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The cover of The Walt Disney Company's 2004 annual report features 
the words "Disneyland 50" written in sparkling letters above an image of 
Cinderella Castle surrounded by dozens of Disney characters from Mickey 
Mouse to the Incredibles. Inside the issue, the company's then Chief Executive 
Officer, Michael Eisner, in his letter to shareholders, writes, 

It was on July 17, 1955 that Walt Disney unveiled something called Disneyland. No 
one had ever seen anything quite like it, and it created an entirely new category of 
entertainment, called the "theme park." 

It also transformed this Company and proved in an incredibly dramatic way how 
great creative content can lead to other great creative content. Suddenly, there was a 
place where people could meet Mickey Mouse, could fly with Peter Pan and could 
visit Davy Crockett's wilderness frontier. Disneyland, in turn, led to even more cre
ative success and growth with Walt Disney World, Tokyo Disney Resort, Disneyland 
Reso_rt Paris, and Hong Kong Disneyland [5-6]. 

Today, more than fifty years after the opening of Disneyland, The Walt 
Disney Company serves as a textbook example of "synergy," defined by mass 
communication theorists Werner Severin and James Tankard as "the notion 
that cooperative interaction among acquired subsidiaries of merged parts of 
a corporation creates an enhanced combined effect ... companies can spend 
the least and make the most profit" (358). Janet Wasko, in her critical analysis 
of the Disney empire called Understanding Dis�ey: The Manufacture of Fantasy, 
writes, 

Disney created strong brands and characters that were marketed in various forms 
(mostly through films and merchandise) throughout the world. However, the 
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