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Identify key issues in digital assets and rights using Disney
Consumer Products as a case study

Determine the role of Information Technology in
management of digital assets & rights

Review some available strategies and tools

The importance of Intellectual Property (IP)

Overview of the Walt Disney Company and Consumer
Products division

How to manage intellectual property
Digital asset management in DCP
Protection strategies and countermeasures

Q&A







The World's 10 Most
Valuable Brands

A newcomer, Toyota, breaks into the Top 10, while
big-name consumer brands come under attack.
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COCA-COLA $67.39
MICROSOFT 61.37
IBM 53.79
GE 4411
INTEL 33.50
DISNEY 27.11
McDONALD'S 25.00
NOKIA 24.04
TOYOTA 22,67
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» $2 billion revenue = approx. $50 billion at retail globally

» Licensing model
— Products manufactured and sold by 3™ party organizations
— Licensees pay royalty to Disney as % of sales
Some are very large e.g. Coke, Mattel, Gillette, ...
Licences governed by contract
Disney and licensees collaborate on product design

Licensed products

— Homewares, electronics, stationery
FMCG
Apparel and fashion accessories
Toys
Books and magazines

Franchises

— Muppets

— Baby Einstein
— Power Rangers
— Wiggles

Buena Vista Games
— Licensed and vertical, studio-like production

Retail / Online

— Key retailer partnerships
— Disney Stores

— Online sales




We will Partner with the Business and be a catalyst for change to enable improved
perfermance and access to critical business information through robust, efficient

eBusiness &
Creative Tools

* Online Praduct Approval
* Artwork Catalog

* B2B Website

technology and process design

Business
Intelligence

» Management: Reporting
* Forecasting

* Retail Analytics (RSM)

Partnering with
Business &
Shared Services

* Business engagement

« Infrastructure leverage

« Tiechnical skills and support




Types of IP:
— Consumer products
Pharmaceuticals
Film and video
Software
Ideas, designs, patents, ...

Understand the issue

Identify the components

Determine objectives

Formulate and implement strategy for the whole
organization

“Brand” is an intangible asset
— Intellectual Property law is the main source of protection

Copyright Law

— protects work not source

— can be based on specific version instead of concept
— examples: Surfer Mickey, soundtrack dubbing

Copyright Expiry
— 50 years after work is created
— 50 years after death of author (Walt Disney: d1966)

Trademarks
— stronger protection but more restrictions







We will Partner with the Business and be a catalyst for change to enable improved
performance and access to critical business information through robust, efficient

eBusiness &
Creative Tools

» Online Product Approval
» Artwork Catalog
.
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technology and process design

Business
Intelligence

» Management Reporting
» Forecasting

» Retail Analytics (RSM)

Partnering with
Business &
Shared Services

+ Business engagement
« Infrastructure leverage

» Technical skills and support
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