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Fow companies have been abe 1o conect wih ther
audence as well as Disney has. From s founing by
rotners Wt and oy Disny in 1923, he Disney brand
has always been synonymous wih tust, fn, and qual-
iy ontotainment for the enti famdy. Wat Disney once
stated, | am interested in enterianing peopie, i brnging
ploasure, particuary ughtar, 0 oters,raher han being
‘concemed vith ‘expressing’ myself with obsoure creathe
impressions.”

“The Wit Disney Company has grown into the viord-
wide phanomanon that today inckudos. thame parks,
feature fims, television natworks, theatre productons,
consumer products, and a growing online prosence. In
s frsttwo dacades, however, i was a siugging cartoon
studo that introcucad the workd to Mickey Mouse, who
went on 10 become s most amous character.

Fow beived in Disny’s vision at th time, bt the
smashing success of cartoons with sound and of the
first uongth animated ln, Snow Whto and the Seven
Dwarts, n 1937 lod to other animated cassics through-
out the 19405, 19505, and 19605, incucing PinocChio.
Bambi, Cinderota, and Poter Pan, ve-action fms such
s Mary Poppins and The Love Bug, and elevion seres
ke Davy Crooet.

Whan Wak Disney died in 1968, ho was conscored
ho bestnoun person n the word. Ho had expanded the
Doy brand nto fim, 1eviion, consumer prodcts, and
Deneyfandin souther Calforia, i company's st theme
ek Attr Wt doath, Roy Disnay took over a5 GEO and
ealzed his bxother's cream of opening the 24,000-acr0
Wialt Disney Work theme park in Foida. oy died n 1971,
and the company stumbled for soveral yeas wihout the
leadersip of s two founing brothers. It vasn't untl the
Iato 19805 tht he company reconnected wih s audence
and restoed st and teret 1 the Disney brand,

It all tared with tho releaso of The Lito Momad,
‘which tumd an ol fasy talo Into a magical animatod
Broaday-style move that won two Oscars. Batweon
e lato 19805 and 2000, Disney entered an ora known
25 the Disney Renaissance as  refeased groundbreaking
animatod fims such as Boauty and the Beast (1991).

reach an okder aucdence. It unched the Disney Channe,
Touchstone Pictures, and Touchsiono Teevison. Disney
featurod cassic fims curing Tho Disney Sunciy Night
Movie and sold s classic fims on video at extremely ow
prioe, reaching a whalo new generation of chidken. I
tapped ino publishing, intomationa thame parks, and
theatrica productons tht helped reach a varety o audie
nces around the word

“Today, Disney consists of fe businass segmonts:
‘Stucio Entortainment, which creatos fims, recordng la-
oes, and theatical poiormances; Parks and Resorts,
which focuses on Disnay’s 11 thems parks, cuso s,
and other travelrolated assets; Consumar Products,
‘which sets all Disney-brandod products; Moca Netuworks,
which includos. Disnay's tolovision networks such as
ESPN, ABC, and the Disney Channet and Interactive.

Disnoys greatost chalnge today is keeping a
90-y0-0id brand rolovant and Curtont wih s core au-
dience whi staying true 1o i hertage and core brand
values. Disnay’s CEO Bob Igor explained, *As a brand
that people soek out and tst, it opens doors 10 now
platforms and markets, and hanco 10 now consumers.
When you deal with a company that has a great legacy.
you deal wih decisions and conficts that ariso rom the
clash of herage versus imnovaton versus reloance. Im
a big bllever in respact for herage, bu I'm aso a big
alever n the need 1o imovate and tha need to balance
that respoct for hertage wih a noed t0 be rlovant.”

Interally 1o achiove qualty and recogniion, Disnoy
has focused on the Disney Diference, which stems
flom one of Wt Disney’s most recognizable quoles:
“Whatover you 60, o it wel. Do 5o wel hat when peo-
plo:500 you dolt they willwant 0 coms back and 508 you
01t again and they will want t0 bring others and show
them how wel you do what you do.”

Disnoy works hard o connect wih ifs customers.
‘on many levels and thvough every singl detal. For ex-
ample, at Disnay Work, “cast members” or employees
are traned to be “assertiely fiendly” and greet vstors
oy waving big Mickey Mouso hands, hand out maps
0 adults and stckers to K, and lean up the park
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o digenty that its dficut 1o fnd a plece of gabage
anyuere.

Every datail matters, it down 10 the behavior of
custodal workers who & traned by Disney’s anima-
o t0 2k thei smple broom and bucke of water and
cuiety “paint” a Gooly or Mickey Mouse in water on the
pavemant. It a momant of magic for guests that lasts
st a minute befor t evaprates i the ho sun.

Disney’s broad range of businosses allows tho com-
pany to connect vith fls audence n muliple ways. el-
fickently and economicaly. Hamah Montana proudos an
xcallont examge. The company 100k a twear-targalod
televison show and moved it across several dvsions (0
become a signifcant franchisa or the company, incud
g milons of CD sals, vidoo games, popular Consumer
produets, box ofioe moves, concars around the word,
‘and ongoing Ivo perormances atnterational Disneyand
resorts in Hong Kong, Ind, and Russia.

Focentl, Disnoy acauied thioe huge brands: Pbar,
Man, and LucasPims. The company has stared (o
loverage those propartos, which incudo the Star Wars
brand and suparheroes such as Spiderman, ron Man,
and the Hulk across many of s businesses i orde 1o
‘reate sustanable character brands and new Growth op-
portunies or the company.

Porhaps the most anticpated new produet of 2013
was the Disney nfiny gaming platior, which crossed all
Disney boundarios. Disnoy Infity alowed consumers to
play with many of the Disney characters at he same tima,
nteractng and working together on diferent aceriures:
For example, Andy from Toy Story might jin forces wih
(Captan Jack Sparrow from Pyatos of the Caribbean and
Several monsiers fom Monsiers, Ic. o fiht vilans from
outer space

With 50 many brands, characters, and businesses,
Disney uses tochnology 10 ensuro that a cusiomer’s ex-
peronce is consistent across every platorm. The com-
pany comects with s consumers in innovative ways
tough e-mal, bogs, and s Web i It was. 0no of he
st companios 0 bog regular podasts of s talevison

Shows as well as 10 post news about s products and
intervews with Disney’s employees, staf, and park of-
s Disney's Web site provides nsignt into ks movie
trallrs, tolevison clps, Broadway shows, and vetual
theme park experiences.

Disney's marketing campaign in recent years has.
focused on how it hlps make unforgetiablo amily marm-
ories. Th campaign, “Let the Memores Begin.” fea-
tures real guests throughout Disney enjoying diferent
tides and magical oxpariences. Loslio Foraro, exocutive
Vs president of global markeling, Disney Destinations,
‘laborated, “The inspiraton for his ffrt camo from our
‘quests. Each and every day people are making memries
at our parks, posting them online and sharing tham with
rencs and famdy”

‘According 1o nteral studes, Disney estimates that
‘consumers spend 13 billon hous “imimarsed” wih the
Disnoy brand each year. Consumers around the word
spend 10 bilon houss walching programs on the Disnoy
‘Ghannel, 800 milon hours at Disneys resorts and theme
parks, and 1.2 billon hours watching a Disney movie—at
home, in the theate, or on thlr compute. Today, Disney
is the 131 most powertul brand i the word, and is ev-
‘onues topped $45 billon i 2013,

Questions

1. What doos Disnoy do best to connact wih s core

2. What are the risks and benelis of expanding the
Disnoy brand in now ways, such as wideo games or
suporheroes?
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