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Introduction 

This report will be assessing and evaluating the consumer behaviour measuring techniques, used to quantify the success of the new Walt Disney Mandalorian Themed Resort. The aim of the report is to evaluate and measure how the marketing strategy in terms of consumer behaviour through the use of current and future metrics (CFM), research technologies (RT) and research output data (ROD) are undertaken. 

Current and Future Metrics (CFM) 

Metrics is a method used by The Walt Disney Corporation to track, monitor and measure the performance of all theme parks within the Disney franchise. Current and future metrics is the evaluation of what metrics Disney currently uses and how these metrics can be further developed to maximise the use of data (Lewis and Oyserman, 2015). 

Research Technologies (RT) 

Research Technologies is a new, enhanced technological support that is used by the Walt Disney Corporation as a data collecting technique. The Walt Disney Corporation use this search technology in an enhanced way to collect personal consumer information in addition to consumer purchase patterns (Fielding, 2021). 

Research Output Data (ROD) 

Research output data is the process in which data can be used and manipulated as required. The Walt Disney Corporation uses this method research to analyse the types of technology used by customers around the parks, to ensure its effectiveness for not only the consumer but for business data collecting purposes (University of Edinburgh, 2021). 


CFM & RT
Quantitative data is a research strategy used to analyse current and future metrics and research technology (Gibbs, 2018). The Walt Disney Corporation uses quantitative data in the form of Google Analytics. Google Analytics is a web analytics system used to measure and track website traffic (Google Analytics, 2021). The Walt Disney Corporation uses this to monitor website visits, pageviews and the average time spent on each page. Measuring and tracking this give Disney given valuable data, which can be subcategorised.  For example, it can provide details of the original country in which website is being viewed, and at which point of the time of year the website is being viewed (Randerson, 2019).  By measuring this Disney can establish how much interest there is within the resort but also if any adjustments need to be made in relation to website navigation. As well as this, The Walt Disney corporation can measure the entrance pages of their website especially The Mandalorian resort page, and its bounce rate.  This is when people leave the page without taking any action (Google Analytics, 2021). The Walt Disney corporation cannot only use this information to track how much interest the pages are getting, but also if any amendments regarding the call to action of the website are require, such as amore noticeable location on its website for the phone number or contact e-mail address. In relation to disadvantages, Google analytics sometimes also provides distorted and inaccurate data (Curac-Dahl, 2021). The distorting of data occurs because Google analytics will assume the sampling of data. This means that if a sample of data is large enough for the algorithm it will calculate a small portion and multiply it by the total amount of data leading to data inaccuracies. The way in which Disney currently uses Google analytics is strong due to the amount of data available to the organisation via Google analytics.  Alone no action can be taken to further improve this data collecting technique unless Google analytics creates a new way to formulate more data from websites (Randerson, 2019).  


CFM & RT
The Walt Disney Corporation analyses the information collected in order to ensure customer retention is sustained (American Marketing Association, 2016). The Walt Disney Corporation measures customer retention by focusing on customer expectations and engagement rather than customer satisfaction (Rangaiah, 2020). Customer retention is important to the loyalty of Disney customers and in order to keep loyal customer Disney discovered, through customer feedback that being environmentally aware was extremely important (Walt Disney Company, 2020). Disney choose to use and set SMART targets in order to improve their environmentally awareness. SMART targets are clearly defined goals that are Specific, Measurable, Achievable, Relevant and Time-bound (WiseStep, 2021). One of the SMART targets set by the Walt Disney corporation is to “Purchase or produce 100% zero carbon electricity for all direct operations,” (Walt Disney Company, 2020) by 2030. This means The Walt Disney corporation plans on using green energy instead of fossil fuels to run direct operations by 2030. Customers that are environmentally cautious will be engaged with Disney’s environmental efforts. However, SMART targets do have some weakness, which include less scope for innovation, as the task needs to be completed within a limited time scale, which ultimately leads to pressures on employees (WiseStep, 2021). Nonetheless, Disney has used survey and questionnaires data to establish what their customers want, and have adapted their operations to meet customers’ expectations accordingly, in order to retain them (Herstine, 2016).    

CFM & RT
Qualitative data is described as non-numerical data, collected through the use of customer feedback (Mertens, 2017). The Walt Disney Corporation uses this type of data through the use of surveys and questionnaires. All data collected through these surveys and questionnaires is used to measure the Mandalorian themed resort in terms of success, improvements and whether their customer would return (Herstine, 2016). The surveys and questionnaires will be carried out via e-mail marketing techniques at the end of the customers stay. By conducting this type of research marketing, it can help The Walt Disney Corporation build up a loyal customers base (Herstine, 2016).  From the results of these surveys it enables Disney to make improvements to enhance customers future visits. This data collecting technique could be improved by adding the analysis of Disney Magic Bands to establish which restaurants are popular. The drawbacks of carrying out surveys and questionnaires include not all customers will complete them, due to the survey potentially getting lost within the customers inbox (Fricker and Schonlau, 2020).   

RT AND ROD
The Walt Disney Corporation can gain numerous data through analysing the Demographic (Cheatham, 2018). By analysing the Mandalorian themed resorts booking system Disney can evaluate the exact target audience to establish whether it’s families or couples attend the resort. By having this wealth of information, Disney can predict marketing campaigns and tailor them to the target audience (Cheatham, 2018). As well as this the booking system is able to predict how long customers stay at the hotel, along with their gender and age profile (Walt Disney Resort, 2021).  Booking system provide indications as to which customers are loyal to the Disney brand by analysing how many times families and couples have stayed at the hotel, or within the Disneyland resorts. In order to carry out further analysis of customers, the Walt Disney Corporation introduced Disney Magic Bands (Walt Disney World, 2021), which is a wearable technology that allows customers to unlock their hotel rooms. There can be an objection to this method, as some customers might not be prepared to share such sensitive information therefore, Disney would need to be cautious as to the level of data they collect, and ensure, through their data policy, that it is not shared with third party companies (Disney Privacy Centre, 2021). 

CFM, RT AND ROD
The Disney Magic Bands are a great way for The Walt Disney to analyse key information from their customers and to enhance customer experience of a carefree holiday (Walt Disney World, 2021). The Magic Bands are part of Disney’s Internet of Things; this is a network of physical objects that are in bedded with sensors and other technology aimed at connecting and exchanging data (Xia et al, 2012). These bands are an internet of things as they allow customers to unlock hotel room, allow entry to the parks, fast pass entrances and allows for food and merchandise purchases to be charged to the hotel room (Walt Disney World, 2021). Whilst these are beneficial to the customer, they provide Disney with useful data to analyse and predict what the customer is going to do next (Randerson, 2019). The Disney Magic Band can also help improve loyalty by providing personal experiences (Ogino, 2021). In order to maximise the data collected from the band Disney should consider sending personalised offers and discounts to Magic Band users based on the data collected from the customer’s last visit. This will entice the customer back to the resort; in doing this Disney is also building customer loyalty. Due to Disney being one of the only organisations collecting data in this way it’s hard to know the direct negatives linked to the band (Disney Privacy Centre, 2021).    

CFM & ROD
Analysing data is important for an organisation such as Disney as it is able to predict trends, track all successes, their downfalls and the ability to benchmark goals for performance improvements (Bell, 2010). Data is also important for keeping track of customers and measuring how loyal they are against the loyalty ladder. The loyalty ladder is a marketing tool to keep track of the relationship customers has with Disney (Ogino, 2021). The first step of the ladder is a prospect. A prospect is the likelihood of the purchase of a holiday in the close future. The data collected from prospective customers will appear on website searches and Internet searches (Google Analytics, 2021). In order for Disney to engage with these prospects, Disney needs to be aware its Google analytics. The next step is a customer, this is someone who is a first-time visitor of Disney and is unlikely to hold a Disney Magic Band. However, these customers will be on the booking system therefore, a completed survey or purchase behaviour form these people would be very important to Disney and a prediction can be made as to if they will return (Herstine, 2016). A returning customer is known as a client and is likely to have a Disney Magic band which is where all the data Disney needs can be collected from (Walt Disney World, 2021).  Above this stage is the Supported. A supported is a retuning client and will try all new products and services Disney offers. These people will definitely have a Disney Magic Band, which will be where Disney gets the data (Walt Disney World, 2021). There are also Advocates of the brand, which promote Disney without question. These people have never had a bad experience and support the brand fully (Ogino, 2021). This data is invaluable to the company, as Disney will have so much data to use.  

CFM, RT AND ROD
The Walt Disney Corporation has introduced an application called the “My Experience App” (Walt Disney World, 2021).  This can be installed on any smart phone and allows for a contactless experience, such as a contactless dining experience. The App also includes a mobile Magic pass, direct room service, and the ability to store memories (Walt Disney World, 2021). As well as these, customers have the options to plan their stay by booking attractions slots.  The app also includes a function, which allows customers to check attraction wait times. The data collected from this app provides a clear idea as to which information is important to the customers by measuring what part of the app is used the most. The application can also help to improve the room service menu at the onsite hotels. The app enables improvement of customers’ loyalty (Ogino, 2021), based on how often the app is checked and how often customer book a holiday via the app. The app also includes a Magic Mobile Pass (Walt Disney World, 2021), which is a way to access the Magic Band features on any mobile device. The app and the band are innovative ways for Disney to collect data on the customers. A negative of this app includes the fact that not everyone will download, as some of these features are within the Magic band, therefore customers might not choose to utilise this method (Rangaiah, 2020). 

CFM AND RT
Customer data is often shared internally, amongst the Walt Disney Corporation.  This enables various sections/departments to manipulate and analyse the data to suit their needs.  By sharing the data within the organisation Disney is able to provide meaningful information on what the customers wants and needs, against what is currently available to them. The sharing of this data collaboratively with other departments provides a much stronger cohesive brand to share with the customer base (Dupre,2017). 

Conclusion 

Disney is an organisation that has created innovative ways to measure consumer behaviour. Disney is currently leading in data collecting due to the inspirational wearable technology known as Disney Bands. Most companies are aware of the possibilities and benefits that wearable technology brings, but are unaware of how to make it happen. 

Disney is a leader of consumer behaviour measuring techniques and smaller companies should follow Disney’s futuristic plan and implement it within their business. The introduction of the Disney App that allows for a contactless experience demonstrates strong innovation.  The Walt Disney Corporation should implement all these data measuring techniques within the new Mandalorian themed resort as they because they have proven to be effective at their other theme parks, demonstrating a strong approach to review the success, whilst ensuring customer retention and expectations are exceeded. 
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