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An evaluation on how consumer behaviour is taken into consideration at The Walt Disney Corporation

This report has been prepared by the strategic marketing department to assist the further development of the companies marketing strategy for a new themed resort at The Walt Disney World Resort Orlando, Florida. This new resort will include a theme park and attractions, a themed hotels and restaurants, which will be focussed exclusively around the Disney brand, incorporating the Disney + Television series The Mandalorian. 

Consumer behaviour will be used to further develop and assist with the marketing strategy of this new Mandalorian themed resort. Consumer behaviour has been identified as “the activities people undertake when obtaining, consuming and disposing of products and services.” (Blackwell, 2006).  In addition to this, consumer behaviour heavily considers internal and external influences that can impact on purchasing decisions (Sethna, 2016). 

Internal and external beliefs include: 

· Psychology
· Sociology
· Anthropology
· Economic views  
· Neuroscience.

Psychology impacts consumer behaviour by often influencing final purchasing decision as it affects the mental buying process, including the need for seeking solutions as well as the motivation behind the purchase (Mullen and Johnson, 2013). For many years Disney has impacted people’s psychology through the use of nostalgia (Winsor, 2015). With the recent procurement of the Star Wars franchise, Disney has created a shift within this fan base by creating a new television show catered around a very similar characters and popular storylines. Many parents have a strong urge to share childhood nostalgia with their children, and with the introduction of this new resort, it creates around nostalgic memories that can be shared and add value to the experience (Winsor, 2015).  

Within the Sociology element of consumer behaviour, this takes into consideration the nature of personality and group behaviour (Foxall , 1974). Sociology can be used by The Walt Disney Corporation to encourage and maximise group behaviour between friendship groups and families as a way to experience something new, and to gain group approval (Rojek, 1993). Group behaviour and approval is a need for all people according to Maslow’s hierarchy of needs (Mathes, 1981).  

Anthropology is an important aspect of consumer behaviour as it focuses the definition of the company brand to its customer base (Martin and Woodside, 2017). Anthropology is explained by how the brand emotionally affects its customers. For example, if a customer has a strong emotional connection to a brand the final purchasing decision is made easy because the customer fully understands and trusts the brand (Martin and Woodside, 2017). Disney’s longstanding brand provides memorable experiences for everyone. Since the existence of Disney, and throughout many generations, it has become an extensive and sometimes, stable part of everyone’s childhood, therefore, anthropology can often have a positive impact on Disney World Resorts (Winsor, 2015).  This is due to it’s strong branding, as “The happiest place on earth” (Newell, 2012). 

In relation to consumer behaviour this takes into consideration many Economic Factors that heavily impact buying behaviour including demand and the micro and macro environment (Ratchford, 1975). In order to gain demand, Disney Corporation need to be fully aware of its customer base and have the need and funds to accompany it (Aston and Cassidy, 2019). However, this demand is often hard to meet currently due to the macro environment. The 2020/2021 Coronavirus pandemic has had a damaging impact on the entertainment industry therefore, it is important that Disney are fully aware of this immerging and changing industry in which they exist. Disney has been obliged, in accordance to legislation to adopt approved protocols in order to keep the public and employees safe. These protocols have included closing all Disney World resorts for long periods of time since early spring 2020. (Walt Disney World Resort, 2021).

Consumer behaviour focuses on the Neuroscience behind each purchase. Neuroscience describes how the brain works and controls how purchases are made, based on individual’s previous shopping habits (Smidts, et al, 2014). It would be beneficial to Disney that they target the already popular and successful Star Wars franchise, with its large fan base of both adults and children. Since its release in 2019, The Mandalorian series on Disney+ has been extremely successful, drawing in an audience of an “average stream of 60 million for season 2.” (Hill-Paul, 2021). These immensely high viewing figures demonstrate that there continues to be a strong appetite for the Star Wars brand, and an audience for the new Mandalorian themed resort.

All these factors are important; however, individuals also experience the decision-making process (Lunenburg, 2010). This is a step-by-step process, which will ultimately conclude with the consumer making a well thought out decision of a purchase. This process has five key elements (Fülöp, 2005). 

These five elements include: 

· Problem recognition
· Information gathering
· Evaluating solutions
· Purchase phase
· Post-Purchase phase

Problem recognition can be defined as a feeling that manifests itself in different ways (Fülöp, 2005). For some individuals the problem may not have existed until it was noticed by someone else. For an organisation like Disney World, problem recognition would consist of individuals feeling symptoms such as a string urge and need for a family holiday (Windsor, 2015). 

Once problem recognition has been identified, information gathering can begin. Information gathering is when the individual conducts research on how the solve the recognised problem (Fülöp, 2005). This is created by targeting potential customer by advertising holiday deals on social media via target marketing, or the announcement of the new Mandalorian resort if the customer was on Disney’s e-mailing list (Smith, 2017). 

The United States Disney World franchise has many competitors within the USA, and is competing against Universal Studios, SeaWorld and Ceader Fair to be the top United States amusement park. Disney World needs to maintain their strong, recognisable brand in order to promote growth (Windsor, 2015). It’s important that Disney continues with its strong brand image, as this is the consumer’s perception of the brand. Customer perception can impact positively or negatively on the problem recognition stage, depending on how the customer feels emotionally about the brand (Windsor, 2015). Disney can combat a negative perception with the use of nostalgia within social media advertising and e-mail marketing to encourage and engage people with the content as well as to book a holiday to Disney Resorts (Windsor, 2015). 

The Evaluating solutions stage is where a potential customer will evaluate all the options available and begins deciding on a final destination (Fülöp, 2005). Disneyworld would have already carried out their target marketing and wouldn’t be able to further influence this decision. However, the individual may begin to research external reviews websites and talk to family and friends (Bailey, 2005).

Disney World Orlando is “41st on the list of things to do in Orlando” on TripAdvisor (TripAdvisor, 2021). Currently there are “33,370 reviews” (TripAdvisor, 2021), on the Walt Disney World resort. Out of these “24,169 are reported as excellent with 1,355 as terrible.” (TripAdvisor) However, the majority of the terrible reviews cite the pandemic as the reason for this, highlighting how their Disney World experience was impacted negatively because of this. The excellent reviews applaud Disney and how magical their experience is. As well as checking review websites, Disney World website offer a ‘Help Centre’ which is very informative, offering help and guidance before a Disney Holiday (Disney, 2021).

After the first three stages have been completed the individual can then enter the Purchasing stage. This is the stage is where a decision is made, and the individual purchases the product or service becoming a customer (Fülöp, 2005). For Disneyworld this is an extremely important stage as this is where the customer makes their decision on the holiday destination and accommodation. The customer has made the conscious effort and decision to buy from the Disney brand (Windsor, 2015). 

A further important factor that has the possibility of impacting the decision-making process is the product life cycle. This process begins with an introduction and concludes with obsolescence or a decline. (Day, 1981). Depending on the type and characteristics the customer possesses this will depend on their decision-making processes and whether they decide to attend a resort type holiday. This is important to the decision-making process and will be explain in more detail further on. 

Once these stages have been completed and the customer has made the purchase or in this case attending the new resort the post purchase phase can began. This is where the customers will begin to evaluate the purchase and the experience (Hasan, UZma and Nasreen, R., 2014). Often customers will begin to feel one of four ways (Fülöp, 2005):

· Delight - when the customer feels delighted this has reach or exceeded the expectation 
· Satisfaction – the customer feels indifferent, predicted levels of expectations
· Acceptance - the purchase or holiday was tolerable but could have been better
· Dissatisfaction – very bad experience and the customer would not go again

If a customer feels any of these emotions it will be reflected within the reviews furthermore, if the customer is dissatisfied with the experience, then complaining behaviour could be introduced (Fülöp, 2005), which would involve the use of 3rd parties such as lawyers or a private complaint to family and friends. Reviews can impact Disney World due to the different types of people that attend the resort, which can be reflected with the use of the product life cycle.
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This product life cycle can be used by Disney World to evaluate the different characteristics individuals poses when planning on attending the new Mandalorian resort. There are five different characteristics that can be related to the product life cycle include Innovators, Early adaptors, Early majority, Late majority and Laggards (Martinez et al, 1998).  

The Innovators are often interested in the induction stage of the product. According to Hartman’s theory, it is suggested that people who tend to buy new products in order to be the first person to own it or visit a new place are known as yellow people (Poli, 2011). Hartman suggests that yellow people are drawn to new products and services. Innovators are important to Disney as these will be the first members of the public to see the new resort. Therefore, the experience needs to be memorable otherwise it will reflect badly in the reviews which could impact the amount of people that attend the new resort (Holak and Havlena, 1998). 

Early adaptors can be linked to the growth stage of the product life cycle (Martinez et al, 1998). Early adaptors are important to Disney because like the innovators these people will leave reviews and will tell other people about the experience, therefore, Disney need to ensure the new resort meets fans expectations.

People that attend the resort in the maturity stage of the product life cycle are known as the early majority (Martinez et al, 1998). The early majority will be conscious of the online reviews and may want to know what to expect before going to the resort. Disney can use this ensure that the reviews being published are good and if the reviews are bad finding out why and how they can make changes before the early majority attended the park. 

Disney reviews are extremely important to the majority of visitors to the resort within a year after opening; these are known as the late majority, and according to Hartman known as green people. Green people tend to be review focused and could be sceptical of how nice the new resort actually is (Poli, 2011). 

The final type of people to enter the resort are the laggards. These types will be attending the resort at the decline point of the product life cycle (Martinez et al, 1998). Laggards often expect a good deal on a holiday, so will delay their attendance until the wait until the publicity and hype of the product or service has passed and subsided before attending the resort.  

Customers who have a strong anthropology with Disney will feel the need to attend the new resort. The main factor for this that people need a sense of belonging according to Maslow’s hierarchy of needs (Mathes, 1981). Maslow states that Love and belonging is required by human nature and includes friendship, family and a sense of connection (Mathes, 1981). 

Disney’s principles whole heartily include a commitment to providing high standards in everything they do with guests, audiences and shareholders, which demonstrates honesty, trustworthiness and respect.  This provides confidence in the Disney brand allowing people to become dedicated fans, building strong connections with their television show or movie (Iger, 2017). For example, The Mandalorian was a very popular show, highlighted by the enormous viewing figures.  It was a series that many talked about, having a common interest or topic of conversation. 
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Maslow’s hierarchy of needs can also be related to customers wants and needs of hedonism and utilitarian. Hedonism is defined as the cult of pleasure and is all about what people want rather than what is needed (Moore, 2004). Whereas utilitarian is defined as the cult if practicality and is what people need rather than what is wanted (Dhar and Wertenbroch, 2000). Disney is a hedonistic ideology as most customers don’t need to go but want to go based on the feeling of belonging. However, realistically people do not need to go. Therefore, Disney need to ensure the marketing is aimed at the customers wants and needs. This can be done via the fact people need a break and Disney is a great way to escape everyday life (Windsor, 2015).     

Walt Disney Corporation’s main focus is on a business to consumer basis. These consumer transactions are when an event of selling products or services are directly between a business and consumers, known as Business to Consumer – B2C. (Dholakia and Schroeder, 2001). In relation to Disney’s operational transactions, these are mainly of a business-to-business nature, known as B2B. This type of transaction is described as a formal transaction that occurs between businesses (Lucking-Reiley and Spulber, 2001). 

These businesses include:

· Reseller organisations – buying goods or services in order to sell them 
· Government organisations – employed by the Government 
· Institutional organisations – charity or educational industries 

The Walt Disney Corporation isn’t classed under any of these titles; however, will deal with many business-to-business organisations as part of its operational business.   

In conclusion, consumer behaviour needs to be strongly considered by the marketing strategy team to assist with the creation of their Marketing Strategy for the Mandalorian themed resort at Disney World Resort Orlando. The Maslow theory, introduced since 1943 still hold relevance to this day and should be strongly considered, along with the principles of the product life cycle.  The Walt Disney Corporation need to strongly consider using the consumer behaviour concept effectively in order to get the best interaction and success with this new resort. 
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