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[bookmark: _Toc92308619]Executive summary 

The Walt Disney Company using many different strategies over the years has grown into a global entertainment company, with their parks becoming the leader in theme parks over the last 50 years with Disneyworld averaging over 58 million visitors annually, the most visited park worldwide (Magic Guides, 2020). There is a reason why it is the most successful business around the globe today, when people think of the most memorable brand, they think of Disney. No other company has generated such success across so many industries. Their emotional storytelling has cultivated an emotional brand connection with its guests, resulting in brand loyalty, guests are engaged and associate positive feelings with Disney. 
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[bookmark: _Toc92308620]Introduction

According to Drucker ‘Organisations consist of people, and it is those people who have relationships, the quality of those relationships determines the success of the organisation.’
Walt Disney once said ‘You can dream, create, design and build the most wonderful place in the world.... but it requires people to make the dream a reality.’
On October 16th, 1923, Walt Disney and his brother Roy founded the Disney Brothers Cartoon Studios based in Hollywood, California. A cartoonist and animator, Walt Disney sold his first short film, ‘Alice’s Wonderland’ that same year and signed a contract to produce a series of films based on the characters. The brothers soon after renamed their brand and the studio today is now known as the Walt Disney Company and has had a significant impact on the entertainment industry and is one of the largest media companies in the world (History.com).
Walt Disney dreamed and planned for many years of creating a park where children and adults could have fun together. On July 17th, 1955, Walt opened Disneyland based in California. Following the success of Disneyland and their ongoing success within the film industry their focus shifted to Florida where Walt wanted to expand the theme park empire. He started to lay out plans for the ‘Florida Project’ which would later become Walt Disney World. Walt wanted the theme park in Orlando, Florida to be bigger and better than Disneyland, he wanted a place which was more than a theme park, a destination, with hotels, shopping experiences, golf courses and dining options, a perfect happy bubble in Florida (Thrillist, 2020). 
Unfortunately, Walt never got to see his creation come to life, he was diagnosed with lung cancer and died on December 15th, 1966. Roy Disney took over the reins and Walt Disney World opened its gates to guests on October 1st, 1971. Three months later Roy passed away (World of Walt, 2017). 
[bookmark: _Hlk89509739]Disney has become the leader in theme parks over the last 50 years with Disneyworld averaging over 58 million visitors annually, the most visited park worldwide (Magic Guides, 2020). The resort today consists of four theme parks, two water parks and over twenty-five hotels (Statista, 2019) 
[bookmark: _Hlk89963673]There is a reason why The Walt Disney Company is the most successful business globally, when people think of the most memorable brand, there is usually competition within those brands, when you think of Disney, their strategy have made it that no other competitors reach their prestige. No other company has generated such success across so many industries. Their emotional storytelling has cultivated an emotional brand connection with its guests. Emotional loyalty has achieved brand loyalty, guests are engaged and associate positive feelings with Disney. 
[bookmark: _Hlk92305930]Disney’s theme parks are about experience and Walt Disney understood that it was important to empower his Cast Members at the Disney theme parks to deliver outstanding guest service and strive for excellence with every guest (Jones, 2018) Over the years Disney has built an emotional connection between the brand and their guests, this was achieved through story-telling and engaging guests which in return results in guests becoming emotionally connected and loyal to the company (Cloud, 2020). According to Mckinsey, 2020 Customer care employees can bring invaluable customer insights and expertise from the front lines of customer service to positions in other areas of the organisations. Even prior to the pandemic, personalization had become an important part of delivering exceptional customer service. Mckinsey quoted that every company should make hyperpersonalisation a priority for the future, but this will not be achieved overnight, and companies need to take action now (Mckinsey, 2020). It could be said though that The Walt Disney Company already have a head start on other organisations and have been using this strategy, to a degree from the beginning.
Research shows that very few companies understand the process of providing outstanding guest service, and according to Loeffler, 2015 no other company does this better than The Walt Disney Company. Disney has succeeded in achieving brand loyalty with their guests through strong emotional connections. The company offers a unique guest experience throughout their theme parks with cast members who are extremely committed to exceeding guest’s expectations. Customer loyalty is especially important for Disney. Dick and Basu (1994) state that customer loyalty strengthens the relationship with the individual and results in repeat support. At the Disney theme parks the guest can escape realism, with the aim to be the happiest place on earth and have the guest leaving happy after experiencing emotional connections and in return becoming loyal to the brand (Mullins, 2010). 
This report will use a SWOT and PEST Analysis to evaluate the internal and external factors of the organization. The Author will identify the strengths, weaknesses, opportunities, and threats to establish recommendations. 


[bookmark: _Hlk89942156]
[bookmark: _Toc92308621]Main Findings

On 31st December 2019, the World Health Organisation was advised of a cluster of cases of pneumonia in Wuhan City, China. On 12th January it was confirmed that coronavirus had been identified in samples obtained from the cases. By January 24th Wuhan reported more than 600 cases of the virus and three cities within the country were put into lockdown to prevent the spread of the virus. The World health Organisation at this point confirmed it was too early to declare a global health emergency (Sky News, 2020). 
With cases continuing to rise in the country, on the 24th of January 2020, The Walt Disney Company made the difficult decision to close both Shanghai and Hongkong parks confirming they were putting the health and safety of its cast members and guests at the forefront. With cases spreading into Japan, the closure of Tokyo Disneyland followed on February 28th, 2020, leaving all Disney theme parks in Asia closed.
On 12th March 2020, with over 20,000 confirmed cases in Europe and over 1000 deaths, with expectations that numbers would rise, the WHO confirmed that COVID-19 was classed as a pandemic (WHO, 2020). Following that announcement, The Walt Disney Company confirmed it would be closing the remainder of its theme parks and resorts in California, Florida and Paris plus all Disney Stores across America and Europe with immediate effect. 
The COVID-10 pandemic impacted every part of the world and all aspects of the Disney Company. Following the closures Disney worked relentlessly to promote the safety and well-being of both its cast members and guests while also supporting the business through ever-changing environments and supporting local communities in need. 
Change is the most challenging aspect within the environment today and early on during the pandemic, Disney recognized the need for organisation wide efforts to coordinate crisis management efforts for the fastest and most effective results. This resulted in administrating new policies to control employee pay, leave and benefits for those directly affected by the pandemic in addition to reopening strategies with health and safety procedures for cast members and guests. 
[bookmark: _Hlk88817899]The relationship between an organization and members of staff is influenced by what motivates them to work and the rewards and fulfillment they receive from their roles. The more highly engaged and motivated the staff are then the more likely the organization will have in succeeding in reaching its goals and objectives (Mullins, 2010). Mitchell, 2010 states ‘motivation is the creation of incentives and working environments that enable people to perform to the best of their ability. The aim of motivation is to engage people with the work they are doing in order to achieve the best possible outcomes for individuals and the organization.  Kreitner et al. suggests that motivation may be a necessary contributor for job performance, but it is not the only one. Motivation is a combination of skill, ability and knowledge, feelings, emotions, and the ability to improve conditions out of the individual’s control.
[bookmark: _Hlk92306752]Within the Disney company there is a common purpose that is an essential foundation that creates a positive workplace culture that inspires cast members to provide exceptional guest service. The key at Disney to create magic is an understanding of a common goal, to create happiness by providing the best experience for guests of all ages everywhere (Jones et al, 2018). Cast members know their primarily goal is to create happiness and magical moments. Disney’s strategy is, to believe a common goal is instrumental in providing consistent exceptional guest interactions. It is what inspires the cast members to go above and beyond what is expected resulting in more than satisfied customers. According to Mckinsey, 2020 Companies can win lifelong customers by creating a seamless experience across all touchpoints and providing the right service or product to meet individuals needs. 
The Walt Disney Company’s strategy and goal has always been about providing exceptional customer service and maintaining customer loyalty. Mckinsey, 2020 states customer awareness of an issue and how quick the organization responds either reactively or proactively, organisations need to understand and anticipate customer’s needs. This was highlighted during the pandemic, Disney were quick to respond with the closures of its stores and parks and grounding of all cruise ships immediately, putting the safety of both cast members and customers at the forefront. During the closures alone Disney lost nearly $5 billion and revenues fell 40% to $11.7 billion with revenue coming from its streaming services. 



[bookmark: _Toc92308622]Swot Analysis 

A SWOT Analysis is a framework proposed by some as an analytical tool used to aid organisations, to categorise significant environmental factors both internally and externally. A SWOT analysis is praised for its simple and practical uses and is widely adopted and accepted uncritically (Pickton et al, 1998). 

	Swot Analysis
	Internal and External factors

	Strengths
	· Strong Brand Image 
· Customer loyalty
· Strong Guest Relationship
· Global Reach
· Diversification



	Weaknesses
	· Closure of Disney Stores
· Suspension of guest experiences within parks
· Reopening parks at reduced capacity
· Limited expansion of parks
· Laying off over 30,000 cast members 




	Opportunities
	· Focus on live streaming platform
· Opportunity to emerge stronger following Covid-19, time to reflect and reconsider future plans.
· Look at ways to run the business more efficiently.


	

	Threats
	· Increase in competition
· Security threats
· Loss of customer loyalty due to store closures and price increases







Strengths 
According to Lawrence et al, Customer loyalty is essential for the entertainment industry and is crucial for any business. Dick and Basu (1994) state customer loyalty is the strength of the relationship between an individual and repeat patronage. Organisations are popular when they focus on customer loyalty. Wakefield and Jeffrey (1996) suggest if a customer is satisified with the service they are recieving, along with the appeal of the destination, the customer will choose to stay for longer which will lead to an increase in sales and a positive brand image. 
Disney are leaders of customer loyalty by providing real emotional guest experiences through story telling. Guests are not visiting the parks for the rides; they are visiting for the overal guest experience. Disney offer an unique guest experience where cast members main priority is to serve guests. According to Wakefield and Blodgett (1999) The Walt Disney company has created an exceptional tangible service through story telling memorable experiences through design, landscaping, merchandise, and entertainment for all ages. 
With parks and resorts closed Disney along with its businesses came together to create a positive impact by donating more than 270 tons of excess food inventory to local food banks. The company also provided 150,000 rain ponchos to Medshare, a humanitarian aid organization. Cast members from across The Walt Disney company were creating new ways to entertain through story-telling, with the help of well known actors they have presented ‘Storytime with…’ across social media. The Walt Disney Studios is reaching out to fans teaching them how to draw their favourite character, all this from the safety of their own homes. 

Weaknesses
The mission of The Walt Disney Company is to entertain, inform and inspire people around the world through the power of story telling, creative minds and innovative technologies. In March 2020 the company announced it would be significantly reducing its bricks and mortar footprint in a move towards e-commerce. Over the following year Disney will focus on providing a more seamless, personalised frachise-focussed ecommerce esperience through its online shopdisney platform. With consumer behaviour shifting to a more online shopping experience during the pandemic. 
The group announced it planned on closing 60 retail stores across North America and a significant reduction of stores in Europe with over 30,000 cast members being laid off. Josh D'Amaro, head of parks stated the company has had to make difficult decisions in the wake of the pandemic, with parks now operating at reduced capacity since reopening. 
Speaking of the lay offs he said a decision of this magnitude is not easy and the team has worked hard to avoid having to seperate anyone from the company but with modifications to operations so the company could continue to run smoothly and efficiently under covid restricitons, they could not resposible stay fully staffed while operating at such limited capacity. Disney was hemorrhaging money since the start of the virus. In the second quarter of 2020 the company reported losses of $1 billion due to closures of its parks, hotels and cruise liners. Later that year in the third quarter they reported a steeper loss of $3.5 billion (CNBC, 2020). 
The closures of stores left both cast members and customers questioning their loyalty with the brand, The Disney Store was a way for customers to connect with the magic of Disney at a time when they were unable to travel and visit the theme parks. 
[bookmark: _Hlk89956804]

Opportunities 
With theme parks, movie production, hotels and cruise liners all shut down due to the pandemic, Disney’s new streaming service released in March 2020 launches with perfect timing for the company. The company suggested that maybe no other organization has suffered such a financial crisis during the pandemic with the company based on social interaction. In May 2020 earnings dropped more than 90% in its fiscal second quarter. CEO Bob Chapek said that while the COVID-19 pandemic has had a huge financial impact across a number of their businesses, he was confident in their ability to withstand the disruption and use this as an opportunity to re evaluate and emerge stronger than ever (Swartz, 2020).
[bookmark: _Hlk92307355]While the entertainment industry faced disruption, Disney’s newest venture came at the right time. With people around the globe being forced to stay at home, and schools, retail and all hospitality closed, people turned to streaming services for entertainment. According to Forbes, 2020 the number of new subscribers to Disney plus tripled between 14th and 16th March when lockdown began. Disney’s most important business was experiencing blockbuster growth as people isolated at home. After nine months of operation Disney plus had over 60 million subscribers and over 100 million worldwide across Disney plus, Hulu and ESPN streaming services (NY Times, 2020).
To add further strength to its streaming business Disney announced it would be bypassing cinemas in the United States, Canada and Europe and release its newest film, Mulan, a $200 million film, to Disney plus as premier access. Mulan had been scheduled for release in cinemas across the globe but with cinemas closed this was now not possible. Disney however, added that this was a ‘one off’ and not a new windowing model. 
Streaming services are becoming increasingly popular around the globe and Disney have the opportunity to grow within it. Disney can use the different characters it has, like Marvel and Star Wars to develop more titles for Disney plus. 

Threats 		
												
Disney’s operations are all in extremely tough competitive industries and even though Disney are known for acquiring the majority of their competition within the market, there are still some large significant organisations for Disney to deal with. The Company’s theme parks, resorts and cruise lines compete with many forms of experiences, hotels and activities. The leisure industry profits are influenced by a wide variety of factors that are sometimes uncontrollable, including economic conditions, fluctuation of exchange rate, trends, weather, oil prices, terrorism, and pandemics (Cimarket, 2020). Within the parks and resorts, when a competitor is providing the same quality entertainment for lower prices then they become a threat. Following the closures of parks around the globe Universal Studios were the first to open its gates to their customers, they were also ahead of Disney with the return of after-hours parties, parades and increasing reduced capacity. 
Competition is a threat that can have a huge effect on even the largest company and Disney is always aware of that and even with the struggles of the pandemic, they have proven to be the market leader within the media segment with the largest market share by revenue of all its competitors. Disney announced in August 2021 their results for Q3 of its 2021 fiscal year with a net income of $1.1 billion for the three-month period ending June 30th 2021. This is a huge improvement on the $4.5 billion net loss for the same three months the previous year (Investopia, 2021). 

















[bookmark: _Toc92308623]PEST Analysis


Organisational performance and effectiveness will depend upon how successful a company manages the opportunities, challenges, and risks they face in the external environment (Mullins, 2016). A PEST analysis is a technique used by a business to identify, assess, and evaluate the Political, Economic, Social and Technological changes in the environment and that could impact the company. The PEST analysis is commonly used in connection with a SWOT analysis (Managers.org, 2021). 
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· Change of Management

· Black Widow lawsuit 

· Petition 

	
· Store Closures 

· Reorganisation puts a sharper focus on streaming.

· Staff layoffs

· Interest Rates 
	
· Social Responsibility

· Diversity and Inclusion

· Environmental Sustainability 
	
· Staying up to date with ever changing technology. 

· Customer experiences.



Political
In April 2020 Disney announced that Bob Chapek would be replacing Bob Iger as CEO of the company with Chapek immediately asserting more authority than the leader he replaced. The once warm relationship between the two quickly became strained. At the time Disney had just launched successful direct to consumer businesses and was in the process of obtaining Twenty-First Century Fox, Iger felt the time was optimal for a transition and he expressed his confidence in Chapek. However less than a year later, employees expressed displeasure with the new leadership at Disney stating that creative cast members were leaving or losing power (Cbr, 2021). In June 2021, Bob Iger voiced, In a world and business that is awash with data, it is tempting to use data to answer all of our questions, including creative questions and he urged members not to do that. While Iger was known for greatly focusing on creative thinking for the brand, Chapek is more numbers orientated and driven by data with very little creative experience. 
According to Inside the Magic, 2021 Bob Chapek was far from warmly received by Disney fans and the wider Disney community, following the take over from Iger, the newly appointed CEO had been involved with some of Disney’s most controversial events during the pandemic and had been called out for changes to direct experiences at the parks which resulted in hugely affecting guests while also bringing in charges for things that were previously free, all this on the heels of the controversy of the Scarlet Johansson case. 
The star of the latest Marvel movie ‘Black Widow’ filed a lawsuit against the company for breach of contract due to Disney releasing the film on Disney plus at the same time as its cinema debut (Wall Street Journal, 2021). The film set a box office record for the pandemic, grossing $218m in its first weekend, but following that fell sharply due to the availability of the film on Disney plus. Miss Johansson argued that she was deprived of potential earnings (BBC, 2021). 
With calls that Chapek was ruining Disney’s integrity, a petition was set in motion for the removal of Chapek from his position, quoting that the CEO has consistently made decisions that decrease the quality of what is put into the parks, consistently putting himself and money above the product, and quality of the company (Inside the magic, 2021). 


Economic
In October 2020 The Walt Disney company announced it would be laying off over 30,000 cast members. Josh D’Amaro stated ‘In light of the prolonged impact of COVID-19 on the business, including the effect of limited capacity at its parks due to social distancing requirements and the continued uncertainty of the pandemic, increased by the state of California unwillingness to lift the restrictions that were keeping Disneyland closed, we have made the difficult decision to begin the process of reducing staff levels at Parks, Experiences and product levels.’  
In addition to this statement, on May 5th 2021 Disney announced it would be significantly reducing its brick and mortar footprint and focusing on an ecommerce experience through its Shop Disney store. This would begin with at least sixty stores in North America to close and nearly all stores in Europe. Disney were focusing on a more seamless personalized experience complemented by an increase in Disney parks Apps and social media platforms stating that the pandemic had changed what customers expected from a retailer (Disney, 2021). 
The Walt Disney Company has lost more than 700 million during Covid-19. The lengthy lockdown and shutdown of all the parks making a huge impact. In the weeks following the appointment of the new CEO The Walt Disney company announced a realignment of its divisions that changed the direction of the focus for the company to its Disney plus. With the huge success of the streaming service during the pandemic and the plans to accelerate their direct-to-consumer business, Bob Chapek stated they were strategically positioning the business to be more efficient in supporting their growth strategy and increasing shareholder value (NY Times, 2021). The change is focus resulted in merging of operations within the studios and sports business and Chapek announced that there would be layoffs, but he wasn’t sure who or when at that point. 


Social
Disney approach to social responsibility is built on the legacy of engagement within the workplace and communities with their actions to protect the environment. Disney believe social responsibility is a long-term investment that helps to strengthen operations and competitiveness within the marketplace while also attracting talented employees and maintain the Disney reputation (The Walt Disney Company, 2020). 
Following the closure of its parks and as the health crisis challenged people across the globe, Disney wanted to make a positive impact during uncertain times, Disney Parks donated more than 270 tons of excess food inventory to food banks. They donated 150,000 rain ponchos to humanitarian aid organisation Medshare for distribution to hospitals. This was inspired by Nurses who have been utilising rain ponchos to protect their clothing and prolonging the use of personal protective equipment. Disney parks also donated over 100,000 masks to the states of New York, California and Florida (The Walt Disney Company, 2020). 
With theme parks closed and travel instructions in place, Disney quickly turned to granting wishes virtually whenever possible. Through the ‘Make a Wish Foundation’ Disney delivered extra magic to children with wishes on hold, from Disney plus subscriptions and early film screenings (the Walt Disney company, 2020)




Technological
The Walt Disney Company is committed to protecting the planet while also delivering a positive legacy. A positive environment for the future generation. 
In 2019 Disney installed a new 270-acre, 50 magawatt solar facility as Walt Disney World, the facility is hoped to generate enough power from the sun to operate all four theme parks in Florida. They have also eliminated single-use plastic straws at all locations around the world. All Disney resorts and cruise ships are changing to refillable in-room amenities, reducing the use of plastic by 80%.
Emerging technologies also help to transform the Disney theme parks into something that is nothing less than extraordinary. Prior to the pandemic Disney released the use of Magic Bands, an RFID chip on a wrist strap, the bands were just one example of how Disney use technology to enhance the customer experience. The bands were used to create memories, from opening the door of the hotel room, booking a ride, check in at Fastpass entrances, upload photos and charge food and merchandise to your resort room. The bands were designed to make the guest experience flawless and to add a touch of magic to a vacation (Forbes, 2019). Magicbands were provided free to customers staying at their resorts, however, took the opportunity to release countless designs available to purchase at an additional cost. 
Mckinsey 2020, states that organisations are producing a never-ending wave of technology breakthroughs to enhance the customer experience which resets the bar. Following the reopening of the parks Disney announced the next phase of the Magicband, the MagicMobile Pass which customers can set up in their Apple wallet (Cinemablend, 2021) and confirmed they would be phasing out the Magicband, this announcement left customers who had purchased many different styles and limited additions, some at extortionate prices frustrated with the Disney brand. ff
[bookmark: _Hlk88825418]																																						














[bookmark: _Toc92308624]Porters 5 Forces


The five forces framework focusses on different aspects of an industry that can have an impact and affect the strategy and business operations of the company. The analysis assists companies in assessing industry trends and how a company can position themselves (Porter, 2008). 
Threat of New Entrants
The Walt Disney company is part of a mass media and entertainment industry which is seen as a hard market to enter by the competition. Being well-established, it is difficult to compete against. New companies planning on venturing into the same industry consider the cost of setting up a business, economies of scale and the competition into consideration. The Walt Disney Company have the benefit of strong financial backing which new competitors will not. Without this sound backing new competitors would find it difficult to develop contracts with suppliers and distributors who offer acceptable prices and would find it difficult to overcome the pressures from existing organisations. 
Disney, by bringing in new products and experiences brings in new customers but also attracts existing customers to continue to buy new products. Disney have done this consistently over the years, by rapidly introducing new products with new designs and limited editions. Customers at Disney have strong brand loyalty and are unlikely to negotiate on price. Even since the reopening of parks and many price increases on merchandise and entertainment offerings Disney customers continue to spend. 
The Bargaining Power of Buyers
The Walt Disney company have a large base of customers, this will benefit the company by reducing the bargaining power of the buyers as well as providing the company with an opportunity to become more efficient in the process of its sales and production. Buyers will always seek the best offers available to them at the least cost, so the smaller the base of customers the higher the bargaining power and their ability to seek out discounts. Customers will expect discounts and offers on well-established products so by constantly producing new offerings for the customer it can limit the bargaining power of buyers. Disney have a huge following with a strong brand image and their products have highly become sort after, buyers are willing to pay a higher price for the product. 
Threats of Substitute Products or Services
When a product or service is at threat due to competition offering a value proposition and meets similar customer needs, profits can suffer. The Walt Disney World has always concentrated more on the service being delivered rather than only product orientated. The company is the most successful business globally, no other company has reached the success Disney hash across so many industries and no other company has such a strong brand image. Disney understand the core need of the customer, and it is difficult for any other organisation to replicate that. The customer may look elsewhere but they are not likely to find the same quality that The Walt Disney Company has to offer. 
Bargaining of Suppliers
The Walt Disney Company has strong supply contracts with both local companies and international organisations. Who the suppliers are, depends on the size of the investment and what supplies are needed. Some to the suppliers for The Disney Company include technology companies and media partners such as Hulu, ESPN and Nokia. With Disney being a huge player within the entertainment industry there are many suppliers available to support the company resulting in the bargaining power of suppliers as weak, a single supplier cannot not easily affect the profitability of the company. 
Competitive Rivalry
Disney faces high levels of competition across all sectors, and even though it is the market leader within its industry and has attained a large market share through its entertainment businesses, its lead competitors such as Sony, CBS and Warner Company continue to influence and risk profits for the company.  Disney though has a generic strategy for competitive that takes advantage of how unique the product is that they offer. Their strategy is based on making the products on offer different to its competitors. Concentrating on developing new products that follow global market trends and focusing on intensive growth and product focused development. 
[bookmark: _Hlk92307669]By considering all five forces within the Porters Five Forces framework, The Walt Disney Company can identify what impacts the company early on, highlighting trends that will influence the profitability of the company and allow the company to shape a strategy to respond to opportunities. Following the pandemic Disney is restructuring its media and entertainment divisions, the company is looking to focus on its direct-to-consumer strategy, focusing on its streaming service. This comes after the company’s theatre business has taken a huge hit with the pandemic and has customers turning more towards online streaming options. 













Conclusion
The Walt Disney Company Disney is about experience and delivery outstanding customer service while always striving for excellence with every guest. This is achieved through emotional storytelling and engaging customers. Their strategy to connect emotionally results in customers becoming loyal to the brand. Disney, even prior to the pandemic used personalization when delivering customer service and have a common goal, to create happiness by providing the best experience for guests of all ages everywhere (Jones et al, 2018). The importance of Cast members plays a vital part in achieving this goal and creating the magic is what inspires the cast members to go above and beyond what is expected, resulting in more than satisfied customers.  
Following the closures and layoffs due to the pandemic, guests and cast members have been left questioning their loyalty to the brand and The Walt Disney Company was hit with negativity from its customers. But other areas of the business were positive with Disney Plus launching with perfect timing as the world went into lockdown. For the first three days of lockdown the streaming service tripled the subscribers to over 60 million and over 100 million worldwide across Disney Plus, Hulu and ESPN.  
When considering Porters Five Forces, The Walt Disney company was able to identify any impacts to the company early on in the pandemic and demonstrated this with the timing of the launch of Disney Plus and the decision to release upcoming movies direct to the platform bypassing cinemas which were closed. With the theatre business taking a huge hit during the pandemic the company is restructuring its media and entertainment divisions and focusing more on its direct-to-consumer strategy and streaming services. 
I do however feel that Disney has missed the mark with the closures of its high street stores and moving to online shopping. This decision left customers who have shown loyalty and commitment to the brand for many years questioning their importance to the company. With no stores available for customers to visit and experience the magic of Disney, the emotional storytelling and personalization that Disney excel at is lost. 













													
Recommendations
												
· Following closures of all parks due to the pandemic and with WDW reopening in July 2020 and Disneyland April 2021, some customers felt that the handling of the pandemic has had a huge impact on the magic within the parks. Disney were slow to reopen in both Orlando and California, with both parks opening much later than its rival Universal. Parks were opened at reduced capacity with fireworks and parades cancelled. 
Almost two years later and the parks are still not operating to its full capability with a lot of the magic somewhat diminished. Magic hours and dining plans which were free to onsite guests were removed and have since been reinstated at a cost. Guests staying onsite paying onsite premiums have found themselves no better off than staying off site for half the cost with all perks removed. The company states it has pricing power, if a business has the power, then it can increase prices without losing business. Disney currently is using its pricing power, but the trick is to use this effectively with customers not feeling worse off. 

· The announcement of the company restructuring its bricks and mortar and concentrating on ecommerce in 2021 has left customers confused and frustrated. With stores around the globe now closed customers can only purchase products through the Shop Disney website or its two flagship stores. With customers complaining of receiving damaged items or packages arriving opened and items missing to then receiving poor guest service and queueing systems to access the website.  And while consumer behaviour has shifted to online shopping during the pandemic the closures come at a time when Toys R Us is reported as returning to the high street and Amazon opening its first physical store. 
A recommendation would be if Shop Disney is to be its only source of shopping, then the website needs to be of a standard to cope with such high online traffic. The company should also consider reopening pop-up stores. Pop up stores are more affordable and often temporary and smaller in size to conventional stores. The stores enable the company to focus on an area where customers are and generate a buzz, surprising existing customers and generating new ones. 
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