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Executive Summary
This report has investigated Disney’s strategic management systems, the outcome of this report was that Disney operates under different SBUs to effectively undertake different strategies at the same time. It has highlighted in a SWOT analysis the main strengths and opportunities that Disney took to deliver different services via the steaming platform Disney+. The report found that Disney could offer many ways through pricing strategy different to its competitors offering them a competitive advantage when doing the pricing for this service. It shows that Disney took an opportunity during 2020 where it took the time to strategically bring forward plans for this service because of a social factor highlighted in the PESTLE analysis, this saw sales soaring.  
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1.0 Introduction
This report was requested on the 2nd of May and was requested by the C.E.O of Disney, the report has been compiled by Claire Edwards and the report is to be submitted on the 22nd of August 2022. Many SBUs were considered when writing this report but the SBU the author will be looking into is Disney’s entertainment media Disney+ streaming service. The report will give a detailed SWOT, PESTEL analysis and analysis using the BCG model, stakeholders’ analysis, potter 5 forces and potter genetics model (see appendix 1, 2, 3, 4, 5 and 6) to examine whether the main driver of the change came from an internal decision or an external factor. The report will critically look at Disney’s strategic planning within its steaming services and highlight the benefits and disadvantages of using these models in its strategy. This report will give analyses on the strategic management of Disney+ streaming services, the report will give a brief overview of the company Disney and investigate the mission and vision statements and whether standing by what they say is still relevant in today’s strategy for the company. The report was compiled using a variety of websites and journals.  



















2.0 Findings
Disney’s history 
Founded in October of 1923 by two brothers Walt and Roy Disney, the company rapidly realised that the company would go from strength to strength within the animation industry. The Walt Disney organisation thrived within TV, Films and Theme parks around the world. Expanding its growth within many different channels such as online and streaming services. The company has a headquarters in California and is the second largest in terms of revenue. In more recent times Disney has ensured that the company have invested substantially in its platform of online with its Disney Plus services leading the way. The organisation’s structure encourages teamwork within the segments of the company’s services, being designed specifically for the promotion of the partnership between specific and independent content. The entertainment content the company produces will affect the planning and approach of the amusement parks of the company. Disney encourages teamwork around each segment of the organisation to ensure that all areas of the strategic plans are met, and the mission and vision of the company are honoured, ensuring that the position of the company is still very much leading the way despite competitors. Disney ensures an advantage in its capabilities to influence management to integrate strategies for a competitive advantage for the organisation (Organimi. 2022).
In 2018 Disney decided to take advantage of the change in the media landscape and decided to adjust the organisation's preferences and started planning for future developments for more growth of the company. The organisation stated that it would be strategically reorganising its company into four segments. ‘The newly formed Direct-to-Consumer and International; the combined Parks, Experiences and Consumer Products; Media Networks; and Studio Entertainment’ (The Walt Disney Company. 2018). These segments are places with Disney’s SBUs. 
Mission and Vision statement
Disney believes that everyone should feel valued and feel a little bit of magic that is why its mission and vision statement encourage individuals that attend holidays at Walt Disney World to be inspired and amazed. The experience that all guests have during the time shared at Walt Disney World is non-stop action from the moment guests arrive until the time its holiday finishes. All strategic planning made by the company must align with the company’s mission and vision expectations, entertaining families are many decades and ensuring each person that enters any section of Walt Disney is inspired through the power of magic.  
‘The mission of The Walt Disney Company is to entertain, inform and inspire people around the globe through the power of unparalleled storytelling, reflecting the iconic brands, creative minds and innovative technologies that make ours the world’s premier entertainment company’ (The Walt Disney Company. 2022).  
Disney's Vision Statement is ‘to be one of the world’s leading producers and providers of entertainment and information’ (Howigotjob.com. 2022).
Why are mission and vision statements essential for strategic planning?
Company's mission and vision statements ensure that the organisation expresses future goals and insights for the company, according to Small Business - Chron.com. (2022) these key statements should be carefully thought of when any strategic planning is being considered. Mission and vision statements should outline the strategy in a well-communicated way. 
However, Mindtools.com. (2022) say that stakeholders buy into an organisation's values and commit more to these statements when the company do what’s good for the world and when the company’s goals align with the stakeholder ensuring value is added and trust is gained when companies have a fascinating vision and a worthy mission. When the company embeds these statements within the organisation's strategies it can motivate stakeholders to invest time and money. 
Achieveit.com. (2022) states that the crucial elements of strategic plans are to ensure that the organisation's mission aligns with its vision, it is said that a mission statement should act as the company’s first steps for any planning and the vision is the end goal in which when companies do any strategic planning companies should always ensure that this is the focus. The research states that any organisation using a new or existing strategic plan should always review its mission and vision and value statements and this should be done until the end of the process. This research also says that companies should never expect that all stakeholders will support the company’s mission, vision, or values and that the organisation should ensure that stakeholders involved in the strategic planning offer something to the goal. 
 Kraaijenbrink, J. (2021) says that mission and vision can be essential for organisations that are driving a plan and are focused on it but states that often this is not the case, saying that mission and vision statements are a waste of time and resources for companies and can sometimes steer companies attention from other plans.   
Owners and SBUs of Disney
 Under the leadership of Bob Chapek C.E.O and executive chairman, Disney’s market funding rose by $209 billion. His presents at the company have ensured its growth for many years and have been with the company since 2005.  
Walt Disney Company has ownership of 43% of all resorts, and 57% is owned by Shanghai Shendi Group. This group is made up of three companies that are run by the Shanghai Government. Research states that the Walt Disney company is worth around $130 billion, however, the Disney inheritance within the company is now only 3% of the business according to Roy, P, the great nephew of Walt Disney (Fernandez, M. 2022).
Data analysed by Uk.finance.yahoo.com. 2022 indicates that The Vanguard Group, inc. are the highest stakeholder within Walt Disney with a 7.5% share in 2021.  
As a company Walt Disney does not operate as a whole and has different strategic business units to manage different areas of the company, these units are made up of four different SBUs, 
Studio Entertainment- run by Alan F, Horn this SBU ensures the production for the company, marketing, and many music labels such as Walt Disney Records, as well as action production like marvel studios.
Media Network- this unit ensures that programmes are promoted on television, this unit also ensures the run of Disney radio and the Disney channel. Media Network also ensures the running of technology and worldwide advertisement for the company. 
Theme parks, resorts, and Consumer products- head of SBU unit for theme parks Bob Chapek ensure that all resorts at Disney give everyone a story to remember, each character comes to life and experiences are remembered by all. Disney’s merchandise is sold worldwide, and platforms and values are kept. Bringing the world of Disney together through products and resorts encourages the growth and spending process. 
Direct-to-Consumer (DTC) and International Business section- this new SBU unit is created for the content created within Disney’s entertainment and media groups, using the latest technology this unit is set to be used as a worldwide platform for Disney’s ‘media, technology, and dispensation institution’ (Howigotjob.com. 2021).
Profit and loss for Disney
Statista. 2022 states that within the first few months of 2022, Walt Disney company had earnings of about $1.2 billion, marking an extensive gain of $29 million during the first quarter of 2021. However, the company suffered a loss during the last quarter of 2021 due to the worldwide pandemic. The revenue of 2020 continued to be strong Disney have reportedly said its Disney+ services did exceptionally well during this period. Poor financial results during the last two quarters of 2020 were due to parks and Disney ships being closed during the pandemic. However, Csimarket.com. 2022 says Disney’s market share is around 4.65%. 
Deliberate or Emergent strategy 
 It is believed through research that Disney would have been following a deliberate strategy during the early stages of the streaming of Disney Plus however since COVID 19 hit that has been a reconstruction of the SBU covering the streaming industry and Disney during the pandemic focused intensely on this area of the business. Disney fast-tracked its plans for direct-to-consumers and states that Disney would be highly investing in the content, sales, and Disney+. (Whitten, S. 2020).
 Disney’s strategy is at a corporate level, evidence of this is the ability to structure long-term goals and the success of Disney+ services, different SBU and the choices made through its corporate strategic plans and ensuring the success of future planning. The success of Disney is enabled by creating meaning within what it wants to achieve, adopting talent through creativity, and ensuring the company’s name is represented well across all plans (Medium. 2020).
 Disney follow a CSR strategy when expanding and planning, this was reviewed within the company’s 2021 report. It states that the reviewing of the strategy held various meetings with multiple stakeholders to ensure that the plans made Disney original. With Disney gaining the trust of stakeholders and consumers, and its exclusive bonds with all that support the company, It has given Disney the chance to positively inspire the future through the company's story-telling. 
 ‘As a global Company operating in many industries and geographies, Disney's CSR strategy is further built around our consideration of a wide, complex, and evolving set of environmental, social, and governance (ESG) issues. In FY21, our ESG priorities continued to be informed by an evaluation of each issue’s importance to our businesses and society’ (TheWaltDisneyCompany. 2021). 
The planning for Disney+ services is dynamic and complex, this plan is dynamic due to the strategic fit within the positioning of the online streaming services to provide opportunities during the pandemic, however, this planning fits into a complex strategy with the demands being placed on different SBU’s. within this complex plan, Disney is always looking to the future and where improvements can be made however, the company know that plans can change and that it may need to adapt to changes when necessary (Fortune. 2022). 
Disney believes in its mission and vision statements, and this is demonstrated through the investments in research and training. The researcher believes that as a whole Disney operates a complex approach with many SBU covering different areas of the business however, for Disney+ the company adopt more of a simple and static approach. However due to a worldwide pandemic, Disney evaluated its plan and changed direction, this operational change meant that Disney focused more on its streaming services due to resorts and parks being temporarily closed. By doing this Disney’s plan ensured the company had a strategic fit within the market of online streaming services. Disney was using the Planning school to ensure plans were encountered with however, went to position school due to the acceleration of the strategic plan for Disney+. Disney using the BCG Matrix would ensure that the right positioning of the streaming media would target the correct consumers. 
‘As of August, Disney has 100 million paid subscribers across its streaming offerings, more than half of whom are subscribers to Disney+’. (Whitten, S. 2020).
 The strategy of the streaming of Disney+ is based on the market condition rather than any stakeholder's influence, this would have been due to the high rise in online streaming caused by the worldwide pandemic. This decision within the strategy came from an external factor in a PESTLE analysis, the decision to bring forward plans for the streaming service due to more demand as families had to stay at home due to COVID-19. Within the first year of the pandemic alone, Disney+ services reached 73.7 million, Bob Chapek says that the steaming service has excelled expectations since launching just the year before (Los Angeles Times. 2020). 
 Disney is following a diversification and market growth strategy because they are targeting specific groups of consumers, Disney have followed a wide diversification strategy during COVID-19 as the company has gone into markets that they have not been in before with its steaming services. This has paid off within the last two years because even though rivals Netflix have more subscribers than Disney+, Disney+ had a bigger growth period during 2022 with Netflix reportedly suffering a loss of 200,000 subscribers in the first quarter of 2022. (EarthWeb. 2022).    Data analysed by Business of Apps. (2022) shows that Disney+ steaming services had around 137 million subscribers in 2022 and data shown by EarthWeb. (2022) Netflix has 221.6 million subscribers in 2022.  
2.2 Analysis using SWOT, PESTLE, Stakeholders Analysis, BCG Matrix, 5 Forces
SWOT ANALYSIS
 The main drivers from this SWOT Analysis that were identified were that the Worldwide Pandemic was a real strength for the online streaming industry, and Disney took full advantage when lockdowns happened. Disney took the opportunity to bring forward future plans for the Disney+ service and this saw sales soring giving the company a more competitive advantage over its rival Netflix which is a threat with similar streaming services. 
PESTLE ANALYSIS
 The main factor driving Disney+ streaming services in this analysis is the social factor, due to families being restricted to their homes during the worldwide pandemic families were looking for more home entertainment and with the cost of living increasing visiting Disney’s parks is now seen as more luxury due to an economical change visits to Disney’s world parks will become less. 

BCG MATRIX
 Disney’s streaming services fall into the Star category of this model, however, this service that Disney offers could become a Cash Cow by offering incentives to keep customers active whilst returning to normal life after COVID-19. Disney could offer consumers discounted prices and more of a variety of showings through the steaming service, rivals Netflix has reported a loss of many subscribers within 2022 due to an increase in prices instead of gaining as the company had hoped for. 
STAKEHOLDER’S ANALYSIS
 The researcher believes that the C.E.O Bob Chapek has the main power within the decision-making process with Disney+ streaming services, has been with Disney for nearly thirty years he has gained trust and power within the company and Disney trust within his decisions ensuring that every decision made is unique to Disney, he has intensive power and control over the steaming services where he regularly oversees Disney studios and has close relations with high stakeholders. 
PORTER’S GENERIC’S MODEL
 Using this model it was identified that Disney follows a board strategy of cost leadership and differentiation with its online streaming services Disney+, this creates a competitive advantage for the company. The development of new opportunities is a common method adopted within high growth plans, through its new advantage plans for the steaming service Disney ensured that pricing the service lower than rivals Netflix was an opportunity to excel within the steaming media and used differentiation to offer more for the intensive growth of it and Disney as a brand.
5 FORCE ANALYSIS
 This model shows that there is a strong force for rivalry with existing competitors however a low force of the threat of new entrants, it shows that suppliers have low bargaining power when it comes to the steaming service Disney+ however customers have a high level of bargaining and interest with the pricing strategy. Disney+ has a moderate threat of substation due to not being able to get Disney movies on other streaming platforms.   
2.3
SWOT ANALYSIS
 Disney had plans that the steaming service would expand over the next 5 years, but due to the pandemic, Disney saw an opportunity to expand instantly. These plans were brought forward by the C.E.O Bob Chapek, this was a huge success which saw Disney+ sales soaring. However, Pallotta, F. (2020) says that the streaming service for the company is as much of a burden as it is a success. He states that Disney has invested in the steaming service at the right time however the strategy is working at a loss because Disney with its steaming service aims to interact with consumers through films and entertainment in the hope that families will visit Disney parks and buy the products, however, due to the pandemic that is impossible as the parks are closed. 
[bookmark: _Hlk110835697]However, Disney believes that the steaming service has excelled all beliefs and has been at the heart of the company through COVID-19 because it does not only cater for children but adults by showing all the latest star-wars, and many more, and Abbott, B. (2021) believes that the steaming service is what people needed throughout the Pandemic. 
PESTLE ANALYSIS
 During the Pandemic Disney ensured that families were kept entertained through its steaming media, it used strategic plans already in place for future planning in the bid to advance the growth of its direct-to-consumers plan, ensuring the delivery of top entertainment of what the customers want. This strategy strengthened Disney’s streaming service due to the high demand for home entertainment as families were forced to stay at home due to COVID-19. (The WaltDisneyCompany, 2020). 
 Economical factor in the cost of living reaching its highest in 40 years has weakened Disney’s strategic plans due to rising park tickets since being allowed open again after the Pandemic. This has been a risk for Disney as fewer people can travel due to simply not being able to afford it. (Bricker, T. 2022). 
BCG MATRIX
 UK Press. (2022) say that on the first day of Disney’s premier for its steaming service DTC, the company ensures that it will be offering greater discounts to customers, and this will be introduced through an ‘ad-supported subscription’. Chairman Kareem Daniel states that the expansion of the access consumers of Disney+ will be receiving at a discounted price is vital for the growth of Disney’s streaming media.
STAKEHOLDERS ANALYSIS
C.E.O of Disney Bob Chapek states that Disney must grow with its audience and must acknowledge what consumers want rather than work against them. This comes as he faces extreme strategic challenges through technology transformation and listening and watching what consumers are doing during this unpredicting time, Bob Chapek ensures that Disney offers the best services through its DTC strategy and effectively does this by ensuring Disney have all the up-to-date movies for families to streaming from the comfort of their homes. ‘Right now, [consumers’] behaviour tells us and our industry that the way they want to experience entertainment is changing—and changing fast thanks to technology and the pandemic’. (Fortune. 2022).   
PORTER’S GENERICS MODEL
 In February 2022 Disney announced it would be offering an ad-supported, this is a strategy that any of the bigger streaming services are offering in a bid to get more subscribers to its sites. Research suggests that Disney are under pressure by investors to maintain its high level of content but at an affordable rate for consumers whilst still meeting its subscribers, in a bid to maintain this Disney will now be offering an ad-supported version of Disney+ to meet these needs of consumers in times the times that inflammation is at its highest. The pricing for this strategy is yet to be released by Disney, however, it is set to be lower than its current package at $7.99 (MARKETINGMANAGEMENT4E, 2022).
However, pricing strategy’s have worked for Disney+ from the start and each year have gained more subscribers each quarter compared to its rival Netflix, this is highly due to the increase in Netflix pricing increase whilst Disney has maintained an affordable rate for its consumers (Business of Apps. 2022).
[bookmark: _Hlk110423059]‘The Walt Disney Company uses diversification as a supporting intensive strategy for business growth’. Williams, A. (2019). 
PORTER’S FIVE FORCE ANALYSIS
 This analysis showed that Disney has a strong rivalry with Netflix but maintains a strong competitive advantage due to its unique films that were on Netflix however since Disney+ was launched in 2019 these Disney films have started to be removed from other streaming services. Giving Disney a low force for a new threat of entrants, is because Disney is considered a premium brand however, this does not reduce the risk new streaming services will need to be considered when Disney is doing plans to avoid any greater risks being posed on Disney+ service (Brown, L. 2022).
[bookmark: _Hlk110857672] As Disney is considered a high brand company it allows them to have power over its supply and where it comes from, this allows Disney to acquire the best technology and improve its services for its consumers. This allows the company to negotiate with different suppliers for the best rates and can often obtain the best for a better price however, suppliers have a high ground when Disney requires when supplying Disney with its high-end cameras and software. The force for bargaining with suppliers is quite weak when all factors are considered by Disney (Team, M. 2022).
 It is believed that the bargaining power of consumers is high, this will be because customers can easily transfer providers and go with the cheapest usually without any extra costs this is something Disney has thought about when doing pricing strategies. This high threat has strengthened the power that consumers have over Disney’s plans. However, Disney’s consumers love the brand and are loyal giving Disney some power over the pricing as Disney believe that customers are more likely to pay higher prices for better quality content (Team, M. 2022).





























Conclusion 
 To conclude this report, it is believed that Disney’s strategic planning system for the steaming services and the direct-to-consumers strategy is working for the company and this strategy is vital for the future success of Disney+ in the entertainment industry. This report has highlighted in a detailed SWOT analysis the strengths of Disney’s strategy for the streaming service, it has identified the areas of opportunities and through a PESTLE analysis looked at the Social and Economical factors that affect plans for the company. The PESTLE analysis showed that Disney was able to explore and bring forward plans for Disney+ steaming services, identifying this to be one of many drivers in its strategic plan. 
 The report has established that Disney ensures that all strategic plans align with its mission and vision statement for a better more effective experience for everyone. The company ensures that if Disney’s name is on the brand of any plans or products it will always aim to inspire and entertain the whole family. 
 However, the report researches different opinions and it states that different authors believe that vision and mission statements are outdated and do not pose any value in today’s environment. The report highlights that Disney company operates under different SBUs for a more effectively run organisation this allows Disney to operate different strategic plans in different sectors of the business at the same time more effectively. 
 The direct-to-consumers sector has been in great demand for the Disney+ service due to the Pandemic and since launching this service has seen the company rise in profits for the media SBU. The report also identifies that Disney is highly invested in the latest and best technology that the world has to offer and has power over suppliers when it comes to sourcing the equipment due to its being a high branded company. Disney also highly invest in employee satisfaction and training employees are vital for knowledge and understanding of its brand. 
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Appendix 
SWOT ANALYSIS
	Strength 	                                       
	
	Weakness

	Disney’s online streaming service: (Disney+)
Pandemic (increase in sales for Disney+)	
Competitive advantage against competitors
	Burdening Acquisition
Lack of promotion of Disney+
Netflix’s

	Opportunity
	Threat

	Strategic Acquisitions
Room for growth within the BCG Matrix
Pricing Strategy 
	Increase in online hacking
Netflix



PESTLE ANALYSIS
	Political 
	New rules and regulations 

	Economic 
	Unemployment of staff (employees working from home) 
Rise in cost of living 

	Sociological
	Changes in consumer's buying format  

	Technological 
	Innovation within the streaming media 

	Legal
	The cost of keeping consumer's data protected 

	Environmental 
	The rise in the cost of living 



Porter’s Generic Model
                                         
                                                  Competitive Advantage                                                                                                                                                                                                        
                 Differentiation 
        Low cost 


       Cost leadership (Disney+)

         Differentiation (Disney+)
Total 
Market

 

           STUCK IN THE MIDDLE 


        Differentiation Focus 

           Cost Focus  
Niche
market




Disney falls into a cost leadership and differentiation market with streaming services. 



BCG Matrix’s
	M
A          
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	     STAR

    Disney+ streaming services 
	         ?
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	    CASH COW

           
	       DOGS
	

	W       
T
H
	
                                 RELATIVE MARKET 
	
SHARE
	



Disney+ streaming service is a cash cow. 
Stakeholders Analysis Matrix 
                                                   Level of interest 
	
	Low
	High 

	P
O
W     Low 
	A-minimal effort
	B-keep informed 
Consumers 
Suppliers 
Employees

	E
R      High 
	C-keep satisfied

	D- key players 
Financial stakeholder’s 
C.E.O Bob Chapek













Potters 5 force analysis
                                                                        THREAT OF 
                                                                           NEW 
                                                                          ENTRANTS Low threat of new entrant. 
Cost to switch is high however, other forces are low, decreasing the threat for Disney+ service. 



 
BARGAINING POWER OF SUPPLIERS       RIVALRY AMONG             BARGAINING POWER OF BUYERS   Customers have strong bargaining power when it comes to the pricing strategy of the steaming services Disney offer. 
Disney suppliers have a low bargaining power due to the steaming service not needing to much supply like Disney’s parks or shops. 

                                                                   EXISTING COMPETITORS Disney’s rivalry with Netflix is a strong force, the competitiveness between the two streaming services is high. 




                                                                   

                                                      THREAT OF SUBSTITUTION PRODUCT 
                                                                               OF SERVICES 
Disney uses own movies to gain an advantage against being replaced. These movies will be removed from all other steaming services. 
This gives Disney moderate threat of substation. 
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