement
for Monsanto’s Home of the Future.
Ballyhooing the fact that “15,000,000
visitors later, this home still has a fu-
ture,” it drew the strongest readership
of any ad in the company’s history, ac-
cording to Monsanto testimony.




DISNEY DIRECTORS:

Corps of Top Talents Grows To Even Half-Dozen

With the recent signing of two top
talents for television, John Newland
and Robert Totten, our company’s corps
of directors has been expanded to an
even half-dozen, the other four, of
course, being Robert Stevenson, Nor-
man Tokar, Michael Q’Herlihy and
Jerry Paris.

In one way or another television, on
or off the lot, seems to provide the kind
of versatile maestro this company
needs for its exceptional variety of
story material, and its policy of for-
ever seeking out the fresh and promis-
ing, whether it be for casting, camera,
cuting, or sound- and effects-produc-
tion.

Bob Stevenson, who has been a regu-
lar at the Disney directorial reins for a
decade, was signed in 1957 to do Johnny
Tremain, scheduled at first for televi-
sion but so well handled that it was
groomed for motion picture release.
Bob went on to direct some of the Stu-
dio’s best theatrieal product, including
Mary Poppins, That Darn Cat, The Ab-
sent-Minded Professor, Son of Flub-
her, our side-splitting July release, The
Gnome-Mobile, and, now, another great
comedy, Blackbeard’s Ghost.

When Norman Tokar decided he
wanted to make the shift from televi-
gion to directing movieg, it was Walt
who gave him that chance with Big
Red in 1962. Norman had had a tre-
mendous record in showbiz as an actor,
writer and director of television series,
including The Donna Reed Shoiw and
Leave It To Beaver. His feat with the
cast of The Happiest Milltonaire, a cer-
tin successor to Poppins at the musical
box office, tops a Disney career that in-
cludes pictures like Follow Me, Boys,
The Ugly Dachshund and Savage Sam.

Before tackling television in Holly-
wood — directing top shows like The
Man From UN.C.L.E. and Profiles in
Courage — Michael O’Herlihy turned in
an outstanding performance as skipper
of a 30-foot yawl traveling from Ire-
land to the U.8. and a job as dialogue di-
rector for Darby O'Gill and the Little
People. He went on to TV-directing else-
where, then came back to pilot The
Fighting Prinee of Donegal, his first
movie anywhere, and now has completed
the marvelous musical, The One And
Only, Genuwine, Original Family Band.

The Dick Van Dyke Show, which first
produced Dick as a name actor, then

Jerry Paris as a name director, got
the latter the pleasant task of piloting
Dick and the rest of a great cast for
Never A Dull Moment, one of the com-
pany's funniest theatricals. Jerry be-
gan as an actor, with roles in The Wild
One and The Caine Mutiny and, on TV,
The Untouchables, before his directing
ability was discovered on the Van Dyke
Show and he moved behind the cam-
era.

John Newland is not only well
known in television for his directing,
but for his acting, too, and his emcee-
ing of the outstanding One Step Be-
yond series. As John puts it himself, he
has directed “just about everything”
on TV and, at this writing, was begin-
ning to put Boomeranyg, Dog Of Many
Talents on film as a two-parter for
Walt Disney’'s Wonderful World of
Color.

Set to meg Way Down Cellar, another
WWC two-parter, Robert Totten comes
aboard as perhaps one of Hollywood's
youngest directors. At 30 he has han-
dled the directorial reins on a sizeable
number of series, including Gunsmoke,
Cimarron Strip, Ironhorse, The Road
West, The Monroes and Bonanza,

Club 33's impressive trophy room is part Bvitish men’s elub, part big game hunter’s den.




siub aa Upens AS
Elegant, Exclusive
Disneyland VIP Genter

As more and more major companies
have joined Disneyland’s list of lessees,
there have been more and more re-
guests for a private place to meet and
entertain VIP guests and key custom-
ers inside Disneyland. The building of

«£ Heww LoMorrowialitl, WILID 1ls Fredl

pavilions and attractions for some of
the giants of American industry and
business, has finally made the requests
a reality with the opening in June of
“Club 33.”

In typical Disney fashion, Club 33 —
named for its address at 33 Royal
Street, New Orleans Square — i3 more
than just a VIP lounge. It is part ele-
gant dining room, part refreshment
center, part distinguished art gallery,
meeting room and private showplace.

i

The view on Royal Street in Disneyland’s New Ovrlean’s Square,
where Club 338 lives. The entranee ean be seen to the vight in the background.

A8 Was vyalt s concept — an elegant,
exclusive club that would really be “a
private show within a public show.”

The “show’ aspects of Club 33 range
from its decor and furnishings to its
art collection and a special Audio-Ani-
matronic produection. The Club includes
three main areas: Lounge Alley, the
banquet room and the trophy room.

Lounge Alley is a broad vestibule
with small tables provided for lunch-
eons and refreshments, and a gallery
setting where original paintings will
always be on display. For its premiere
showing, the gallery will present one of
the world’s largest collections of origi-
nal pen-and-ink sketches by Heinrich
Kley, one of the greatest cartoonists of
modern times, These brilliant, satirical
and sometimes bizarre sketches are
from Walt’s private collection, and have
never been exhibited.

In the banquet room, no expense has
been spared to create a setting of ele-
gance where only 78 people may dine at
any one time. If has especially-made
Napoleonic chairs, imported from It-
aly; three one-of-a-kind Empire chan-
deliers, and genuine antique furnish-
ings. The room has one of the most ex-
citing views in Disneyland; its French
doors open onto second-story balconies
that overlook New Orleans Square and
the Rivers of America.

The trophy room was conceived as a
private meeting room for luncheon and
dinner gatherings. In atmosphere, it is
part British men’s elub, part big game
hunter’s den. 1ts paneled walls are lined
with samples of the hunter’'s skills: Af-
rican antelope, mountain goat, native
spears and masks, and even a nine-foot
long, solid ivory mammoth tusk.

But there’s another menagerie that
spins the tallest tales in the trophy
room — an owl, a raccoon, two magpies
and a leering vulture. As stars of a new
Audio-Animatronic show, they “come
to life” to entertain club members and
their guests. And the wise old owl on
his fireplace perch has an even more ex-
traordinary talent: he can carry on a
conversation with anyone in the room,
before and after the recorded show.

Club 33 opened early in the Sum-
mer, exclusively for companies partici-
pating in Disneyland. As a private club
designed especially to meet the busi-
ness needs of these companies, its mem-
bership will be limited to the Park’s in-
stitutional and retail lessees.

At the Park, they are predicting Club
38 will become the new “center for VIP
guest relations” . . . and an important
addition to Disneyland’s red carpet
service for its lessees and exhibitors.
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Producers Harry Tytle, Jim Algar, Bill W

alsh, Bill Anderson, Ron Miller,

Winston Hibler and Roy E. Disney, left to right, survey o bright future.

Seven Producers, Picked
By Walt, Dedicated To
Disney Entertainment

The seven key producers who will
carry on Walt Disney’s tradition of
quality family entertainment share at
least two common qualities: They were
picked by Walt for their assignments,
and they worked at his side for many
years — a combined total of 165 years,
in point of fact.

Last October 1, in New York City,
Walt talked about these men and the
entire Disney staff as he accepted the
Showman of the World award :

“The Disney organization now has
more than 4,000 employees,” Walt said.
“Many have been with us for over 30
years. They take great pride in the or-
ganization which they helped to build.
Only through the talent, the labor and
the dedication of this staff could any
Disney project get off the ground. We
all think alike in the ultimate pattern.”

The seven producers, and their years
with Walt Disney Productions, include
Bill Anderson, 25 years; Bill Walsh,
27; Winston Hibler, 25; Jim Algar, 33;
Ron Miller, 10; Harry Tytle, 31, and
Roy E. Disney, 14.

In addition to hisg role as vice-presi-
dent in charge of production, Bill An-
derson has many highly successful pic-
tures to his credit as co-producer with
Walt, including Swiss Family Robin-
son, Old Yeller, and The Moon-Spin-
ners, plus The Happiest Millionaire,
which premiered this June, and another
musical, The One and Only, Genuine,
Original Family Band, which will be
released next year.

Bill joined the organization in pro-
duction control during 1943, moved on

to the Ink and Paint Department to
oversee its reorganization and expan-
sion, later became assistant to the
Studio production manager and then,
in 1951, rose to production manager.
He was named vice-president in charge
of operations in 1956, and in 1960 was
elected to the board of directors.

In Bill Walsh, a top writer as well as
producer, the Studio has one of the
finest production talents in the motion
picture industﬁr. Enormously creative,
he helped Walt develop The Mtickey
Mouse Club for daily television, put
the famous Davy Crockett movies and
series on the theatrical and TV roads,
and went on to important roles in build-
ing big box-office features like Mary
Poppins, That Darn Catl, The Absent-
Minded Professor, Son of Flubber, The
Shaggy Dog, and our February, 1968,
release, Blackbeard's Ghost.

He joined the Studio in 1940 as a
publicity and advertising specialist,
wrote gags for the Mickey Mouse comie
strip, turned out motion picture trail-
ers and, finally, in 1950, when Walt de-
cided to bet on the promotional possi-
bilities of television, wrote the first
Christmas show.

A former actor from Harrisburg,
Pennsylvania, Winston Hibler joined
Disney in 1942 as a story man and dia-
logue director on cartoon features like
Melody Time, Alice in Wonderland and
Peter Pan. With the advent of the pop-
ular True-Life Adventures, Hib’s dis-
tinctive style as a narrator became well
known.

Several of his projects have won
awards, ineluding the television show,
Operation Undersea, which won an
Emmy, and the theatrical documentary,
Men Against the Aretic, which won an
Oscar. Altogether, Hib has worked on
42 theatrical features, serving as co-
producer on such films as Follow Me,

Boys!, The Ugly Dachshund, Those Cal-
loways, Big Red, Niklki, Wild Dog of
the North and Perri.

In more than three production-
packed decades at the Studio, Jim Al-
gar has been writer, narrator, director,
co-producer or any combination of
these on 45 motion pictures and TV
shows, winning, or sharing in the win-
ning, of 22 awards, including a number
of Osecars.

Walt discovered him on the Stanford
University campus where he had proved
himself a cartoonist of considerable
ability. His first job was as an animator
on Snow White and the Seven Dwarfs.
Others of his pictures include The Liv-
ing Desert, The Vanishing Prairie, The
African Lion, Secrets of Life, The Leg-
end of Lobo and The Incredible Jour-
ney. Qur Summer release, The Gnome-
Mobile, which Algar co-produced with
Walt, is the first film to make extensive
use of Audio-Animatronies for part of
the story.

Ron Miller, the newest member of
the company’s board of directors, has
turned in an enviable record during his
decade with the Studio, starting out as
a second assistant director, then going
on to first assistant, associate producer,
co-producer and now to producer.

His eredits as associate producer in-
clude Bon Voyage, Summer Magic,
Son of Flubber, Moon Pilot, The Mis-
adventures of Merlin Jones, A Tiger
Walks, and as co-producer include The
Monkey's Uncle, That Darn Cal, Lt.
Robin Crusoe, US.N., Monkeys, Go
Home! and the recently completed
Never a Dull Moment.

Few people know the Studio more
thoroughly than Harry Tytle, who be-
gan as a traffic boy in 1936 and went on
to work in Camera, animation check-
ing, scene planning, cutting, as a car-

(turn to poge 29)
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New Format And Full
Complement Of Sponsors

Walt Disney’s Wonderful World Of
Color, which has made great contribu-
tions both to the image and market im-
pact of the company sinece its television
debut as Disneyland in 1954, begins the
1967-68 season, its fourteenth in the
medium, with a new opening format
and fully sponsored.

His hour-long shows over the years
brought Walt to audiences everywhere.,
He was artistically unique, a pioneer
of form as well as of content in telling
an appealing story to a viewing world
on the eve of universal in-the-home
electronic entertainment. TV made Walt
not only a household name, but a tradi-
tion with the public, lauded for his cre-
ative and productive genius.

Through the years, under Disney-
land, then Walt Disney Presents, and
now Walt Disney’'s Wonderful World
Of Color, the popular family anthology
series remained one of the most re-
spected, high-rated and award-winning
programs on the networks,

In September, when the new season
begins, WWC will have a new format
for introducing the weekly episodes in
the absence of Walt, whose emceeing
did so very much to put set-buying and
color-viewing into the big-profit column.

and variety to the program. Each will
be a one-minute set of quiek scene cuts
kaleidscoping Disney motion pictures,
television, the Florida project, Disney-
land — the entire Disney world — plus
random, candid shots of Walt himself.

None of the lead-ins will be designed
for a particular kind of show, but will
be run sequentially over a ten-week
period to give variety to each presen-
tation.

World Of Color will open on a new
vote of confidence from NBC-TV. At
Walt’s death the network had the choice
in its written agreement to continue
the series for another year, or drop it
completely from the programming
schedule. NBC chose not only to keep
World Of Color but to contractually
renew it for the 1968-69 season, with
an option for another year of broadcast
airing.

In a recent release, the Gulf Qil Cor-
poration announced its purchase of
one-half sponsorship backing of the
Disney offerings every other week for
the teleyear. RCA and the Eastman
Kodak Company, which have been
WWC sponsors from the start, will
jointly cover the remaining weeks.

A fair sample of what is in store for
future weeks on the variety bill from
the Studio’s reservoir of produet is
everything from a comedy Western to
some of the company’s popular nature
subjects, and an order of bright” car-

toon fun.
=

Eitty Porteous and Andrew Penn, stars of The Wild Heart, malke friends with
o rieree-looking Redtailed hawl in the television show,
scheduled for Walt Disney’s Wonderful World of Color this Fall.

Lonely Lighthouse Keeper, a compel-
ling outdoors drama about an animal-
loving ex-sea captain, set on a remote
Channel island off the California coast.
When it comes to laughs, Nuthin’ is an
off-beat Western two-parter, paced by
rip-roaring frontier action and down-
to-earth humor.

Heading the list of nature and ani-
mal adventures are Run, Appaloosa,
Run, Pablo And The Dancing Chihuo-
hua, One Day Al Beelle Rock, The Wild
Heart and My Family Is A Menagerte.

A choice number of upcoming WW(C
all-cartoon shows are scheduled, includ-
ing Pacifically Peeking, featuring a
new character, Moby Duck; How The
West Was Lost, with a testy, tetched
0ld Timer; and The Little Ranger of
Brownstone Park, starring that portly
little pen-and-ink fellow, Ranger J.
Audubon Woodlore.

One of the world’s most delightful
places is Disneyland, and Wonderful
World of Color pays tribute to it. Audi-
ences will be given a gala sight-seeing
trip in Disneyland, The New Magic
Kingdom, treating them with an enter-
taining look at the recently opened
Pirates of the Caribbean ride and the
new Tomorrowland attractions.

The Fighting Prince of Donegal and
The Monkey's Uncle, former successful
movies turned into TV multi-parters,
help round out the list for the coming
Season.




Winston Hibler and Woolie Reitherman, producers of The Aristocats, get a
laugh out of some inspirational character-sketehing for the catty cast.
E

Hibler, Reitherman
Named Producers For
New Feature Cartoon

Winston Hibler and Woolie Reither-
man have been named producers for a
new and exciting feature cartoon proj-
ect aptly called The Aristocats, with
Hib concentrating on story and Woolie
handling the directorial reins in a
streamlining of procedures that is de-
signed to produce animated features in
the Disney tradition.

“Animation has a strong, interesting
and exciting part in the future of Walt
Disney Productions,” Hibler said.
“With the formation of our new anima-
tion produection unit, we are dedicated
to carry forward Walt’s unmatched tra-
dition in cartoon entertainment, and we
will be staffed on every level by men
who worked as many as 30 years with
the master showman in this special art.

“It is a natural consequence of Walt's
death that there would be a re-evalua-
tion of how we would go forward.”

The Aristocats, a charmingly hilari-
ous tale of five felines and their misad-
ventures in a Paris of some 50 years
ago, was scheduled for live-action orig-

inally, but now will go into production
— probably this Summer — as the com-
pany’s successor to The Jungle Book,
now being readied for release next
Christmas.

Blocking out an early treatment for
Avristocats are Larry Clemmons, Ralph
Wright, Ken Anderson, Vance Gerry,
Eric Cleworth, Sven Svendsen and Roy
Williams. They are working closely with
Dick and Bob Sherman, who have been
assigned to write a full complement of
songs for the picture. Anderson is also
serving the unit as a specialist in art
styling and character development.

For Hibler, one of the Studio’s seven
live-action producers, the new role is
pretty much like returning to an old
one. He headed up animation story
units on early features like Cinderella,
Peter Pan and Melody Time.

Reitherman began his Disney career
34 years ago as an in-betweener and
has moved up steadily through ani-
mator, assistant supervisor and, finally,
to feature animation director. He has a
great number of cartoon credits to his
name, including The Sword in the
Stone, when, for the first time in Stu-
dio history, he was the overall director
for an entire animated feature. Under
the new unit setup the title of producer
has been added.

As soon as the Aristocats outline is
approved, story crews will be assigned
to develop specific sequences in prepar-
ation for full-scale production under
Reitherman and Hibler.

Meanwhile, the animation depart-
ment continues with its work on the
second Winnie the Pooh featurette. The
approximately 25-minute cartoon is
scheduled to reach the answer print
stage in February, 19638.

Ham Luske’s unit is hard at work on
animation for four episodes of Wall
Disney’s Wonderful World of Color, In
various stages of production are Na-
ture’s Charter Tours, Paocifically Peek-
ing, The Danube, and Nature's Better
Built Homes.

Ken Peterson and Les Clark are util-
izing animation in the public service
film entitled Family Plenning, which is
being done for The Population Council
of New York for distribution in the
developing countries. This short will be
approximately 11 minutes in length.

“Tt will be the continuing purpose of
the animation department to search for
good animation feature properties like
The Aristoeats,” Hibler concluded, “and
to maintain a proud continuity of gual-
ity production in this most important
field.”
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Hit At Disneyland,
Canada’s EXPO 67

Twelve hundred people stand right
now in patriotic union inside a theatre
in Montreal. Around them — ¢ll around
them — the majesty and spectacle of
Canada fills the giant screens . . . the
power of a glacier, the Gallic spirit of a
Quebee carnival, the glory and pomp of
the Royal Canadian Mounted FPolice on
parade. And the music begins:

“0 Canada! Our home and native
land! True patriot-love in all thy sons
command!”’

At this same moment, inside a thea-
tre in Tomorrowland at Disneyland,
1,000 people stand in red, white and
blue tribute. Around them — all around
them — the pageantry and panorama of
America fills the giant screens . .. the
power of a pristine wilderness, the
gaiety of a Dixieland jazz combo in old
New Orleans, the grace and calm seren-
ity of the Statue of Liberty in New
York harbor. And the music begins:

“America, America. God shed His
grace on thee. And crown thy good,
with brotherhood, from sea to shining
sea.”

These vastly different tributes to two
neighbor nations are entertaining ca-
vacity audiences at almost every per-
Tormance — one at Canada’s EXPO 67
world’s fair, the other at Disneyland.

Both are sponsored by the Bell Sys-
tem...specifically, The Telephone Asso-
ciation of Canada, north of the border,
and A'T. & T. and Associated Compa-
nies here in the United States.

And, most significantly, both films
were produeced by Walt Digney Produc-
tions.

These are shows that could only be
done through the magic of the Studio’s
new Circle-Vision 360, the vastly im-
proved successor to the original Circa-
rama process first introduced at Dis-
neyland in 1955, and later the hit of
Tairs and exhibits in Brussels and Mos-
cow. The new system employs twelve-
channel sound equipment, instead of
three-channel, and 85mm film instead
of 16mm. The result is better film qual-
ity, greater screening area, and a much
greater audience capacity for each
showing.

The reaction to both films has been,
in the words of Dick Pfahler, “fantas-
tic”

“At EXPO 67, for example, our
Canade 67 film was the number one at-
traction in the early weeks of the fair

Three scenes from the new Cirele-Vision 360 : George Washington's home at
Mount Vernon, New York, at the top; a shoveline view of Rockport, Massachusetts,
in the center, and New York City at the bottom.

. surpasging even the Russian pa-
vilion in popularity,” said Pfahler, our
Circle-Vision production chief. “There
were lines two hours long, and in the
first two weeks alone Canadian Bell
hosted 365,000 people.”

One of the biggest dividends of the
film has been an unexpected political
one: It has brought the historically dis-
parate French and British peoples of
Canada closer together. Many Cana-
dian politicians are calling it a film of
national importance, surpassing any-
thing they have ever seen in value to

the Canadian nation.

There is an international goodwill
honus, too. The two Bell Systems are
cooperating in demonstrations of the
Picture Phone, so that guests at the
Canadian Fair, and visitors to Disney-
land, may communicate across the
border, in sight as well as sound.

Canada 67 was produced by Walt
Disney, co-produced and written by Jim
Algar, directed by Robert Barclay, with
Dick Pfahler as associate producer.
America the Beautiful was produced by
Jim Algar and written by Sam Thomas.
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Walt’s Idea At Mineral King

The challenge Walt saw at Mineral
King was to make it an example of
man’s determination to meet the ever-
growing public need in a manner that
will at all times be in harmony with the
area’s great natural beauty.

He saw a unique opportunity for the
State and Federal governments and
private enterprise to work together to

provide a year-round recreational ad-
venture for everyone at Mineral King.
The needs of all Californians and
their visitors today and in the future
will always be the determining factor
in planning the project and in serving
as host.
Mineral King, Walt said, would be
. . a challenge to the accomplished

skier and a good place to put skis on for
the first time . . . the ideal spot for an
old-fashioned family outing . .. home
base for wild-life students, hikers, fish-
ermen and campers . . . the perfect re-
treat for those who just want to get
away for a breath of fresh, invigorat-
ing mountain air.”

Mineral King Project
Still Hinges On Road OK
From Park Service

It is now almost two years since Walt
answered the call of the U.S. Forest
Service for proposals from private
sources to develop a year-round recrea-
tion facility at Mineral King, an alpine
wonderland of vast natural beauty in
the High Sierra.

With its wealth of trained manpower
in recreation and a proven record in
bringing the wonders of nature to the
public, Walt Disney Productions, in De-
cember, 1965, was awarded a tempo-
rary three-year permit from the Forest
Qervice. The company began immedi-
ately to meet all requirements of the
temporary permit, so that, one day, the
natural wonders of Mineral King Val-
ley and ski slopes would be available to
public use and appreciation.

The major hurdle to make Mineral
King accessible has been an all-weather
road from the town of Three Rivers in-
to Mineral King Valley — a distance of
about 26 miles.

Late in April, the whole Mineral
King project took a giant stride toward
reality when the California Highway
Commission approved a plan for the fi-
nancing and construction of State Road
276. The construction timetable an-
nounced at that time calls for this two-
lane road to be completed in 1973.

Today, however, the opening of Min-
eral King to public enjoyment is still a
matter of U, 8. Park Service approval.

At the moment, agencies of the Cali-
fornia state government are working
with both the U. 8. Park Service and
the Forest Service to obtain final ap-
proval of the road’s route. As we go to
press, these efforts are continuing and
should be worked out to our satisfac-
tion in the very near future.

Crux of the problem is an eight-and-
a-half-mile stretch of road that would
pass through an isolated portion of Se-
quoia National Park, thus requiring
the approval of the National Park Serv-
ice and the Department of the Interior.
Until this approval is forthcoming, the
company cannot fulfill the requirements
of its temporary permit and thus gqual-
ify for a long-term lease on 80 acres of
land in Mineral King Valley.

Settlement of the road question at an
early date could mean a grand opening
of the Village and eight ski lifts to
White Chief, Eagle and Mosquito bowls
when firstysnow falls in the Winter of
1973. '

On the opening day there would be
provisions to accommodate from 6,000
to 8,000 gkiers on the slopes at one time.
Lodging would be available for more
than 1,200 overnight guests at opening.

The project’s first phase, scheduled
for completion five years after the
opening, will include fourteen ski lifts
to serve as many as 12,000 skiers on the
slopes at one time, and an expanded and
completely self-contained village.

Since receiving that temporary plan-
ning permit from the Forest Service,
almost a year and a half ago, our com-
pany has completed numerous research
and planning activities and is presently
engaged in others that are designed to
guide the project’s development.

Economic studies by company staff
and by independent firms have been

Dorothy Provine gives
Diek Van Dyke o hand in
Never A Dull Moment.

completed and are constantly being up-
dated as new data becomes available
through our research programs.

Also completed are studies in geol-
ogy, soil and terrain, water sources,
flood control and water drainage.

Preliminary studies have been con-
ducted on weather conditions, safety
requirements, ski layout, lift locations
and slopes, parking plan, survey of ac-
cess roads and resort research of more
than a dozen U. 8. and 22 European Al-
pine resorts.

WED Enterprises began in early
Spring to develop a land-use plan in
which village facilities will best utilize
the land and protect natural resources
such as trees, streams and rock forma-
tions in Mineral King valley.

Researchers are now studying facil-
ity requirements for the opening year
and for the completion of the first
phase, five years thereafter.

Future planning activities will in-
clude further studies on parking facil-
ities below the valley, in-valley trans-
portation methods, village architecture,
and ski slope layout and lift locations.

The studies and plans completed and
projected are designed to assure that
the Disney facilities in Mineral King
surpass any contemporary Alpine-type
recreation area in terms of master
planning of facilities, visitor accommo-
dations, activities for all ages, opera-
tions and conservation technigues.
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Janet Blair, playing Pape and Mama Bower in The One and Only,

Genuine, Original Family Band, danee to a lively tune in front of the family barn
with, right to left, Lesley Ann Warren, Kurt Russell, Debbie Smith, Jon Walmsley,
Smitty Wordes, Heidi Rook, Bobby Riha and Pamelyn Ferdin, oll eight

playing the Bower children in the exciting musical.

Studio Readying Finest
Motion Picture Release
Schedule Ever Offered

“We have the finest release schedule
Walt Disney Productions has ever of-
fered.”

That is the optimistic forecast of
Card Walker, WDP’s vice-president in
charge of marketing, made in mid-May
as he looked down the list of nine fea-
ture motion pictures scheduled for re-
lease through mid-1968.

“Walt left us in the strongest posi-
tion we have ever been in with motion
pictures,” Walker said. “Our re-issues
for this Summer included the biggest
grossing pictures in Studio history be-
fore Mary Poppins; and in The Hap-
piest Millionaire and Blackbeard’'s
Ghost, we should have our biggest
grossing pictures since Poppins.”

Mary Poppins, you will remember,
finished its two-year trip around the
world with a gross of 846,064,000,

One reason for Card’s optimism is
the fact that there is something for
everyone in the lineup — Disney clas-

The idea is not a friendly one, but Dick falls for it anyway.

sics, top-name stars, teen-age favorites,
family fare, and, above all, two of the
funniest Disney films ever in The Jun-
gle Book and Blackbeard's Ghost.

The twelve-month hox office lineup
began with the re-release, in combin-
ation, of those two laugh riots, The
Shaggy Dog and The Absent-Minded
Professor. Marching off to work less
than a month later came the film that
made cinema history — Walt’s first full-
length animated classic, Snow White
and the Seven Dwuarfs. It is the fifth
time out for Snow White, and the do-
mestic gross this time around is esti-
mated at $5,000,000. .

It is history now, but the happiest
event of the Summer (;Quld have been
the evening of June 23, when The Hap-
piest Millionaire had its Cal Arts bene-
fit premiere at the Pantages Theatre in
Hollywood. The gala- event introduced
a musical that has everything, includ-
ing a cast headed by Fred MacMurray,
Tommy Steele, Greer Garson, Geral-
dine Page, Gladys Cooper, Hermione
Baddeley, Lesley Ann Warren and John
Davidson.

Opening as a reserved-seat feature in
eighteen cities this Fall, Millionaire
will go into broader release next year.

Innothing flat our hero and his eigar are hors de combat.

In July the company was set to re-
lease The Gnome-Mobile, a feature-
length comedy, starring Walter Bren-
nan, Tom Lowell and those Mary Pop-
pins kids, Matthew Garber and Karen
Dotrice. It is a dual role for Brennan as
both grandfather and gnome-grand-
father in a whimsical adventure set in
northern California’s majestic redwood
forests. James Algar co-produced with
Walt this very tall tale about very short
people.

It has now been nearly four years
since the release of a new Disney fea-
ture-length animated film but The
Jungle Book is worth waiting for. To
be out at Christmas-time, it is easily
the funniest full-length cartoon ever in
our long history of cartoons.

Inspired by the classic Kipling tales
about the jungle boy, Mowgli, and his
friends from the animal kingdom,
Jungle Book is a real tribute to Walt
and the finest animation department in
the business. The comieal eartoon char-
acters — Baloo the bear, Bagheera the
panther, King Louis the ape, Shere
Kahn the tiger, Kaa the sneaky panther
and Colonel Hathi the pompous ele-

(turn to page 28 )




TOTAL MARKETING:
‘Snow White’ Campaign Typical Of Company’s In-Depth Sales Concept

Typical of the kind of in-depth sup-
port our total marketing concept gives
motion pictures is the campaign that
has launched Snow White and the
Seven Dwarfs in the United States and
Canada this Summer, setting it up for
probable new records at the highly-re-
ceptive box office.

Snow White, the company’s oldest

. = S feature and still one of its most suc-
e =V e : . e ; - cessful, is in its fifth release with —at

S e iz v g - this writing — more than 4,000 engage-
ments anticipated for its thirtieth year
of screenings. The bookings promised
to exceed those obtained for last Sum-
mer’s box office champion, Lt. Robin
Crusoe, U.S.N.

The $5,000,000 gross we see this
time out for the picture has been the
subject of one of the most extensive
merchandising campaigns ever ac-
corded a Disney feature, commanding
as it does a promotional tie-in effort
representing an outlay of more than
$1,000,000.

Major manufacturers like Nabisco,
Clorox and Royal Gelatin are utilizing
Snow White premiums and identifica-
tion in their promotions and national
advertising, making this probably the
biggest coordinated marketing pro-

Disneyland Ambassador Mavrcia Miner and the Snow White charaeters grar;:. evt?l‘ assfe aabled f?r BNy zgzeelgnsg,
return triwmphantly from a tour of the nation publicizing the remarkable . The kind o prom.otl(_)nal efforts that
cartoon feature’s fifth release. did so much for Winnie the Pooh and

the Honey Tree was set up to kick off
the June playdates. Disneyland’'s Am-
bassador to the World, Marcia Miner,

Several hundred Japanese line up to see a Disney perennial, Fantasia, at the Miyuki-za theatre in Tokyo.
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o Disney characters in a three-week,
sighteen-city tour that stretched from
Los Angeles to Miami to Toronto. Ap-
pearances were made at children’s hos-
pitals, theatres, stores, and radio and
television stations.

In addition to this, plus a saturation
advertising and publicity campaign,
Snow White’s ever-growing image
benefits constantly from built-in assists
like its songs, which have been recorded
more than 100 times and have sold an
estimated 50,000,000 records, and the
books, comics, games, tovs and other
merchandise based on the movie, en-

000,000 units.

More than 14,000,000 people have en-
joved the Snow White attraction at
Disneyland, and perhaps as many as
20,000,000 have seen the characters in
ice and stage shows. Perhaps the great-
est selling point for the film is its long-
time world-wide exposure. More than
200,000,000 men, women and children
have gone to see Snow White over the
vears.

Since its premiere release in 1937
this marvelous motion picture has been
re-issued four times, in 1944, 1952,
1958 and, now, in 1967, coming out to

It is truly a classic, never losing its
luster for the young, who view it for
the first time, or for the older, coming
along to live a childhood experience
over and over again. With each new
appearance the picture draws an ever
bigger audience.

Through its four releases, Snow
White grossed more than $20,000,000
worldwide. It holds an honored place
in Variety’s list of all-time box office
champs, its standing there bettered
only by Mary Poppins among the Dis-
ney winners.

Foreign Market Is
Good And Growing
For Disney Pictures

The foreign market is bullish for
Walt Disney pictures. This ever upward
swing has come about through the de-
velopment of a close-knit management
team, the establishing of wholly-owned
distribution systems around the world,
and by strengthening ties with organ-
izations which still handle sales of
Studio product on a third-party basis.

Where ten years ago our own em-
ployees gold only to the domestic mar-
ket, today they sell directly and super-
vise film distribution in 90 per cent of
the world market.

Success abroad is also due to the
fact that Disney films speak an inter-
national language like few other Amer-

ican-produced pictures. And their wide
acceptance has helped make 1966 a
bonanza year for foreign sales, like no
other in the company’s history.

Walt Disney Productions’ wholly-
owned subsidiaries, affiliates or rep-
resentatives are located in 91 countries
beyond the United States and Canada.

The great popularity of Studio prod-
uct is due to the faect that Disney pic-
tures can talk in many tongues. Qur
foreign department, and overseas rep-
resentatives, have been translating pic-
tures into French, Italian, German,
Danish, Dutch, Swedish, Norwegian,
Spanish, Portuguese and Japanese. In
some cases, Disney movie characters
even speak in exotic tongues like Ko-
rean, Mandarin, Cantonese and Thai.

Films fed into the W0£ld market fol-
low pretty much the pattern of distri-
bution in the United States. Six motion
pictures make an appearance each year
in every nation, generally speaking,

with at least one a feature-length ecar-
toon. The newer movies have been
reaching foreign countries about a
vear after their American debut, except
in Britain where the schedule runs
neck-and-neck with the domestic one.

For the future, the plan is to con-
tinue to move toward wholly-owned op-
erations in Europe and the Far East,
and apply there the successful distribu-
tion syvstem that has been operating in
the U. 8., Canada, the United Kingdom,
France, Germany, Sweden and Japarn.

When this is not feasible or econom-
ical the company will continue to main-
tain associates in distribution.

Effective movie-selling has been ac-
complished, too, through the total-mar-
keting approach, using advertising tie-
ins, merchandising, publications, sheet
music, records and comic strips. Tele-
vision and radio have proved to be a
very significant progress factor, as on
the American gcene.




Music Companies Tune
Up For Extensive
Picture Support

With The Happiest Millionaire ready
for roadshow release, and The Jungle
Book as our company’s choice for this
yvear’s Christmas release, the Walt Dis-
ney and Wonderland music companies
are tuning up for some of the most ex-
tensive musical support ever given any
Digney feature.

Those who have seen The Happiest
Millionaire, laymen and critics alike,
say the picture’s music has the poten-
tial of a Mary Poppins — if not more —
and that Dick and Bob Sherman have
again written the kind of material that
is bound to get a look-in on the Oscar
derby next year.

Millionaire recordings will be re-
leased in the pattern set by Mary Pop-
pins, which sold 5,000,000 sound-track
albums in two years and is exceeded in

this department only by The Sound of
Musie.

Millionaire’s LP 12-inchers, featur-
ing the picture’s sound track and the
far-famed voices of Tommy Steele,
John Davidson and Lesley Ann Warren
—all great with stereo pundits — plus
that of a newcomer to recordings, Fred
MacMurray, stocked the record racks
in June, and from early indications
gave every promise of being a big hit
in sales.

Already in production, a second cast
album and a special pop single of For-
fuosity, the musical’s most catching
tune, are being geared to tie in with the
picture’s October premieres. Single
sheet and music folios for symphony
orchestras and choral arrangements
are also scheduled for release.

A great interest in the Millionaire
score exists within the musie industry.
Motown, Reprise and RCA Records,
and many companies which missed the
boat on Poppins, are vying for all or
part of the Sherman Brothers’ songs
to be recorded by various artists in al-
bumg and singles.

As an added boost, the Second An-
nual Disneyland Holiday Marching
Band Contest will swing into high gear
this Fall when high school precision
units across the country strut their
stuff at half time. The winning band,
judged by a blue-ribbon panel of ex-
perts on their ability to play and march
to Millionaire’s arrangements, will be
given an all-expenses-paid trip to the
Park.

The Jungle Book, the last animated
feature in which Walt was personally
involved, will enjoy the same promo-
tional support. Sound-track and second-
cast albums, sheet music and selected
pop singles, especially Bare Necessities
and I Wanna Be Like You, will be re-
leased in plenty of time for Holiday
listening enjoyment.

Our music company president, Jimmy
Johnson summed up the sales potential
of his disc activities this way: “With
the prospects of The Happiest Million-
aire and The Jungle Book for 1968, we
confidently expect to top the best year
we ever had.”

There is a lot going for the customers, and

the picture, in this original east sound track album
from The Happiest Millionaire.



21,90U,UU00 Upjonn
Series Demonstrates
New Industry Needs

Industry’s growing need for and de-
pendency on the kind of creativity this
company can provide is amply demon-
strated by the $1,300,000 Upjohn ser-
ies of 16mm motion pictures on health
education now going into production at
the Studio.

Under the current agreement, four
eleven-minute films will be produced
within a period of two and a half years,
their cost to be underwritten by the
Upjohn Company, one of the world’s
best-known pharmaceutical manufac-
turers, Distribution will be made by
our company through its 16mm Divi-
sion.

This is by far the biggest step taken
by the Studio in the area of industrial
films, entered some years ago when we
made The Restless Sea for A, T. & T,,
followed more recently by Steel and
America, for the American Iron & Steel
Institute.

But these two were one-shot projects,
developed solely for outside companies
and specific public relations purposes.
The Upjohn series differs in that the
sponsor is interested only in institu-
tional advertising values and is leaving
everything to Disney, including the line
of approach and the makeup of story
material.

“The earlier two films really pre-
pared us for the kind of project the Up-
John series represents,” explained Ken
Peterson, project producer. “The new
series is the best thing we have hit on
so far and is what we have been aiming
for all along —an industrial film pro-
gram that will have really long-term
values, to the company and its employ-
ees,

The first of the four Upjohn meotion
pictures, to be called Health and Steps
Toward Maturity, will set up the basic
concept of healthful living, establishing
the idea that good health can be com-
pared to an equilateral triangle — the
three sides being physical health, men-
tal health, and social well-being. One is
as important as the other in maintain-
ing a proper balance, the series will
emphasize.

Work on Health and Steps Toward
Maturity was started during April. It
will soon be followed by Stresses and
Strains, dealing with the mental side
of the health triangle. An interesting
phase of the latter will be a comparison

Producer Ken Peterson and one of the writers, Bill Bosche, working on the
first of a series of Upjohn motion pictures on health edueation.

between the way men and animals han-
dle emergencies. Both respond to fear
the same way, through an instinet to
either flee or fight. But, the problem
ended, the animals, with their lesser
brains and imagination, can forget and
proceed according to normal schedule.
But men often cannot, and continue to
stew in their own juices over problems
both real and imagined. This is enor-
mously injurious to health.

“The series will be, ag Walt liked to
put it, ‘motivational,” ” Peterson says.
“It will not endeavor to teach or
preach but rather to get all who see it
to take action and, more important, to
learn more about good health practices.

It is anticipated there will be pamphlets
and books developed to supplement the
films.”

The same unit is now working on a
gpecial film ealled Family Planning for
the Population Council of New York.
Plans for its distribution encompass
Asiatic, African and South American
countries, chiefly, although it is ex-
pected it will have some domestic use,
too. While this is not an industrial film
as such, it does further emphasize an
increasing dependency on our company
by industry and non-industrial agen-
cies for the handling of their own par-
ticular communications and public re-
lations needs.
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Use Of 16mm Materials
Enjoys Growing Vogue
In Educational Field

In the early days of film distribution,
production companies had little regard
or imagination for selling films in
16mm. There seemed little future in
this kind of distribution.

Today, Walt Disney Production’s
16mm film division, operated under the
banner of our Buena Vista Distribution
Company, is moving forward with an
in-depth program of educational mate-
rials that includes not only 16mm films,
but also 35mm filmstrips, study prints,
8mm single concept films — and even a
series of 8&mm prints for the home-
movie fan.

Headed up by Carl Nater, 16mm has
come a long way since the day in 1952
when the company first entered a then
highly speculative field. Today, virtu-
ally every school system of any size in
the United States regularly uses Dis-
ney-produced materials as part of its
total educational program.

The staple is, of course, Disney films
originally produced for general release.
In 16mm, they are rented or leased in
a wide variety of situations, wherever
they do not confliet with the Studio’s
basic 35mm activities.

“Although we don’t ever sell any Dis-
ney films outright,” Nater says, “we do
make long-term leases, some of ten
years’ duration, which is virtually tan-
tamount to outright purchase from the
school’s point of view.”

It was this activity in the school field
that led to the creation of other Disney
audio-visual materials oriented to the
educational market.

First came 35mm filmstrips produced

| -

Carl Nater demonstrates the technique of eartridge-loading a small 8mm loop projector
for two of his staff, Carla Dodd and John Stefanelli.

under license by Encyclopedia Britan-
nica Films. There are now 152 individ-
ual strips, all based on Disney films.

Then came the study prints — Disney
art in 13x18 inch poster size — designed
for use in elementary grades. So far the
emphasis has been on teaching basie
safety concepte. Study prints are sold
in sets — nine different prints to a set.
There are six sets, so far, all dealing
with safety subjects — fire, pedestrian,
school, school bus, home and bhicycle,
Completed, but not yet released, is one
set on early Ameriean transportation
inspired by the modes of movement rep-
resented in Disneyland, and another set
presenting American legendary char-
acters like Paul Bunyan, Johnny Apple-
seed and John Henry.

The 8mm single concept film pro-
gram, employing a portable, lightweight
projector small and simple enough to be
handled and operated by a child, is just
getting under way with 191 film loops
available for school or at home study.

“This is the hottest thing in the field
of education today,” Nater observed.
“Until now if a teacher wanted to use
film, she found those available always
ran 10, 15, 20 minutes or even longer,
and covered much more ground, usu-
ally, than she needed. Under our new
program, the teacher can get films run-
ning one, two, three or four minutes
maximum, each dealing with only a
single idea — hence the name ‘single
concept.”

The film loops now being marketed,
all excerpts from the Disney nature
film library, are offered with extensive
supporting written material in the way
of lesson plans and listings to assist in
correlating them with existing text-
books.

“We operate just about the same way
overseas,” says Nater. “l guess our
customers are pretty much the same
kind of people all over the world with
pretty much the same set of needs to be
filled.”

(continued from page 23 )

Studio Readying

phant — will be household friends by
the time 1968 rolls around.

The New Year will get off to a rous-
ing start with the release of Black-
beard’s Ghost in February. Penned by
Bill Walsh and Don DaGradi, this hilar-
ious comedy was just made for the
amazing talents of Peter Ustinov, who
stars with Dean Jones and Suzanne Ple-
shette. It is so good — and so funny —
that the company is considering open-
ing Blackbeard’s (Ghost during Christ-
mas week at one Los Angeles theatre to

qualify for Academy Award considera-
tion.

Two other films, which have just
completed production, will go into re-
lease in the first half of 1968, accord-
ing to current plans. First up to bat
will be the new Dick Van Dyke picture,
Never a Dull Moment, a feature-length
farce, starring Edward G. Robinson
and Dorothy Provine, about an actor
who is mistaken for a hired killer, then
corralled by a crime kingpin to carry
out the real thing.

“We think it's even more promising
than the last Dick Van Dyke feature,
Lt. Robin Crusoe, U.S.N., which was a
big grosser in 1966,” Walker says.

Wrapping up the twelve-month
schedule will be another major musical
comedy in the recent Disney tradition
— this one The One and Only, Genuine,
Original Family Band, produced by Bill
Anderson. Tt is packed with eleven
songs by the Academy Award-winning
Sherman brothers, and headlines an-
other big-name cast: Buddy Ebsen,
Walter Brennan, Janet Blair, and those
popular young stars from Millionaire,
John Davidson and Legley Ann Warren.

Walker sums it up this way: “These
all add up to what we feel is the finest
schedule we've ever had, at any time.
It's a real tribute to Walt and to our
creative production teams.”



company's
Organizational Program
Is Unique In The
Entertainment Industry

The company’s Organizational De-
velopment program, designed to pro-
vide a solid foundation of trained su-
pervision for our future projects, is
unique in the entertainment and recre-
ation industry.

Since the first elass began on Janu-
ary 31, 1966, exactly 41 men, ranging
in age from 22 to 50, have completed
the challenging course. Participants
have come from every division of the
company, including the Studio, Disney-
land, WED, Buena Vista and Denver's
Celebrity Sports Center.

. _ R E

1ne program, wiicn nas rangead il
length from three to thirteen weeks,
covers four areas. The first is an in-
depth study of all major departments
in all divisions and includes sessions
with department heads, each of whom
outlines his operation and fields all the
questions he can handle.

Next is a thorough indoctrination in
Disney philosophy through informal
but lengthy dinner meetings with our
top executives, and through analysis
of both the company’s product and the
men at its controls.

The third area is devoted to seminars
with key business leaders outzide the
company, leadership training, and
management discussions.

Last is a group project, a study of
one of our company's future projects,
such as how best to set up the entrance
complex to the Disney World., Each
project is researched, individually and

- P

Mike Vanee, who heads up the company’s Organizational Development program,
‘eads a diseussion group consisting of three participants who are, left to
right, and seated, Gene Hawkins, Lee Kirk and Wendell Warner.

{continued from page 18)

Seven Producers Picked

toon assistant on features and shorts,
a supervising assistant director of
short subjects, as unit manager of short
subjects, and as Studio production
manager.

With the advent of television he be-
came production supervigor of the hour-
long evening shows until, in 1958, he
went to Europe to set up a Continental
operation as Walt’s personal represent-
ative, working on pictures and shows
like Miracle of the White Stallions,
Hans Brinker or The Silver Skates, The
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writing to executives of the Studio,
Disneyland and WED. Many of these
ideas have been or may be incorporated
in the Disney future.

Another dimension was added to the
program this Spring, when, for the
first time, the wives of participants
were brought to the Studio for a full
day’s briefing on the projects their hus-
bands were studying.

As of our publication date, six groups
have completed the involved course and
a gseventh has begun. By early 1971, the
announced target date for the comple-
tion of the first phase of Disney World
in Florida, it is anticipated that 185
men will have been graduated from
these courses.

The program is headed up by Mike
Vance, who has been a management de-
velopment executive with a number of
major corporations, and is a speaker
for the National Management Associa-
tion. He reports to a committee made
up of Studio, WED and Disneyland offi-
cers.

Vance’s office also conducts a two-
week familiarization course designed
to acquaint promising new employees
with company philosophy, projects and
procedures.

“However,” says Vance, “the length
of each program is our least concern.
Whatever processes start while the men
are in the program do not end, but con-
tinue throughout their career with the
company. What we hope to develop dur-
ing the intensified class period is an
understanding of company philosophy,
which the men will apply when they
return to their respective jobs.”

Therefore, upon completion of the
program, all graduates continue to at-
tend seminars, briefings and other
events in their never-ending study of
the multi-faceted Disney organization.

Magnificent Rebel, Almost Angels and
The Waltz King. He returned to the
Studio in 1963 and since has co-pro-
duced a number of TV shows, including
Disneyland Around the Seasons, Dis-
neyland Goes to the World's Fair, The
101 Problems of Hercules and A Salute
to Alaska.

Roy E. Disney's writing abilities
were discovered shortly after he moved
to the Studio from a stint on the NBC-
TV Dragnet series, and he was tested
in Winston Hibler’s unit as production
coordinator and seript writer. In 1959
he co-produced Mysteries of the Deep,
winner of an Academy Award nomina-
tion.

He shared writing creditg with Hib
and others of that unit on several fea-
turettes, and on the remarkable Won-
ders of the Water Worlds for television.
He was given his own unit in 1964, and
has co-produced An Otter in the Fam-
ily, The Legend of El Blanco, and My
Family is ¢ Menagerie.

These men, each hand-picked by
Walt, are an integral part of the com-
pany’s ereative team. Backed up by
many writers, directors, artists, techni-
cians and craftsmen, they are all cur-
rently at work on the kind of theatrical
and television entertainment for which
Walt Disney Productions is famous
around the world.
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