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Executive Summary

The Walt Disney Company is the subject of this report it will focus more on the theme parks. It is one of the world's leading entertainment manufacturers and providers.  Media networks, parks and resorts, studio entertainment, consumer products, interactive and consumer products are among the company's five business segments. Disney's goal is to become one of the world's leading entertainment and information organisations by differentiating its content, services, and consumer products through its network of brands. Furthermore, using the Industry Life Cycle to illustrate, it identifies attempts to establish methods to defend and strengthen Disney's business plan. Disney has re-emphasized its primary strategy of generating and delivering appealing content for children, as well as syndicating this content through its numerous entertainment channels, with the assistance of its new CEO, Bob Iger. Disney has previously concentrated its efforts on serving the American market and exporting its products to other countries.
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1.0 Introduction 
This report was requested on the 25th April 2022 and has been drafted by Kelly Brain, to be completed by 24th June 2022. This report will look at the historical development of Walt Disney by focusing on its strategic evolution during the last five years, it will look into profits or losses made in 21/22. The report will also look at how Disney obtains strategic alignment with its surroundings or do they work forward towards a strategy development between the company's direction and the demands of the surroundings. This would leave gaps in the approach, allowing competitors to take advantage. Throughout, the report it will employ a variety of models and theorists, the report will undertake a strategic analysis by using SWOT, PESTLE, BCG, and 5 Forces. The Walt Disney Firm is a Theme parks, resorts, broadcast television networks, a cruise line, and other related industries are owned and operated by the worldwide entertainment conglomerate. In addition to producing and streaming a wide variety of film and television entertainment content, the company also organises live entertainment events. This report will aim mainly at the theme parks.

















2.0 Main Findings
2.1 History of Disney 
The Walt Disney Firm (DIS) is a globally integrated entertainment business that owns and operates resorts, theme parks, broadcast television networks, an ocean liner, and other related companies. The company also hosts live performance entertainment and creates and streams a variety of film and televised programming material through its new digital content streaming platforms (Johnston, 2022).
In the last 5 years Disney is surprisingly different, Disney is constantly changing things, or even if the adjustments are for good or bad reasons is debatable. 
In Hollywood, California, the Disney Brothers Cartoon Studio was established in 1923 by Walt Disney and Roy his brother. The Walt Disney Company, as the studio is now recognised, has had a massive impact on the amusement industry and becoming one of the leading media giants in the world. (History.com. 2019).
2.1.1 Who owns Disney?
Walt Disney and Roy O. Disney founded and own Disney and was originally known as Disney brothers cartoon studio, Bob Iger is now the chairman of Disney, while Bob Chapek is the CEO. Bob Iger served as CEO of Disney from 2005 until 2020 and now serves as Executive Chairman. The Walt Disney Firm is a publicly traded company whose stockholder’s own 7.27 percent of the company. The Laurene Powell Jobs Trust, which is managed by Steve Jobs' wife, is the company's largest stockholder, with Vanguard Group, Inc owning 4.59 percent and State Street Corp owning 4.22 percent. MFS Management of investments K.K. owns 3.8 percent of the stock, while BlackRock fund Advisors owns 2.98 percent, Fidelity Management and Research Company owns 2.75 percent, and State Farm Mutual Automobile Insurance Co. owns the remaining 2.75 percent (It knows 2022). Every day, future product managers are created, and they come from practically every department (Geracie, 2010).
Walt Disney World has been evolving and expanding since its creation to fulfil the requirements of tourists and to allow new innovations to enter the parks.
Walt Disney once said, 
“Disneyland will never be completed. It will continue to grow as long as there is imagination left in the world.”
(Heaton, 2021).
Walt Disney World has been evolving and expanding since its creation to fulfil the requirements of tourists and to allow new innovations to enter the parks. The aspect of "the show" is meticulously executed at Disney Parks all over the world. Anything and everything that visitors can watch or do within the parks is considered a show. Since its inception in 1971, Walt Disney World has kept growing and change "the show" from the minute visitors enter to the time they depart. Scaling to the scale and scope of the Walt Disney organisation is unimaginable without a terrific marketing talent. Disney has dominated the market for years by regularly revising its marketing plan.
Product development is the main growth strategy employed by The Walt Disney Company. presenting fresh goods in the organisation's corporate or this strategy incorporates existing markets. For instance, to enhance revenue from its global clientele, The company releases new films along with related products. Disney's organisational structure is relevant, which offers the organisation structure to successfully control product design, is emphasised in this company examination as well. This intensive strategy links to the differentiation generic competitive strategy by emphasising originality in product creation (Williams, 2019). There are 13 troublesome Disney attractions which have altered, are altering, or should alter (Revet, 2021).
According to data, this places Walt Disney as the world's 54th most valuable corporation by market valuation (Companiesmarketcap 2022). Through its strategy towards horizontal integration, Walt Disney is working to increase its market share through a variety of corporate-level strategies. The company is expanding internationally through the acquisition of related businesses in order to take advantage of emerging market opportunities in China and Russia (Amarsy, 2015).
2.1.2 Mission Statement 
A company's strategic plan, or where executives intends to take the business in the future, is outlined in a corporate vision statement.
The Walt Disney Company's CEO, Bob Chapek, commented, 
“I believe our mission for this year is clear: set the stage for our second century, and ensure Disney’s next 100 years are as successful as our first,”
(Dubois, 2021).
Disney's Core Values and mission statement, like Nike's, is inextricably related to its business and target demographic. Innovation, optimism, community, quality decency, one of Disney's guiding values is narrative (Cotter, 2020). Walt Disney Organisation's mission is to entertain, inform, and motivate people all over the globe through the power of excellent storytelling, it illustrates the brand names, innovative thinkers, and cutting-edge technologies that have been made the world's top entertainment organisation (The Walt Disney company. 2021). This mission statement is all about elevating the company in connection to the items it brings to market in order to communicate and entertain the general audience. The mission statement has always been consistent with the organisation's core beliefs, according to an assessment of the company's history. This is consistent with Disney's mission statement's first quality, which emphasises the focus of the business of community welfare. The company, for example, has a charity project that incorporates activities that bring delight to of youngsters, including children’s lives. It firstly provides and improves patient-care service, such as the $100 million effort in 2018, which made a huge difference in the lives of many patients around the world (Mission statement.com. 2021). In this worldwide business Five Forces analysis, Walt Disney uses its successful brand as an advantage to tackle competitors and associated external variables (Brown, 2019).
The Walt Disney Company efficiently delivers out its Mission Statement. "Disney does it right," Apel (2007) put it clearly. He was making reference to numerous strategies used by the Disney Company, which includes market research to determine how to best please its clients, consideration of making sure that all ethnicities are represented and understanding who its consumers are, and a long history of pleasing customers, well known as the "Disney Way," that has been effective for more than 50 years. In other words, Disney employs a combination of testing, client interests and culture and experience to ensure that the corporation adheres to the Disney Mission Statement, which outlines the organisation's current strategy (Scott, 2020).
Disney, like any other large corporation, has labour problems. Theme parks, but then on the other side, appear to be especially susceptible to the media behemoth's organisational techniques. Discrimination and low wage are among the allegations. The corporation is known for its anti-union stance, and it has been allegedly paying slave salary to workers in other nations who produce toys that are sold in the US for a significant profit margin. Disney also has become one of the world's most outspoken critics of the growing trend of mandating paid sick leave for employees. (Hickman, 2010). In 2019, Disney accomplished something truly remarkable. They established a new 270-acre, 50-megawatt solar installation for their Orlando amusement park. It was created in partnership with Origi's Energy USA and the Reedy Creek Improvement District (which is currently under threat). They estimate that the solar project will eventually generate enough energy to run two of the four parks at Walt Disney World Resort (Tucker, 2020).
2.1.3 Market share
Between HK $64.7 billion and HK $117.3 billion is projected to be the expanding theme park's total net economic impact over 40 years, with the theme park contributing 0.2 percent to the city's annual GDP since its debut. Furthermore, mainland visitors have become the top spenders of all markets, accounting for HK $83.47 billion, or around 70% of total visitor expenditure, emphasising the importance of catering to their buying habits. This element of the marketing mix for Disney's many industries and markets involves pricing strategies and corresponding price points, as well as pricing bands that are separately chosen based on market and industry conditions. For instance, different development, saturation, risks, business prospects, and other managerial concerns lead to different pricing systems in the media and entertainment, parks and resorts, consumer goods, and retail markets (Mageplaza.com. 2022). When looking at the Walt Disney Company's Parks, Experiences, and Products data, it appears that the company is continuing to develop as it emerges from the pandemic troubles of 2020 and 2021. Revenues from $2.7 billion the year before, Disney Attractions, Events, and Products increased to $5.5 billion in the quarter. The segment's operating wage climbed by $1.6 billion to $640 million. Grow in the domestic and international parks and experiences firms were partially offset by a reduction in the consumer effect business in the quarter. Walt Disney has a market valuation of $181.05 billion as of June 2022 (Sylvester, 2021).
The Entrepreneurial School: The atmosphere can be changed and influenced in this school. Entrepreneurs are capable of bringing to market innovative items and services that are produced on the basis of unique dynamics that are distinct from the market's existing 'rules’ (Mintzberg, 2015). Disney has a market growth plan in place because they are constantly inventing new items and have been evolving and expanding since its inception. This allows for fresh innovations to join the parks. For these examples Disney has been organisational wide as it looks at the scope of all the products not just on one particular product. Based on the resource Disney also follows a outward look. The strategy Disney use is a dynamic approached, although Disney’s goals remain the same their products change, they are not looking at being the cheapest, their aim is to be the best, they differentiate themselves through quality and brand image. 
2.2 Stakeholders
With 7.5 percent of outstanding shares, The Vanguard Group, Inc. is the largest stakeholder. The second and third largest shareholders, on the other hand, own around 6.6 percent and 4.0 percent of the company, respectively.
Disney values the opinion of its many external stakeholders and collaborates with a variety of companies in its ongoing efforts to create safety, diverse, and polite environments. External stakeholders include non-governmental organisations including: Socially responsible enterprises, multilateral organisations, and government agencies are examples of NGOs, multi-stakeholder initiatives (MSIs), labour unions, and peer organisations. Investors, trade associations, and others. It takes a team effort to improve working conditions around the world and they count on their colleagues. Stakeholders are needed to help achieve goals (The Walt Disney company 2021). Stakeholders in the Walt Disney Company include local communities, commercial partners, the board of directors and shareholders, employees, clients and guests, and significant business sectors. The high-power, high-importance group includes the board of directors/shareholders and the main business segments. They also expect to have a greater say in company decisions. Low power, high importance for the community, business partners, customers/guests, and staff. The community wants high-quality products and services that provide value to their neighbourhood. This calls for assistance with and engagement in community development. Disney based on the influence of their stakeholders, the company successfully responds to and manages the expectations of its stakeholders. The company's overarching approach to corporate responsibility is all-encompassing in that it takes into account the interests of stakeholders in addition to its operating success and financial objectives. The corporate social responsibility strategy ensures that Disney is a moral business that gains from providing world's best entertainment goods and services to clients across the globe (Johnson, 2020). 
Operation of leisure facilities (23.1 percent): operation of 11 resorts (38 hotels) in the United States (7 owned parks including Walt Disney World Resort, Disneyland Resort, and Aulani; 22 hotels), France (2 Disneyland Resort Paris parcs; 7), Japan (Tokyo Disneyland Resort; 4), Hong Kong (Hong Kong Disneyland; 3) and China (Hong Kong Disneyland; 3) by the end of September 2020. (Shanghai Disneyland; 2). The company is also active in cruise sales (Disney Cruise Line), vacation organisation (Disney Vacation Club and Adventures by Disney), park design and development, and consumer product sales (children's books, toys, game software, films, and so on) (Marketscreener.com 2022).
2.2.1 Generic Strategy
One of the key challenges of strategic management is recognising the cultural capacities of the organisation and making and keeping it efficient and effective in a highly competitive world while adhering to sound ethical principles (Finlay, 2000)
People can use a strategy to guarantee that day-to-day decisions are in line with the organisation's long-term goals. Choices taken today can have a severe effect on future outcomes if they are made without a strategy (Bruce, And Langdon, 2000). Disney's generic competitive edge outlook is continuous innovation. According to Michael Porter's, this strategy requires offering unique products to a variety of market segments. For instance, the business distributes its entertainment products to virtually everyone in the world. with an emphasis on family-friendly programmes. Excellence and distinctiveness through innovation distinguish the organisation's products from their rivals in this typical competitive strategy. Walt Disney has dedicated staff to deliver the business's distinctive entertainment experience of the theme parks. Disney's entire competitive strategy starts with setting itself apart from rivals' products. The business's ambitious growth plans are centred on generating new items which are in line with international market trends. This strong strategy links to the differentiation generic competitive strategy by emphasising originality in product production. A related strategic goal is to boost income by persuading customers to buy Disney items based on their unique attributes, such as entertainment. (The Walt Disney company. 2020). Disney is in the business of entertainment, which is all about client desire. If the company's finances are not in good shape, this deal might easily lead to its demise. Management does not place a premium on strategic ways to quenching customers' need for products that do not yet exist on the market. If the item currently exists, it is the obligation of the business to make it better and more enticing to consumers without altering what they love about it or getting rid of what they don't. Disney also employs the focus technique, which prioritises a specific market niche with fewer competition. Young children, as well as their families, should be targeted. Disney focuses on fostering emotional connections between its theme parks and consumers. Because the primary benefit of Porter's generic methods is that a company may charge a premium to clients for its uniqueness, Disney can charge a premium for higher quality in its theme parks (Morgan, 2020).
The past six years for Universal Orlando have seen them completely remake itself in a way Disney has been hesitant to undertake for a while. By opening the new Wizarding World of Harry Potter, after experiencing success, they yearned for more so opened more rides, and now universal are being honoured for it with the rise in attendance figures (Holliday, 2016). Only if the best collection of activities is supplied to the consumer and are distinct from those conducted by competitors will a distinctive value proposition convert into a relevant strategy (Magretta, 2012). Throughout Walt Disney is implementing a diverse corporate-level approach aimed at increasing market share as part of its horizontal integration plan. (disneycompanyprofile.com. 2022). The primary goal of strategic management is to ensure the long-term success of the firm (Grunig and Kuhn 2020).
3.0 SWOT
Strengths
Disneyland is among the world's most popular theme parks.
Over 150 million people visit theme parks each year.
Reputation of the brand. The Walt Disney label is well known in the US for over three decades and is popular globally, thanks to the Disney Channel, Disney Park, and Walt Disney Studios movies. The company is known as the top provider of family entertainment.
There are numerous attractions in Disneyland that are suitable for visitors of all ages and temperaments.
Disney Parks employs more than 100,000 employees worldwide.
Disneyland and its resorts can be found in the US, Shanghai, Paris, Tokyo and Hong Kong.
Theme parks and resorts strive to provide its visitors with a "wonderful experience" through their service like the hospitality it provides.
Weaknesses
North American revenue is quite important. Contrary to popular belief Disney works in over 200 countries, most of its income comes from the US and Canada. The US accounts for 70 percent of the business's income.
Purchases offer minimal chances for significant expansion. Disney is the nation's biggest entertainment business, due to the purchase of competitors. The prior Disney acquisition had to be cleared in order for the company to stay clear of antitrust problems, by the Federal Trade Commission.
Opportunities
The increasing worldwide travel and tourism sectors present promising potential. to recruit international customers.
The business's ability to produce original new experiences that bring the imaginary world to life is a big opportunity.
The company's ability to capitalise on the brand's enormous recognition also presents a fantastic opportunity.
Special offers are being made to attract tourists, particularly from emerging economies.
Threats
Disney operates in highly competitive industries, and its parks and resorts industry division facing significant competition from rivals in the area that can provide a better-suited product. As a result, the Walt Disney Company is under increasing competitive pressure.
The different theme parks that are developing around the world do have ability to lure customers away.
3.1 PESTLE
Political
The corporation benefits from the political stability of the main markets in which it operates. facing significant competition from competitors in the area just like theme park and entertainment media video materials; IPR plays a vital part whenever an entertainment corporation becomes multinational. They vary from one nation to another, based on the political environment. Different countries have different definitions of IPR.
Economical
Several outside elements influence Disney's financial success. For instance, studies reveal that a sizeable amount of the firm's theme parks and resort income come from the U.S. market. Market opportunities and their swift economic growth are additional signs of the organisation's growth.
Social
Furthermore, thanks to its long-standing support to hospitals for children and organisations that grant wishes, as well as the efforts of tens of thousands of committed Disney Volunteers all around the globe. With over 400,000 Disney-themed gifts, including toys and medical gowns were donated to more than 500 paediatric medical facilities. Local food banks were also supported by the company through a mixture of financial and in-kind donations around the world.
Technological
New techologies will bring new custeomers to visit the parks and attractions by booking tickets online and would save queuing. The organisation can also advertise offerings online and in local media using the internet. Technology can also help get cheaper deals and V.I.P passes for customers.
Legal
Disney, like any other large corporation, has labour problems. The company has a reputation for being It has been charged with being anti-union and giving slave wages to workers in other countries.
Environmental
The famous Core Classic dolls have been updated by Disney to include 100% recyclable packaging produced without plastic, environmentally friendly paper. Disney also got rid of plastic stirrers and straws that were single-use in all of the operated and owned sites around the world.
5 Forces
Competition, client purchasing power, and the threat of substitution are the most major external factors found in this Porter's five forces analysis of Disney. However, in today's business environment, pricing strength of suppliers and the threat of new entrants are strategic management issues. External pressures on Disney include the activities of businesses in the media, entertainment, and parks and resorts industries. This external study involved a variety of industry scenarios due to the scope of activity. The individual sector degrees of rivalry are evaluated while analysing the total competitiveness faced by Disney, for example. The following external aspects and strengths of the five forces are identified in this Porter's Five Forces analysis of The Walt Disney Company:

High competition or competition intensity? (Strong force).
Strong bargaining power of customers (Strong force).
Supplier power (Weak force).
Substitute or the availability of substitutes (Moderate force).
Threat of entry of new competitors (Weak force)
The Walt Disney Company uses a generic competitive edge method in the media, entertainment, and theme park industries, leveraging the uniqueness of goods. As believed by Michael E. Porter's model, A generic competitive strategy enables a business to expand and maintain its position in its target market Disney's overall competitive strategy focuses on separating its items from those of its rival. The company's aggressive expansion strategies, on the other hand, they concentrate more on developing new products that are in line with world market trends.
Walt Disney has also been willing to innovate and diversify while leveraging its brand identification to achieve success. All of this results in a devoted client and fan base.
Overall, Disney and Universal are fierce competitors. Both companies are international enterprises. However, they compete in a number of industries, including film and television production, as well as amusement parks and entertainment (Segal, 2022). The company is growing by inventing and innovating, enabling it to compete in the global market corporations. Viacom Inc., for example, is a company that competes with Walt Disney. Time Warner Inc., Comcast corporation, CBS Corporation, and Sony, all control Universal Pictures (Champaigne, 2021).
In this worldwide business Five Forces analysis, Walt Disney uses its successful brand as an advantage to tackle competitors and associated external variables (Brown, 2019).
BCG
Disney is not a question mark because they have been round for some time, they are also not stars as they grew steadily, because they are generating some cash, they are cash cows but there are some parts of the theme park that become dogs because these parts of the park need updating, Magic Carpets of Aladdin, with an average rider rating of 5.30 out of 10, is the lowest-rated attraction in Magic Kingdom (Terzigni, 2020).




















Conclusion
Despite encountering numerous and many types of modifications, Disney seems to be a company which has grown and changed over the years, creating an atmosphere that most people would consider "magical." The Disneyland parks slogan is 'Where the magic begins.' Walt Disney is a huge organisation with a large workforce that operates together. To guarantee that the firm works efficiently, communication and accountability are handed down the company management chain. One of the world largest most inventive businesses, Disney has led the way in innovation for many years. However, you could claim that all of Disney's entertainment and media initiatives have been a complete success since, even when the corporation has encountered bad press or problems, it always seems to resolve the issue with care and duress without saying anything out of turn in front of the media.
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