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Executive summary
“If you can dream it, you can do it” Walt Disney
If Disney’s researchers have their way, the Hall of Presidents is going to get a whole lot creepier. That’s because a facility in Zurich is “face cloning” humans in order to make the most lifelike animatronic figures ever created. 
The next phase will be to construct more sophisticated actuators and multi-layered synthetic skin, which will allow the researchers to replicate more facial emotions with more freedom. That means you shouldn’t be surprised if you see a terrifyingly lifelike Johnny Depp-bot cavorting with a suitably dead-eyed Orlando Bloom the next time you go on the Pirates of the Caribbean attraction. (Wagstaff, 2012)
In an age of visibility culture, marketers focus on achieving the ideal strategy for each campaign they run but the biggest challenge is identifying the emotion that needs to be conveyed.
The most difficult aspect of implementing this new approach is taking into account all of the required factors in its execution, from the target audience to the event’s characteristics and the entirety of communication channels, depending on the resources involved. Basically, the show’s experience, as well as the inclusion of new cutting-edge technology, is the Disney brand’s experience. Visitors’ expectations are there every time, and it’s enough to give them the c’nfidence to visit Disn’y parks without knowing exactly what they'’e going to consume. There is nothing tangible, i’ cannot "prove" before what is offered to ’t, so the company is directly responsible for the image that the client makes and the expectations that come with it. A’l this depends on the ’trategy adopted and the approach chosen.











[bookmark: _Toc99121785]Introduction

After the Covid pandemic hit the entire world economy but especially tourism and leisure services, the Walt Disney’s senior management decided to creatively reshape the strategic direction of its business to offer its customers innovative services while ensuring their loyalty for the company’s future, as well as a sustainable competitive advantage even in the event of impediments such as during the pandemic. Disneyland Paris 30th Anniversary is coming and the celebration supposed to be a once-in-a-lifetime magic this year which also corresponds to the step-by-step approach of the end of pandemic. To this end, a team has been set up to focus on creating, implementing and developing a new strategic direction focused on the customer experience in interactions with the company’s services for the 50th anniversary of Disney company, an event to be hold in the same time at every Disney Park in the world.
“Disneyland Paris has created unforgettable memories that live inside each of us and became Europe’s top tourist destination.” (As of March 6, 2022, Disneyland Paris will celebrate its 30th Anniversary! – Disneyland Paris News, 2022)
Nowadays, as a result of remarkable technological advancements, managers believe that change is critical to the organization’s performance because it pushes people to search for significant areas where improvements may be made.
If successful change management is needed, the initiator of change, the agent of change, the object of change, its nature, the people impacted by change, and the assessment of change are the primary variables that must be addressed. For change to be effective, the change agent must possess specific abilities such as the capacity to discern how change should be implemented, the ability to solve change-related difficulties, and even the ability to influence people. In crucial conditions, the agent of change must turn to supporters, or persons who have a lot of power over the people who are impacted by change because of their personal ties. Human, structural, and technical resources all play a role in organisational efficiency. The human component contributes to increased efficiency in process management and communication, planning, coordination, and other areas by virtue of its attitudes and talents. Structural resources refer to the organization’s control mechanisms, such as rules and procedures, whereas technological resources refer to the equipment and processes that enable the intended tasks to be completed.
“If it isn’t broke, don’t fix it” was the guiding principle of the slow-moving corporate environment, but now the problems are different; the worldwide economy is producing both greater risk and more opportunity for everyone, compelling businesses to make significant adjustments not only to compete and succeed, but also to survive. (Kotter, 2012).
The unexpected commencement of the project for the Disney organisation underscores the need for change, as the advancement of new technologies and a new approach to customer service personalisation that might jeopardise the company’s competitive position on the market. 
“Why is it so hard to build and maintain the capacity to innovate? The reason is not simply a failure to execute but a failure to articulate an innovation strategy that aligns innovation efforts with the overall business strategy.” (Pisano, 2015)
The project team will thus, focus on finding a good and sustainable strategy to improve customer experience, developing a long-term, cohesive innovation framework that meets their competitive demands. It is not always a good idea to copy someone else’s system, but comparison is always a good idea. The team will work to unify various elements of the company around new common goals and shared priorities. (Pisano, 2015)

[bookmark: _Toc99121786]Findings

[bookmark: _Toc99121787]Disney organizational structure

Disney's organisational structure is decentralised cooperative multidivisional (M-form). This focuses on several business kinds and is typical in diversified firms with a diverse range of operations, particularly when such operations are carried out abroad. Disney's massive corporate structure is made up of three primary components.
Business segments and divisions
Centralized functional group
Geographical divisions
Each sector follows a limited diversification plan that is overseen by centralised corporate management. (Williams, 2019)
[bookmark: _Toc99121788]Strategic analysis of Disney
In light of Disney's rapid success, a new structure has been created to help the company accelerate its direct-to-consumer strategy, company announced in October 2020. (2020)
Because of the modern consumer's changing demands, expectations, and behaviours, they expect companies to engage them in more customised and real ways. (Nham, 2021)
Solving the client's needs is the tool for a company’s management to open the door to success. Disney has used two successful methods over the years, namely exceptional customer care and constant innovation. Walt Disney understood long before the development of branding theories, how important the voice is in defining a brand. Firms use a variety of components in their marketing communication tools to differentiate their products and brands. The voice contains a lot of static and dynamic information about the speaker and may act as the "hearing face" of a brand. In terms of marketing, a company may set itself apart from its competition by incorporating the suitable voiceprint into its brand. (Kim, Wang and Ding, 2021)
This is a very utilised aspect in Disney, Mickey Mouse voice easily became the perfect voice to advertise Disney brand and is still identified as the voiceprint. The voice came long before the logo or other symbols. (Finan, n.d.)
Before Disney used sound for the third Mickey Mouse production, Steamboat Willie (1928), two silent Mickey Mouse cartoons were released: Plane Crazy (1928) and Gallopin' Gaucho (1928), however Mickey did not say his first words ("Hot dogs!") until The Karnival Kid (1928). (1929). Steamboat Willie was an instant hit, and the studio went on to dominate the animated industry for many years. (Augustin, n.d.)
[bookmark: _Toc99121789]Sustainability at Disney
Care for nature as well as the way man relates to the natural environment is reflected in Disney's classic stories. These are cartoons that raise issues such as culture and conservation, the 'intrinsic ecological worth' of pristine environment, and the sustainable use of natural resources'. In Disney, the chaos and quiet of ecology indicate a linguistic commitment to the notion or very "cultural logic" of nature in all its abundance, lushness, and richness.
For Douglas Brode, it was Walt Disney’s own passion for nature, and his claims that ‘we must make the effort to reintegrate ourselves into the natural world’, (Pallant and Holliday, 2021)
Disney's content is family-friendly, which is why parents trust it and kids like it.
Disney's integrated theme parks, movies, and commercial items create a vast moat with a monopoly on youth. For more than 60 years, the Walt Disney Company has pledged to be socially responsible and ecologically sustainable. There are many Disney Park locations across the world, in six main cities, and each park has its unique environmental sustainability measures in place. The Company has established targets to create zero emissions, conserve water and seas, decrease waste, and use low-impact goods over the years. (Ellis, 2021)
[bookmark: _Toc99121790]Social, political, regulatory and community factors
The company's significant involvement, as well as the arrangement reached with the French government, allows it to maintain rigorous control over the project's quality and the site's adjacent development. When Disneyland Paris (EuroDisneyland) was inaugurated, the bankers were really confident that it would make a huge profit and that is why they were the ones who came up with financing proposals for Disney. “Disney is a magical name, said one banker.” (Kleege, 1991)
[bookmark: _Toc99121791]Competitive conditions and industry attractiveness
Customers have minimal switching costs, hence there is fierce competition within the market. The industry's top rivals have massive marketing resources to sway client choices. Even while all large parks provide entertainment for the entire family, it is vital to stress the distinct elements in marketing communications. To maintain its strong brand image and to set itself apart from competitors, Disney positions itself somewhat differently and continually express its point-of-differences and emotional benefits. (Köhler, 2013)
[bookmark: _Toc99121792]Create Immersive Experiences
Disney is well-known for its enchanting approach to customer service. Every part of Disney is thoroughly designed, from appearance to sound to service. Many of the engaging components originate from the meticulous details found around the parks, such as the Mickey Mouse emblem on the fireplace's covers. The Smellitzer machine, designed by Disney Imagineers, pumps aromas through concealed vents, leaving the resorts feeling wonderful. (Morgan, 2020)
[bookmark: _Toc99121793]Take Out the Trash
A network of subterranean pipes connects several of the trashcans, allowing them to be emptied every 20 minutes. While seeing litter might not change a customer's mind about Disney, a clean park and meticulous attention to detail, might do it.
In addition, the parks are well-known for their cleanliness. Attendants—or "cast members," as all staff are known—constantly traverse the streets and paths, cleaning up rubbish, wiping and polishing, watering the beautiful flowers and plants, and generally ensuring that everything is in working order. (Telotte, 2008)
[bookmark: _Toc99121794]Involve Every Employee
The Walt Disney Company refers to all employees who are urged to spread some magic as "cast members," even if they do not portray a Disney character. (Cain, 2018)
Walt Disney understood the importance of empowering his staff by allowing them to be creative and deliver exceptional service to each and every client. Employees that feel empowered are more likely to participate in technical parts of their professions as well as the quality of services they deliver to their clients. (How Disney Empowers Its Employees to Deliver Exceptional Customer Service - SPONSOR CONTENT FROM DISNEY INSTITUTE, 2018)
[bookmark: _Toc99121795]Take Personalization to The Next Level
Disney has invested significant time and resources in making every guest's visit to our parks a more engaging, fluid, and personal experience, and will continue to improve depending on guest input. (Terrell, Martin and Surette, 2013)
[bookmark: _Toc99121796]Leverage Unobtrusive Technology
RF MagicBands and cards are used to get access to Disney Resort hotel rooms, Walt Disney World parks, and some shopping locations. Instead of using a MagicBand, those who like can utilise a card. Long-range readers cannot detect the cards because they feature a passive HF radio chip. (Radio Frequency Technology | FAQ | Walt Disney World Resort, 2022)
[bookmark: _Toc99121797]Internal Analysis
Mission, vision and values analysis
Organizational culture fosters a healthy, organised work environment that aids in the development of businesses. Disney mission is all about stimulating positive changes.
“The mission of the Walt Disney Company is to entertain, inform and inspire people around the globe through the power of unparalleled storytelling, reflecting the iconic brands, creative minds and innovative technologies that make ours the world’s premier entertainment company.” (Our Mission, n.d.)
Organisational chart has been built and managed in such a way that it is extremely successful in supporting the company's numerous business divisions, segments, brands, and activities across the world. It has a lot of different business areas and divisions that enable the company to concentrate on certain industries and types of businesses. (Disney's Organizational Structure [Interactive Chart] | Organimi, 2022)










[bookmark: _Toc99121798]Key individuals
Key individuals at Disney, including CEO has to be sufficiently a part of guiding coalition Emmanuel Lenormand Show Director and Media Supervisor at Disneyland Paris.

Senior management of Disney
[image: ]
(Disney's Organizational Structure [Interactive Chart] | Organimi, 2022)

What are the appropriate structures and people in place to achieve the mission?
[bookmark: _Toc99117404][bookmark: _Toc99121799]There are Functional Groups at Disney are in charge of centralising strategic control across the company's many distinct business areas and brands, ensuring that the company's strategic growth and worldwide operations are properly coordinated.
[bookmark: _Toc99117405][bookmark: _Toc99121800]Geographic Divisions take into account the distinctions between local, national, and regional markets. These differences are due to regional characteristics such as sociocultural influences, which have an impact on important commercial sectors such as media networks and parks and resorts. Strategic choices may be made across four unique geographical divisions according to Disney's organisational structure: 
[bookmark: _Toc99117406][bookmark: _Toc99121801]United States of America and Canada
[bookmark: _Toc99117407][bookmark: _Toc99117408][bookmark: _Toc99121802]Europe Asia and the Pacific
Other Markets and Latin America Latin America & Other Markets (Disney's Organizational Structur [Interactive Chart] | Organimi, 2022)



[bookmark: _Toc99121803]Departments involved
Regulatory affairs
Running a Disney Park and using holograms require a lot of energy. Disney is more focused on the more sustainable renewable energy than the nuclear energy.  “While there are no plans in the works for Disney's own Nuclear Power plant, it is not unreasonable for one to be built in the future”. (Howell, 2019)
Financial
Calculate the costs to determine if it's worthwhile to execute this in other Disney cities, double-check everything, especially the speakers, and develop a backup plan in case anything goes wrong during the procession and screening. (Lenormand, 2021)
Data Protection
When create the story about the client and the favorite character a very close attention has to be paid to data protection.
IT department to implement all the holograms and clones into the show
HR, for the trainings needed to implement the change and for the change of the organizational chart that would help both the employees to feel motivated by the novelty of the job but also the company for discovering new talents and abilities of their own employees.
The departments engaged in the strategy's execution will identify the resources they will employ, and then submit them to a joint meeting for the formation of a SMART plan.
[bookmark: _Toc99121804]External Analysis
Political
During the Gulf War, when tourism prospects were bleak as never before, the transaction for financing Euro Disney was underwritten.
30th Anniversary happens during Covid and shortly after the relaxing of very harsh political measures applied by the French government.
Economic
Disney has brought €68 billion to the French economy over the last 30 years. (Powell, 2022)
The firm operates two parks, seven hotels, two conference centres, 55 restaurants, and a 27-hole golf course and is listed on the Paris Euronext exchange. (Sylt, 2016)
Social
The same Shenghen visa authority survey suggests that the age groups 18–34 and 35–49 are anticipated to more travel to France in 2022. This means a mix of generations X, Millennials and Z who already have children or are still children themselves and this is the main age segment that Disney is targeting. (France Remains Top Travel Destination in EU for 2022 - SchengenVisaInfo.com, 2022)
In the last 30 years, Disney has created 56,000 employments in France. (Powell, 2022)
Technological
Biometric Technology - The Disney Corporation is trialling the use of facial recognition software to check visitors arriving at its Disney World theme park in Florida – known as the Magic Kingdom. (Tuttle, 2021)
From the beginning, Disney's management was interested in joining the most advanced and cutting-edge technology of the time. (A&E Television Networks, 2005)
One of Disney's key focuses in reinventing its company has always been the employment of cutting-edge technology. The company has a research facility in Zurich where it studies computer graphics, 3D technologies, and "face cloning" individuals in order to produce the most lifelike animatronic figures ever created. (Wagstaff, 2012)
Legal
Disney Enterprises owns all trademarks, logos, and designs shown on their website or sold in their shops.
Disneyland follows local legislation for each amusement park.
According to the most recent French government recommendations, Vaccine Pass and Health Pass are no longer necessary to enter Disneyland Paris as of Monday, March 14.
Face masks are no longer needed at Disneyland Paris, in accordance with French government guidelines, with the exception of communal transportation (including hotel shuttles), where masks are still required for both Guests and Cast Members. For events like our parade and the evening spectacular 'Disney Illuminations,' face masks are still suggested. (Legal Information and Website Conditions, 2022)
Environmental 
Located in the capital of France which remains a top travel destination in EU for 2022, According to a poll conducted by the Shenghen visa authority. (France Remains Top Travel Destination in EU for 2022 - SchengenVisaInfo.com, 2022)
Individuals from all over the world are invited to visit Disney's amusement parks, however Disney does not assess emissions from people who go by plane, resulting in a very high carbon footprint. It is still committed to promoting travels to its resorts across the world, which is arguably the most ecologically destructive leisure activity. Disney is greening portions of its operations, but not
their entire business strategy. This is all greenwashing, said Pearce thirty years ago so yet, nothing has changed. (Pearce, 2009)
[bookmark: _Toc99121805]Disney Copyright
Disney, Marvel, and Pixar are putting pressure on who has the right to get licences, and costs aren't publicly known. For most small enterprises, obtaining a licence from these agencies does not appear to be a cost-effective option. Small enterprises or individuals, for example, cannot put Nemo on a shirt or bake a cake without a licence. (Patel, n.d.) 
The Disney corporation is looking to recruit an analyst who will be responsible for researching current piracy patterns, helping law enforcement activities, and assessing new anti-piracy technologies and services. (Van der Sar, 2021)
Disney may find a solution by selling character licencing, which would provide a significant source of revenue while also efficiently combating piracy.
Disney material may be utilised in the future, as well as marketed and repackaged for whatever transmission technology people use now or may use in the future.
[bookmark: _Toc99121806]Company's strong competitive position
With its great brand recognition and customer loyalty, the Walt Disney Company has been a leader in the media entertainment business throughout its existence. Since its founding, the firm has had constant and robust growth, and it continues to develop across all categories. International parks and resorts investment in Europe and Asia will help the corporation by exposing it to other high-growth economies. Because of the power and exclusivity of this material, Disney is able to benefit from advertising and affiliate fees at a higher rate than its competitors. To be competitive in this field, businesses must constantly modify their content and delivery to the preferences of their customers. (Delaney and Stawicki, 2016)
[bookmark: _Toc99121807]Disney magical customer experience
The 70 percent return percentage of first-time Disney guests may be one of the most unexpected stats regarding the Disney customer experience. Considering the effort that people and families put in simply to get there for the first time, Disney's ability to engage consumers in the wonderful experience and entice them to return on a regular basis is extraordinary. The consistency of the magical customer experience is the result of Disney's unified team effort in the faultless execution and optimization of the most frequent duties connected with operating a theme park. Walt Disney is a process master, a great genius in terms of operations and customer service. The most important role in refining the experience, according to Walt Disney, was to provide constant high-quality services. Constant repetition and excellent execution of tiny actions add up to a larger perception of what is "wonderful." (Martins, 2015)
[bookmark: _Toc99121808]Shared values and company culture
In the business training classes at Disney Institute, it is said that “An organization’s values often are formed intentionally by proactive leaders or organically in the presence of all types of leaders.” (Jones, 2018)
Key individuals at Disney, including CEO has to be sufficiently a part of guiding coalition Emmanuel Lenormand Show Director and Media Supervisor at Disneyland Paris. Lenormand highlights how technology improvements were a challenge for him, forcing him to contemplate a new Disney parade model, switching from the electric parade to the light parade, which gave him many more opportunities to enhance the show. They may now alter colours or achieve any other desired effects with a simple click of a button. (Lenormand, 2021)
[bookmark: _Toc99121809]Why a new strategy is needed?
Disney has demonstrated adaptation in both corporate and sociocultural situations, ensuring its entertainment market's survival and development. The company's ongoing preoccupation has been monitoring entertainment trends and developing new ways to bring imaginations to life utilising cutting-edge technologies.
Dilts’s analysis of ‘strategies of genius’ proposes that Disney’s approach has the key features of neuro-linguistic programming (NLP). He describes NLP as ‘a multi-dimensional process that involves the development of behavioural competence and flexibility, but also involves strategic thinking and an understanding of the mental and cognitive processes behind behaviour. (Dilts, 1996)
When Swiss watch boss, Christoph Grainger-Herr, was unable to fly to a global trade show in China because of Covid-19 restrictions, he decided to beam in Star Trek-style instead. (Murad and Smale, 2021)
[bookmark: _Toc99121810]New strategy proposal
For the 50th anniversary which will last from 1st of October 2021 till 1st of April 2023, the proposal is to end this World Most Magical Celebration by creating live like animation using holograms technology and clone technology in order to double the celebration with the start of a new era in entertainment. The show has to be a surprise and hopefully will coincide with world peace and end of all restrictions and wars.


[bookmark: _Toc99121811]Outcome – a clear output, product
Producing astonishing three-dimensional effects with the use of special software, giving the audience the impression that a motionless item is suddenly moving. The aesthetic impression as well as the emotional impact are both quite powerful. If a picture is worth a thousand words, a three-dimensional, dynamic image will have a greater effect. Disney will be presenting remarkable presentations to audiences all around the world in honour of its 50th anniversary, which will appear to come to life directly in front of the audience. (Corcos, 1999)
[bookmark: _Toc99121812]Create a strategy
The goal and the theme will be determined. What will the main focus be? Who are the main characters? What will the audience be greeted with and how will they be entertained? What will the duration of the event be, and how will time be split into aesthetic moments?
The target demographic for the event will be determined, and the number of attendees will be calculated.
The budget we have at our disposal has an impact on the entire approach, thus the assigned budget will be determined. Calculate the expenses involved.
It is required to cope with technological issues in order to put on an anniversary show. First and foremost, ensure that the place is safe, particularly for physical activities. Objects that might create obstructions or barriers should be avoided. Following these tests, it's a good idea to start the work session by asking all of the cast members to learn about the space's characteristics. It's crucial to avoid the distracting aural and visual settings. The atmosphere in this area should be as neutral as possible in order to be customised and decorated according to the event details.
When the perfect location is found it is necessary to check with the proper authorities (municipality, police, and health system) to see whether they're willing to host a live event and what are the policies and regulation for this.
The event's date will be determined.
Professional sound and lighting equipment will be purchased, as well as a team to manage the equipment.
A detailed event plan will be created for each phase, when everything happens, on what day and at what hour. Everything will be note down: the public access hour, the music, who will meet guests and how they will be greeted.
It is critical to practise prior to the event to ensure that all the details are visible and, if necessary, to remedy any errors.
When it comes to promoting the performing arts, it's only natural that marketing, communication, and public relations strategies and activities align with the promoted field, helping to enlighten, train, and grow the audience while also adding value via innovative techniques.
Disseminate information about the event using any and all media platforms that are acceptable. Invite the guests and provide the date, time, and cost of a ticket in the invitation.
It could be an amazing experience for Disney customers who could interact in a safe and hygienic manner, in their native language, with their favorite characters in the form of holograms.
David Nussbaum suggests that his invention can be used successfully in the hotel industry to welcome guests. It is a direct interaction that can trigger the same emotions as in any human interaction as the image is extremely realistic. (Nussbaum, 2020)
“Microsoft is back with a ground-breaking leap in technology that almost takes us one step closer to teleporting. “A life-size hologram of a person, the translation of speech from one language to another and rendering it in the person’s voice — these are the essential features that make this mixed reality technology undeniably game-changing!” (White, 2019)
Brand’s digital presence in out-of-home spaces and other popular spots in all Disney locations.
Create a story about the client and the favorite character.
While displaying a name (e.g. ‘Sophie’ or ‘James’) on a digital billboard in the middle of Paris or on the streets they live (or close to their house) sounds relatively simple – the impact for the consumer is huge. 
 It enables the brand to use its digital presence to forge a one-to-one connection with the individual. Embrace the expanding trend of conversational commerce by leveraging live-stream consumer involvement.
The flywheel concept, which puts the client at the centre, is critical to this.
Compile a plan by dividing the outcome into small tasks using frameworks and On the 50th anniversary of Disney, there will be a 24-hour marathon show. using cutting-edge technologies. All Disney venues will be visited by a big number of people.
A high record of revenue is expected.
Disney has long embraced cutting-edge technology, and the company is presently embarking on a programme to deploy clone technology in the performing arts at a Zurich laboratory, it already boasts some of the most inventive and capable performers so that all essential resources are available. This event will take place in 1st of April 2023.
Effective internal and external communication channels and rapport with your members and other stakeholders
Communication has to be consistent in the new direction, consistent in words and deeds. “A useful rule thumb: Whenever you cannot describe the vision driving a change initiative in five minutes or less and get a reaction that signifies both understanding and interest, you are in for trouble.” (Kotter, 2012)
Vision has to be clear to target credible short-terms wins. These short-term wins have to be created not only hoping for them to occur. Without these many employees will give up or join the resistance unless any compelling evidence is seen in short-term. (Kotter, 2012)
A blocker well-placed can change the entire change effort process but meantime can highlight the occurrent problem
Implementing Changes by steps
Protection of the launch of new service (Customer Intelligence department)
A new meaning in a new solution 
Strategies that allow assessing the existence of an uncontested market space, or deeply investigating real needs and how new products can help customers in their life experience. The interpretation of socio-cultural transformation.
White-glove services offer a high return on investment. Customer experience, also known as CX, is the customers’ perception of the brand. CX is multi-faceted, and it requires cross-functional management to be effective. Sales, CRM, customer support, and other internal organisations collaborate closely with marketers. 
Following-up is crucial.
What is the first frustration of Disney customers? (Woolley, 2020)
Consumers are becoming more motivated to create content by commenting on what they are doing, hearing, and seeing as their experiences develop, creating a real-time record of their views, thoughts, and feelings. Companies that provide consumers with branded hashtags to use throughout the experience or platforms through apps that allow participants to engage with one another during the event.
Introducing the notion of togetherness
Despite the pandemic and social distancing, people need to be together
People come together to share enjoyment in the product.
Create a visual language for the brand along with already existed one and already existed voiceprint of the brand

[bookmark: _Toc99121813]Recommendations

The substance of entertainment event advertising and communication must help to the growth of the imagination and the shaping of visitors' tastes. It is critical to develop loyal clients, fans for certain events, and a community that will heighten the anticipation for the event's start time. 
This is accomplished by presenting audiences with unmissable experiences that will emotionally connect them to the event or brand if they have had previous experiences. In times when free time is limited, the view of an activity such as visiting to an amusement park has evolved with time, and it now competes with a wide and diversified variety of activities, from 3D theatres to bowling or archery for example. Disney has good money to spend on advertising and a lot of talented human resources to design and implement its strategies, so one option might be to ignore the rules and tactics that have been in place until now and come up with its own version of expression based solely on public perception target and the specifics of what it promotes. As vital as developing the correct strategy is putting them into action and monitoring the results.
Simultaneously, marketing, communication, and public relations campaigns must be complicated, with messaging tailored to each communication channel and constructed according to the platform's standards and capabilities.
Beyond the basic set of information that must be conveyed on each channel, the bare minimum required for the visitors to meet the event - the event's name, date, time, and location - it is critical that the messages be unitary, from a shared belief across the organization and all its divisions and communication team members for all Disney locations. The communication team must be involved in the information chain of the full operational activity of the company in order to maintain a proper and real-time interaction with the general public.
[bookmark: _Toc99121814]The AI ethics
The field of robotics ethics, in particular, is concerned with human safety. Because it is considered that, despite the benefits that artificial intelligence may provide, people may be damaged by it.
The moral responsibility that humans are meant to have towards the robots that they own or have produced are especially addressed by robot rights. These rights are comparable to children's or animal's rights. (Ramakrishnan, 2022)

[bookmark: _Toc99121815]
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Disney SWOT analysis


Str



Strenghts
Strong reputation in the European business world
The theme park in Paris was thought to be located within a major transportation hub, with a strategic location in Europe and easy access by rail, bus, or air. (Matusitz, (2010)
Disney management acknowledged that a local approach could meet the demands of Europeans and has rigorously re-evaluated its primary challenges although the traditional theme park design, management style and personnel philosophy were unaffected by the changes. (Matusitz, (2010)
Disney has the ability to introduce innovative technology to the market. (Disney SWOT Analysis | EdrawMax Online, 2022)





Weaknesses
Initially Euro Disney was a fiasco, Euro Disney was described by opponents in France as a 'plastic' emblem of cultural imperialism. (Matusitz, (2010)
Not the same good reputation in Europe like they have in the USA
Millions of guests fly across the world every year to visit Disney properties, yet the firm has yet to find a way to minimise carbon emissions and avoid greenwashing accusations.





Opportunities
Disney has a talented group of artists and screenwriters. (Disney SWOT Analysis | EdrawMax Online, 2022)
The business is well-funded and well-equipped. As a result, they may strengthen their marketing strategies, which will help them expand. (Disney SWOT Analysis | EdrawMax Online, 2022)









Threats
The park itself was known as Euro Disneyland but after a few years of being far below expectations, both in terms of participation and profit, the whole Euro Disney concept became a symbol of American pop culture, which is to avoid, as the European mentality is different and mocks corporate pride and cultural imperialism. (Martin, 2017)
The company's primary challenge is its lack of clarity. They are a master of none and a jack of all crafts. It makes it harder for them to focus on their many product lines. (Disney SWOT Analysis | EdrawMax Online, 2022)
Piracy
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