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Executive summary.
For this report the researcher will discuss workplace culture and its impact on efficiency with Disney as an organisation. The researcher will give a brief background on Disney and use models such as SWOT and The Cultural Web to analyse its internal and external context. The researcher will talk about Disney’s culture and values and if they align with its ethical stance. The researcher will analyse what skills and knowledge an employee must have to perform well at Disney and include recommendations on how Disney can improve its culture to improve its success.
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Introduction.
This report was requested by Julie Thomas on the 12th March 2020. The purpose of the report is to investigate the workplace culture and its impact on Disney efficiency as an organisation. Firstly, the researcher used some of the factors of the cultural web to analyse the internal factors of Disney and will perform a SWOT Analysis on Disney’s internal and external context. The researcher will analyse Disney’s ethical stance and whether its employee and management behaviour matches’ its rhetoric. The researcher will analyse Disney’s values and compared them to the skills and behaviour of an employee who is likely to work well for Disney. To end the report the researcher will then suggest some recommendations that could further enhance Disney’s culture. The researcher will use academic resources to support this report and it will be submitted on the 27th March 2020.
2.0 Findings.
2.1. Disney’s History.
Walt Disney is one of the most powerful companies in the world. In 1923 The Walt Disney Company was created in a small office in Los Angeles by Walt and his brother Roy, they started by making a series of short live action/ animated films.in 1928 Disney’s main character ‘Mickey Mouse’ was born and he represents the start of Disney as we know it today. Disney released their first full length film ‘Snow White and the Seven Dwarfs’ in 1937 and it achieved world-wide success, (The Walt Disney Studios, (no date). In 1955 Disneyland opened and it was a huge success followed by their merchandising, branding and expansion success. Sadly in 1966 Walt died and Disney started to struggle, but in the 1980’s to the 1990’s the company got back on their feet, stock grew in leaps and bounds, making Disney the largest entertainment empire in the world, (Beattie, 2019).
Cultural Web.
To analyse a organisations internal factors a good tool to use is the Cultural Web. The Cultural Web was developed as a framework by which data could be collected and analysed, (Mossop, L, Dennick, R, Hammond, R, and Robbe, I, 2013). The Cultural Web is made up of six factors, Stories, Symbols, Power Structures, Routines and Rituals, Control Systems and Organisational Structures. For the purpose of this report the researcher will concentrate on Symbols, Power Structures and Organisational Structures. Disney’s symbol is one of the most recognised symbols in the world, although it has changed over the years. 
Disney’s first ever symbol sported a lined image of Mickey Mouse – Disney’s most iconic character. In 1955 Disney came up with the logo of Cinderella’s Castle then Disney added ‘Walt Disney Productions’, which is how the logo exists today, (1000logos, 2016). Another symbol that Disney use is the use of using two fingers or your whole hand to give direction to something. Disney encourage their employees not to point with one finger to guests as some cultures believe that it is rude.
Disney is a formal organisation that has a hierarchical structure because it has multiple levels of management. The Walt Disney Company uses an organisational structure that capitalizes on the competencies of various business divisions or segments, (The Walt Disney Studios, no date).
Disney has four primary business segments – The Walt Disney Studio Entertainment, Disney Parks and Resorts, Media Network and Consumer Products and Interactive Media. An efficient team manage these departments with the CEO, being the main person that hold the power of authority and holds the chairman office as well, overseeing the overall functions of all divisions with help of a board of directors, (Hierarchy Structure, 2018).
SWOT Analysis on Disney.
Mullins (2010, pp.545) states ‘in order to evaluate the nature of the business environment and its strategic capability, and organisation must undertake a SWOT Analysis, which focuses on the Strengths, Weaknesses, Opportunities and Threats facing the organisation’. The researcher has conducted a SWOT analysis on Disney’s external factors – opportunities and threats, also its strengths and weaknesses which additional internal factors.
Strengths.
· Popular and Strong Brand
· Reliability.
· High Brand Value.
· Large cash flow.
Disney is one of the world’s most popular and largest companies, not only is it a well-recognised and strong brand it is a profitable one too, (Watson, 2019). Disney have strong ties with suppliers who provide high quality raw materials for the company’s production line. Disney’s brand name and logo are one of the most recognised in the world, with all their products and services displaying their name or logo. Khan (2019) states ‘Disney’s rand value stands at $44.3 million with their market cap at about $265 billion with their brand increasingly getting stronger every year.
Weaknesses.
· Seasonality of Business.
· Limited Television Target Audience.
· High prices.
Seasonality of businesses affects several of Disney’s businesses from their parks to their media networks. In summer months they have their highest attendance of visitors compared to winter months, with public holidays such as Christmas, New Year, Easter, Halloween and Thanksgiving being the most-busiest times, (Elliot, 2019). This has the opposite affect for Disney’s media and online viewing services with people viewing less in the summer months and more in the winter months. Disney has a limited tv audience although it does not forbid adults to view their films, tv shows and channels their main audience is children. Cameron (2019) from the Business Insider states ‘Disney World is getting too expensive. It raised its prices twice in 2018 and switched to a dynamic pricing model that charges higher prices during peak months’.
Opportunities.
· Partnering 
· Disney’s Online Streaming Service.
Disney is a perfect branding source that can be used as an alternative to promote further and market a business. Partnering up with Walt Disney Company is a beneficial move that any company can make as well as Disney. Disney launching a new streaming service ‘Disney +’ is a fantastic way of keeping up with the demand for online streaming services such as Netflix. Casey (2020) states ‘Disney Plus pricing is very competitive, $6 cheaper than Netflix, but Netflix offer a wider library of films, shows and, animations.’ There is an opportunity here for Disney to expand its media library to keep up with the demand and, also widen their tv audience.

Threats.
· Coronavirus Outbreak.
· Brexit
· Competition.
The main threat Disney faces right now is the coronavirus outbreak. Walt Disney World (2020) states ‘we have closed our parks, water parks, shows, Disney springs, cruises and other experiences to protect our employees and visitors’. This will have a devastated effect on the company and its employees and profits. Brexit could also affect the number of Disneyland visitors as with the poor conversion rate of the pound and prices going up it could be enough for U.K visitors to decide not to holiday there, (Burbank, 2016). Brexit could mean a decline in tourists to Disneyland parks and also impact Disney movies at global box offices, especially in the E.U and U.K, (Pelts, 2016). Craft (2020) suggests ‘Disney has many competitors when it comes to their media side of its company, some of these competitors are Warner Media, Comcast, CBS, Viacom and Sony’. All, of these companies are mass media companies who specialise in cable, satellite, digital, sky and radio products. Other competitors Disney have, are streaming sites like Netflix.
To conclude the SWOT Analysis on Disney the researcher has identified that Disney is a popular company throughout the world with a strong and high brand value. They are extremely reliable which has gained them a great reputation among suppliers, stakeholders, partners and customers. And their impressive cash flow allows Disney to make additional investments worldwide. Although the change of seasons is a weakness for Disney, they have thought of other business opportunities to adapt to each season such as its media services and online streaming services that will boost its profits. Disney faces many threats like competition, but at this moment in time there are certain ones that are out of its control, for example Brexit and the most important of all, the Coronavirus Outbreak. This has resulted in all Disneyland parks to close with Disney stating their main priority is the safety of its employee and its guests. Kurter, H, L. (2020) states ‘it is crucial that leaders look after their employees and model their behaviour in these hard times and to keep employees up to date with the ongoing situation while still addressing any discriminating behaviour.’
Disney’s culture.
‘The term ‘Organisational Culture’ refers to the values and believes of an organisation. The principles, ideologies as well as policies followed by an organisation from its culture. It is the culture of the workplace which decides the way individuals interact with each other and behave with other people outside the company,’ (MSG, 2020).
Walt Disney’s culture dream is created with a sense of belonging, devotion and employees who want to exceed the expectations of customers. The way they are trained, empowered, treated and awarded helps to achieve this. The happiest place on earth must have the happiest employees. Disney’s culture is associated with American culture and its success is an indicator of strategic alignment between the corporate culture and the cultural traits of the target market, especially in the U.S. The link between the two cultures is a contributing factor to business success in America and the international market. The business succeeds internationally because it has organisational attributes that empower employees to maximise their performance and profitability, (Mapes, 2017).
Disney have created a culture of safety which they are dedicated to, in order to achieve this Disney’s leaders have dedicated themselves to promoting and prioritising safety. Disney believe that when employees see leaders demonstrating safety behaviours it motivates them to follow lead and support safety as an organisational value,’ (Jones, 2018).
Other aspects that influence Disney’s amazing success are Innovation, Leadership, Education and Entertainment. Disney trains its employees to continually adapt and learn in an ever-evolving culture. Good leadership is essential for a successful company. A good leader takes their time to carefully look over the company to identify any problem or staff issue and do their best to solve them.  Walt Disney placed a long-standing value of providing employees a tailored, relevant, training and education experience. Entertainment is the corner stone of the Disney experience. This increased trainee engagement, ensuring their retention of new concepts, (Economy, 2020). All these are extremely important to Disney’s success. 
2.2. 
‘Organisational ethics are the policies, procedures and culture of doing the right things in the face of difficult and often controversial issues,’ (Leonard, 2019).
As stated in CIPD (2020) ‘Corporate Responsibility (CR) is concerned with the sustainability of the organisation over the long term. Its aim is to add value to an organisation’s activities by ensuring they have a positive impact on society, environment and economy. The traditional model of CR includes workplace, marketplace, community and environment.’
Disney focuses on ethical behaviour, corporate social responsibility and corporate governance. They concentrate mainly on ethical behaviour and corporate social responsibilities. When an employee starts, they are given a handbook detailing everything expected of them as an employee of Disney and are told to sign a contract showing their understanding of the rules. If anyone harasses or does not follow the contract they will be reported, given a warning or fired. Disney’s main rules are honesty and respect. Where there is a conflict of interest situation, according to its code of ethics, Disney state that all decisions will be made in the best interest of the company,’ (Deunsing, M, Kretz, K, and Bhunkhan, B, no date).
Disney prides itself as being the happiest place earth and where dreams come true. A place where employees feel part of a family and are respected and not discriminated against. However, behind the fun and happiness lays Disney’s company rhetoric – their commentary on troubling social issues, their ignorance of early childhood development and their developed tactics of marketing. Disney reinforces cultural stereotypes rather than standing against societies harsh expectations, its movies accept and promote them through gender, race and body type. Although this is a negative message it has gained them a certain audience and huge profit. With times and culture always changing and how we see discrimination, Disney has changed some of its social issues.
According to the Business Ethics| The Magazine of Corporate Responsibilities, The Walt Disney Company is top of the Corporate Social Responsibility List as of 2009. Disney has become so social responsible that it has even expanded to Green Marketing,  this is the process that designs products that minimises the effects on the physical environment or improve the environment, (The Walt Disney Company, 2011). To ensure that Disney have a positive impact on the environment they claim they are committed to environmental stewardship and focus on using resources wisely and protecting the planet. Disney has committed to the following long-term environmental stewardship goals: zero net greenhouse emissions, zero waste and conserve water resources. Disney have reduced its net emissions and pledge to keep them reduced, and maintained tis portable water consumption levels, (The Walt Disney Company, 2017).
Disneyland want the best for their communities, they give back to the community in many ways. They have done many runs and walks in their parks to raise money for charities and have made many ill children’s dreams come true by making it possible for them to visit their park. Tomar (2020) states ‘Disney also run the Disney College Program, it is a national paid internship program which is owned and operated by Disney. College students can apply with it being paid each semester. Students will live just outside the resort and will be earning while gaining credits. Once students are enrolled, they can work frontline roles which will cover the cost of tuition and accommodation and also gives them a modest pay-check.’
Past employees have described working at Disney as signing your life away. One woman said that employees are working 80hour weeks in extraordinary heat in costumes for $6:90 an hour. Employees are expected to work overtime at any time, and Disney do not like giving people days off. There can be a lot of rivalry between employees about which part the want to play, but despite this co-workers do become family and employees get a range of benefits such as weekly pay, health insurance, retirement stock, paid time off, tuition assistance, wellness program, on-site childcare, commuter assistance and career development. And despite all these drawbacks she learned a lot and still wished she worked there, (Meltzer, 2016).
2.3.
Disney’s values.
Walt Disney’s mission statement states ‘Using our portfolio of brands to differentiate our content, services and consumer products, we seek to develop the most creative, innovative and profitable entertainment experiences and related products in the world,’ (William, 2019). They have five core values which are:
1. No cynicism allowed.
2. Fanatical attention to consistency and detail.
3. Continuous progress via creativity, dreams and imagination.
4. Fanatical control and preservation of Disney ‘Magic’ image.
5. To bring happiness to millions and to celebrate, nurture and promulgate ‘Wholesome American Values.’
Disneyland has its core values as a business decision’s, they represent why the business exists. Disney is a place where people of all ages can go to be happy. According to Walt Disney ‘We create happiness.’
Heathfield (2019) stats ‘Values are traits or qualities that are not just worth, they represent an individual’s or an organisations highest priorities and core beliefs. They are the heart of what your organisation and its employee stand for in the world.’
There are certain standards that Disney stand by, as found on The Walt Disney Company and Affiliated Companies (2019) Disney states ‘we are committed to a work environment where everyone is afforded the dignity and respect that they deserve. Disney does not tolerate any form of discrimination or harassment based on a person’s race, religion, colour, sex, sexual orientation, gender identification, national origin or disability’. Jones (2018) describes that ‘Disney employees are empowered to strive for excellence and to ensure that they deliver an outstanding service to each and every customer or guest. Disney believe that if employees feel empowered that they will be more engaged to their job and to service they provide to customers.’
To work for Disney a person needs to have good people skills and knowledge of the company. There are a number of requirements that Disney expect from employees, these requirements are non-negotiable and must be followed by all employees. These rules and the hard work given by employees is what makes Disney a magical experience for everyone. The ten important requirements Disney ask are:
1. Always represent the magic of Disney.
2. Never leave questions unanswered.
3. Only wear specific glasses and sunglasses.
4. No facial hair.
5. Full timers should have full availability.
6. Say goodbye to holidays.
7. No visible tattoos.
8. Take the Disney Traditions class.
9. No pointing with one finger.
10. Only certain hairstyles.
                                                                                                                                 (Elle, 2019).
Disney refers to its employees as ‘cast members’ rather than employees, they believe that they should act professional at all times by staying in character in front of guests which will reflect the parks show like business environment. Employees need to display exceptional behaviour towards customers and guests. They are expected to go above and beyond to ensure that everyone has an amazing experience and leave the happiest place on earth… Happy!
Disney’s principles and values are non-negotiable which enables the organisation to move in one direction. Although some of Disney’s requirements may seem harsh, for example if cast members remove their costumes while on show, its grounds for instant dismissal. It shows that Disney’s main goal is to give visitors a magical experience of paramount importance, (Poke, 2010).
When an organisations values align with the values of an employee it can be very beneficial for both parties. An employee is more likely to work better for a company that they share values with and in return the organisation will recognise and reward its employee for following and demonstrating these values. Tower Leadership Centre (2018) states ‘organisations who consciously focus on their values are more resilient, sustainable and more successful’.
3.0 Conclusion.
To conclude the report the researcher found that Disney is a hugely popular company with a hierarchical structure. It is a well-recognised, strong and profitable brand. Although it is a strong company it still faces many challenges such as competition and environmental crisis. Disney have a very strong company culture and high standard values that are expected to be maintained by all its employees. The researcher found that being ethical is a main priority for Disney and they expect its employees to follow suit. Disney also strive to not only apply this to its employees, customers and company but also the environment. The researcher found that Disney are very strict with employees when it comes to conduct in its parks as Disney believe that the main priority is that its guests have the best experience of their lives. Its guests are at the forefront of everything Disney do. the researcher believes that if Disney continue to practice its strong culture but are willing to evolve with it that it will continue to achieve the amazing success it has achieved over the years.
4.0 Recommendations.
DeMers (2015) states ‘Culture is heralded as one of the most important factors for a business’ long-term success’. A happy and caring culture not only improves employee well-being and productivity but also improved client health outcomes and satisfaction. In sum a positive workplace is more successful over time as it increases positive emotions and well-being, (Seppala and Cameron, 2015). Google has a great culture, its employees are driven, talented and among the best of the best. This has gained them perks such as free meals, employee trips and parties, financial bonuses, gyms and so on. But some parts of its culture have been hard to keep up with as the company has got larger. The larger it has become the more it has had to reinvent itself to accommodate it employees. The researcher recommends that Disney follow in Google’s footsteps to ensure that it stays on top of its ever, evolving culture to keep employees motivated and loyal. The most successful company culture leads to successful business, and that requires and evolving culture that it can grow with, (Patel, 2015). The researcher recommends that Disney continue to practice calling its employees ‘Cast Members’. After researching other companies, the researcher found that many companies do not refer to employees as employees or staff but give them name that form a sense of unity between them. For example, Starbucks refer to its employees as ‘Partners’ (Theodorou, 2019). By doing this Disney or any other company will create strong bonds with its employees which will strengthen its culture as it evolves which in turn will contribute to its success.
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