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[bookmark: _Toc124361393]Introduction 
The Walt Disney Company has been established in 1923 by Walt and Roy Disney. Initially, both brothers relied on creating cartoon characters for newspapers and magazines. However, with time they expanded the business activity in producing Cartoon Movies and presented the first animated movie with sound to the public (Miller, 2019). 
Those and more inventions in the entertainment industry followed and developed the company to the level of being the global giant known today. Currently, the company operates internationally and presents its customers with a diverse range of entertainment choices such as Disney movies and TV programs, Theme parks and entertaining experiences, Disney Merchandise and Consumer goods and the video streaming app Disney + (Zippa, 2022). 
As part of the top 100 companies with the biggest market capitalization, Disney has been an example of good and bad choices in developing a business. The 100 years of experience have presented ups and downs for the business and led to the detailed evaluation of each decision and how it impacted the business in the long run. 
Through the application of different methods and strategies, the mentioned detailed evaluation was conducted that examines and clarifies the reasons for the current success of the company and the potential threats for its future. The main focus according to the marketing fundamentals landed on the Segmentation, Targeting and Positioning (STP) strategy applied, the current Marketing Mix of the company and its SWOT and PESTLE analysis serving to evaluate its internal and external environment. 

[bookmark: _Toc124361394]Process and Stages of Marketing
The initial idea of the marketing process is to gather together all activities requiring completion by a business, to improve its presence on the market, and generate sales in increased volume. This process focuses on creating a valued product or service corresponding to the market demand and making it desirable to the level of necessity that causes the development of customer relationships, thus loyalty (Weller, 2017). The developed customer relationships create a constant customer base, which reassures the consistency in financial assets inflow to the business. 
The marketing process is divided into 5 main stages and more sub-stages aiming to ease the development planning. Those stages are focused on getting to understanding and operating the business properly, according to both the business needs and the market demands. Each stage identifies a level of development and improvement on the path to success for the business. According to marketing fundamentals, the marketing process serves to improve the business’ methods of approaching the market through advertising using available resources or creating a hospitable environment for promoting the business by investing and multiplying the available resources with marketing tactics (Grayson, et al, 2022).  
The first stage of the marketing process is Identifying the mission of the business. This stage is completed by using different research methods that support the identification of the part of the market which is going to supply it with customers. Examining the needs of the market and establishing how the business’s product or service responds to the demand. This stage requires gathering and managing marketing information, as well as customer data. Once the mission of the business has been identified are evaluated the corporate objectives. 
Corporate objectives are set by the company’s strategic level of authority, which is usually the CEO, or the Board of Directors. It evaluates the business as a whole and sets detailed objectives corresponding to the main functions of the business. The major corporate objective in most businesses is the aim for profit. 
Once the first stage of the marketing process has been completed follows the situation analysis. It represents sorting, filtering and preparing to put in use vital information needed to start the actions of the marketing process. To clarify and complete the situation analysis, businesses are required to conduct detailed analysis, such as SWOT, PESTLE, and 5C analysis (Porter’s 5 Forces). Those will provide the business with accurate, trustful information, about the evaluation of the internal and external environment of a business (Porter, 2004). 
The accurate evaluation of the internal and external environments of a business often leads to better decision-making and clarity for future opportunities for it. Based on these analyses the business can set sales, marketing and revenue objectives. 
The following step in the marketing process is the establishment of a marketing strategy. More called STP strategy, or Segmentation, Targeting, and Positioning. It supports the identification of the targeted market, and decision on the value proposition, differentiation and positioning for the product or service. Identifying the target market and determining its wants and needs, can help the business develop products and services to meet those wants and needs (Morgan, et al, 2019). 
The segmentation process represents dividing the market into groups of customers using different segmentation methods. Targeting represents the selection of the segments which are most likely to be interested in purchasing the product or service provided by the business. Positioning is the method of placing the product or service on the market to be most appealing to the targeted segments (David, et al, 2017). 
After the STP process is completed, are following the steps of setting realistic goals and developing a budget. The budget represents a plan for spending available resources (investments) for a certain period on a realistic goal timeline. Thereafter, the set target will be easily achieved when corresponding to the budget.
The fourth step in the marketing process is the Marketing Mix – the 4Ps of marketing (Product, Price, Place, Promotion), or since the evolvement of the Global Business Environment and ease of international connections and digitalization – the 7Ps of marketing (+ physical evidence, people, process). Using the results from the various analysis of customers, internal, and external environments, and gathering all the necessary information, the business is required to complete its product and service design, set pricing and choose a location to sell it. However, following the marketing mix, comes the most important part, the promotion – planning the advertisement process, methods and tactics about to be applied in addition to using the most efficient one for the business. 
After the plan is completed comes the last stage of the marketing process, putting the plan into action and controlling its movements, adjusting it when needed. The major idea for the development of a marketing strategy is to create a path between the business and the customer and establish a loyal customer base, that will ensure the business’s sustainability and prosperity. 
[bookmark: _Toc124361395]Evaluation of Marketing Environments
The evaluation of marketing environments is required in addition to understanding the market demands and developing a customer base for the business, guaranteeing its profit in future periods. This evaluation process focuses on the internal and external environments of a business, creating a map for a detailed plan developed about achieving the set company targets. 
The Walt Disney Company operates on an international level. Therefore, aiming to operate according to all applicable laws, rules and regulations, and avoiding any additional lawsuits and expenses, within any territory of operation, the company is responsible for ensuring that its products and services are developed according to them. 
To ensure the reduction of any additional expenses which are not part of the annual budgeting, companies rely on analysis methods that reach every aspect of the marketing process development. Those analyses are SWOT, PESTLE, and 5C Analyses (Alanzi, 2018). 
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[bookmark: _Toc124361397]Political
The Political factor part of the PESTLE analysis serves to evaluate how the chosen environment for evaluation will impact the business’s prosperity. Often, these environments are considered hosting environments where the business is looking to expand or initially develop. Those sub-factors of consideration part of the political picture are all rules, laws, and regulations applied by the government and impacting the business’s internal and external environments, thus operational processes. Those sub-factors are all internal political issues, foreign direct investments and trade policies, taxation, levels of corruption, and altogether political stability. The evaluation of those sub-factors as part of the political factor of a hosting environment helps draw a picture of the possibilities for the business to exist within an external environment without additional complications. 
As a company which is still successfully operating on the market after 100 years, Disney has gained a big amount of intellectual property. It serves the company by creating value and establishing the brand name, giving it the power of improving its customer loyalty which guarantees the return on investments and reinvestments and guarantees profit by establishing a constant customer base. 
The instability of trade policies can impact the business negatively. In cases where the trade policies are unclear, or constantly changing, the company could meet struggles maintaining its import and export operations and trading with partner companies. This can lead to increased production prices, and inflation of the prices of sold goods, therefore the sales and revenue can be decreased. 
The vast majority of the countries where Disney operates have stable political conditions. This guarantees a competitive advantage for the company to complete its operation and maintain international trading. 
[bookmark: _Toc124361398]Economic
The economic factors evaluated for the development of reliable PESTLE analysis are the measurement of employment rate, and job perspectives focusing on the availability of qualified staff for a particular position, therefore evaluating the access, and availability of corresponding education courses and levels. Other economic factors to be considered are investment and inflation rates that impact the business revenues positively or negatively depending on the growth of the business and the pace of change in the ratio of the rates. Labour costs and consumer purchasing power are impacting the business environment as well. The conducted evaluation of all those economic factors helps the business to build the supply and demand model applicable to its operations. 
Disney has the chance to significantly grow in the future according to the rates of mass media growth in developed countries. Disney’s initial products are entertainment TV and Movie programs and streaming services. The steady growth of the mass media presents the company with the opportunity to expand its reach to more customers, especially supported by the diverse range of products and services available. 
The slow economic growth of some countries can affect the progress of the company. For instance, one of those countries is China, which presents a large part of the consumer and supplier market. 
The larger part of Disney’s finances is circulating on US soil. Not many of the company assets are based overseas and do not rely on foreign economies, however, the economy of the US is considered turbulent, therefore unpredictable, and the company should consider expanding the location range for cash circulation. 

[bookmark: _Toc124361399]Social
Social factors impact the short-term and long-term goals of a business. Those factors are cultures, traditions, social norms, and values shared by the community. Businesses are required to evaluate those factors when developing their business plan, and develop their marketing plan and surrounding their marketing processes according to those factors to not be in accordance with society. 
Other social factors impacting business production, profitability and prosperity are the segmentation factors such as population, demographics, health and safety concerns, and lifestyle of customers. Those factors identify and manipulate the purchasing pattern and attitudes of the customers.
According to Disney’s flexibility and aim for diversity, the company has shown that it is easily adapting to changes. The content that it creates shows suitability for various age groups and presents the aim for expansion. 
The people’s inclination toward online activities and altogether digitalization of day-to-day individual and business operations, and the increased influence of social media on the global business environment has led to the market demand for digitalized service the digitalization has led to easing the working process and reach to customers for most businesses and Disney does not differentiate. 
One of the best social strengths which the company has is its willingness to respect cultural diversity, as well as preference and taste diversity to respond to the age groups and individual preferences of the customer base.    
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Technological factors focus on technological innovation and automation that are part of mass digitalization. Usually, the technologies ta part of a business process, are affecting its production, distribution and manufacturing processes. For example, the video games and software applications developed by Disney are part of the digitalization and represent the easier reach directly from the business to the customer, and mainly requires maintenance of the cloud computing software that supports its operations (Hanson & Kalyanam, 2020). 
Disney has been implementing machines in its working process aiming to create better content in terms of resolution, accordance between audio and video, and the increased popularity of augmented reality. Disney doesn’t dedicate any of its operational processes to technology development, however, keeps it’s work inventory up to date. 
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In recent years, the environmental pollution topic has been constantly discussed and has become the cause of many movements aiming to increase environmental sustainability. The implementation of norms of responding to those concerns operational processes, more called Corporate Social Responsibility, has led to the development of multiple eco-friendly solutions to reduce pollution and decrease global climate change.
Disney has a particular issue with climate change – it affects the operation of amusement parks, which can lead to lots of revenue losses if the parks can’t operate properly. To contribute to the reduction of environmental pollution Disney has been relying on the use of renewable energy, which contributes not only to the health of the environment, but also betters the company’s image on the market. 
Another aim of the company in fighting environmental pollution is energy efficiency and eco-friendly themed parks. The company has developed an efficient waste management plan and constantly continues to improve regarding being environmentally friendly and continues getting good press. 
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Every internationally operating business is required to be aware of international legal metrics. Each country has its laws, regulations and restrictions which apply to business operations and evaluate if there are any possibilities for the business to be affected in terms of equal opportunities, consumer rights, health and safety discrimination law, and copyright laws, which can all reduce the business’s profitability. 
Disney as a content-creating company is required to abide by any content guidelines. In some countries, the content has to be changed to fit into those guidelines. Sometimes the shows and movies had to be cut with entire scenes, however, following the laws is one of the main reasons why the company can maintain such success. 
Environmental laws can impact the operational process if a part of those operations does not respond to the requirements concerning environmental protection. For example, amusement parks can be restricted from operating because of the high levels of pollution it produces.    
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[bookmark: _Toc124361405]What is STP?
Segmentation Targeting and Positioning are methods for filtering the market and generating useful business data, that are going to identify the customer base which has the potential to become loyal to the business and guarantee its profitability. 
There are different types of segmentation, that divide customers into different groups. Those are demographic, geographic, psychographic, and behavioural (Hanlon, 2022). It establishes the key features that the business has to own in addition to attracting those customers in regards to individual preferences, and locations, and uses it to develop a range of products suitable for the identified segments. 
Demographic segmentation is based on age, gender, education level, marital status, and income. Geographic segmentation divides the market into different areas, like countries, regions, states and provinces, and city areas. The psychographic segmentation represents the lifestyle of the consumer market, hobbies, activities, opinions, political affiliations, entertainment choices, personality traits and attitudes (Cleveland, et al, 2011). All psychographic segments target groups of individuals that might be with different demographic and geographic segmentations and still share the same beliefs, activities and attitudes that are developing similar demands from the markets. Behavioural segmentation identifies the usage levels, brand loyalty, how is the purchase financed, appoints key benefits, and shows key features used. 
Targeting identifies which of the segments is the most attractive for the business. It measures the size of the segment, its potential to grow, and its profitability. Estimates the lifetime value potential of the product and service and estimates its ease of reach (Baron, et al, 2010). 
Positioning represents the actions based on the evaluation conducted based on the segmentation and targeting. Those actions are focused on developing an appealing image of the product for the market. Usually, the positioning process requires the identification of a position that is going to bring the business market advantage against its rivals (Hooley, 2017). 
Positioning can be real and psychological. Whilst the real positioning represents a certain physical location or physical identification of the product (ex. Largest, cheapest), the psychological positioning is based on emotions or attitude. Psychological positioning aims to associate the product or service with demands by customers’ emotions, like caring, relatability, trustworthiness, and additional individual emotions like happiness, excitement, and sadness. 
[bookmark: _Toc124361406]Disney’s STP Strategy
The demographic segmentation targeted by Disney is families of all types, genders and ages. The diverse product categories allow the reach of every customer in the entertainment industry. All Disney facilities have access to disabled customers and strollers. Also, the types of entertainment they are offering are suitable for all age groups – for instance, nightclubs in Disneyland, games for kids and rollercoasters for families. The diversity does not stop only with the amusement parks but also shows in streaming services and movie productions. 
The geographic segmentation of the company shows the largest operations flow of the company in the Americas and Canada, which identifies probably why the majority of the company’s cash flow circulates in these regions. 
The brand has created a strong name for itself for the past 100 years, and has developed a significantly good customer base, that maintains its profitability and helps it expand. The acquisitions that the company has made, such as acquiring Fox, Hulu, and Marvel are initially going to contribute to its further expansion and contribute to the maintaining of diverse entertainment content.  
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Marketing Mix represents the main marketing fundamentals to be evaluated and based on it to be developed effective marketing strategy. The 4Ps of marketing include the following segments – Product, Price, Place, and Promotion (Twin, 2022). 
Product - As stated, the products which Disney offers to the market are diverse, all related to entertainment, such as media networks, studio entertainment, theme parks, and consumer goods. 
Price - The pricing of the products varies. Considering the targeted market of Disney are the middle and lower classes, the pricing of the products is considered slightly higher than regularly affordable. This tactic most likely led to the development of the most common association of people for Disneyland, considering it extremely special place. However, after the development of the Disney + streaming service, all programs and movies became available for the mass market, including additional shows produced by acquired partners. 
Place – Disney is operating worldwide. The company’s diverse range of production is available through movie theatres, stores, software applications, the official website, and specific locations for the amusement parks. 
Promotion – The company does not invest much in advertising. Market analysts are stating that usually the company advertises only when releasing an entirely new to the market product and does not maintain the advertising processes. 
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The marketing fundamentals represent diverse marketing segments and tactics for the conduction of the marketing process. Marketing process aims to develop a strategy that will guarantee the successful reach to customers and support the production of corresponding to the market demands products and services, aiming to increase and reassure the sustainability of the business profitability. 
Throughout the report was conducted detailed evaluation of the marketing environment, reaching out to different analysis methods. The company of focus was The Walt Disney Company, which appeared as good example for century-long experience in the entertainment industry. The report showed that the large capacity of the company has led too its evolvement of operations to international basis, providing the market with diverse products and services.
[bookmark: _Toc124361409]Recommendations
Whilst conducting the environmental analysis for Disney, some issues threatening the financial stability of the company were noticed. 
1. The lack of regular advertising – The company might reach much larger customer base if they decide to invest in regular advertising of their products and services, which is going to contribute to the increase of annual revenue and market capitalization. 
2. The inconsiderate spending – The company has spent 71.3 billion in acquiring Fox and 1 billion in acquiring Hulu. This spending rates accompanied by the higher than regular pay rates for company employees (approx. 223000 people) leads to significant decrease in revenue and longer period to get the company back on track. In the long run acquiring Fox will most likely show good return on investment rate, however, this is uncertain. 
3. According to the KPMG reports on the Covid-19 pandemic, the global GDP has decreased by 4.1% which furthermore impacts the recovery period of each business individually (KPMG, 2021). Disney experienced 28% decrease of its stock value because of the pandemic. Disneyland branches in Shanghai and Tokyo were shut down to prevent the spread of the pandemic. The company managed to go through the toughest period of the pandemic easily, however, the occurred global economic crisis, now followed up by the war in Ukraine, has led to economic uncertainty for many businesses. Therefore the vast amount of investment in acquiring Fox was not completed in the most suitable period according to the global economy. 
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