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This paper analyses the contemporary themes in e-business faced by The Walt Disney Company and the steps taken by Disney to maintain their competitive advantage in the four sectors within which they operate: Media Networks, Parks and Resorts, Studio Entertainment and Consumer Products. This paper will suggest some examples of opportunities and threats faced by Disney and how they tackle them. Following the analysis will be a brief conclusion and recommendations on how Disney can maintain e-business advantage.
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Following on from the SFF analysis and implementation of The Walt Disney Company in assignment one, this paper continues to use Disney as an example by investigative analysis of their competitive stance in the E-Business environment.

The term e-business is credited to former IBM CEO Lou Gerstner who defined e-business as

“the process of using Web technology to help businesses streamline processes, improve productivity and increase efficiencies. Enables companies to easily communicate with partners, vendors and customers, connect bank-end data systems and transact commerce in a secure manner.” (Bocij, et al., 2015)

It is also defined as

“the use of electronic means to conduct an organisation’s business internally and/or externally” (Jelassi, et al., 2014),

Or in brief by the Commission of the European Communities

	“doing business electronically” (1997),

E-Business allows an organisation to conduct itself without the need for a permanent place of business, shop or warehouse. All business to consumer (B2C) interactions from sales to after care service are conducted online should that be the requirement for the organisation. Employees have access to internal communications by way of an intranet which allows for agile working and business to business (B2B) connections too are carried out via electronic resources.

This report will cover main contemporary themes in e-business by looking at how they have enabled Disney to follow a change in direction. The report will go one to discuss the opportunities and challenges faced by Disney in this sector followed by an evaluation of existing and emerging themes and the impact both positive and negative on Disney. A conclusion in the analysis of research will be followed by recommendations put forward to Disney to further adapt the competitiveness of their e-business subdivision.

The past twenty years has seen an exponential growth in e-business through the World Wide Web, not only in internet presence advertising a brand but in online sales, Disney is no exception. A report written by Timmers (1998) stated an astonishing 1000% annual growth in e-commerce between 1996 and 1997, a time when e-business was an exploratory field for many organisations. This report will provide examination in to Disney’s use of e-business and the effects of growth and branding. 
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In 1997, Forrester forecasted B2B e-business sales would reach a staggering $327 billion per year by 2002 (1997). This figure currently stands at $1,066 trillion with a forecast of $1,132 trillion for 2020 (Avatar Syndicate, 2017). Statistics registered by the United States Department of Commerce state that at the time 90% of e-business was B2B, hence the B2C (Business to Consumer) figure standing at $85 million (2004).
With approximately 5,530 trillion global population, 2.62 billion social media food activations each month (Ecommerce Foundation, 2018) and nearly 4,384 trillion internet users globally (Internet World Stats, 2019) it’s no wonder organisations are leaning heavily towards e-business. 
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With global internet access at the touch of a button, it seems nothing is unobtainable from toothbrushes to Televisions or plants to property! Consumer purchasing behaviour is continually adapting and internet shopping has become a favoured method of procurement with 1.66 billion global consumer purchases online in 2017 (Clarivate Analytics, 2018). 
Some of the main issues faced by Disney’s e-business are as follows;
The magnitude of The Walt Disney Company operating within diverse industry sectors, means it is faced with several e-business issues. Disney prides itself on providing customers with an emotional connection, the anonymity of online purchasing disassociates business from consumer and as a result may feel a lack of ‘personal touch’ normally received from a sales representative in a retail establishment. To combat these issues Disney has taken measures to ensure their CRM is second to none.	
Following a succession of rebranding including Disneyshopping.com and Disneystore.com, Disney established shopDisney.com in 2017, stating the new site layout is dynamic and will afford them the flexibility to advertise merchandise from other conglomerates within the Disney franchise and appeal to a broader demographic. Not only does it allow consumers to purchase store items but merchandise from their Parks and co-branded products with organisations such as Steiff, Le Creuset and Coach (The Walt Disney Company, 2017). By extracting inputted data provided by the consumer Disney produces a tailored experience unique to the consumer in a bid to entice return custom. 
Disney Consumer Products and Interactive Media Chairman Jimmy Pitaro, said of its new e-commerce destination:

“Online, shopDisney is the ultimate destination for the most extensive collection of curated merchandise from our stores, parks and licenced partners. This combination creates a powerful omnichannel experience that represents the next generation of Disney retail….We know our fans are looking for a one-stop shop to find the most compelling product out there and with shopDisney we are uniquely positioned to curate the very best of Disney, Pixar, Star Wars and Marvel merchandise” - (The Walt Disney Company, 2017)

A multi-national organisation such as Disney will face many challenges when dealing with cross-departmental collaboration, this could be a combination of many factors including, language barriers, geographical issues and time-zone differences. Any B2B organisation will be required to effectively navigate these obstacles. To overcome these challenges Disney ensures all employees, or cast members as they are known, are regularly updated with company news through different ways. An intranet is commonplace within organisations and Disney established cross brand communications to provide access to internal and external resources (Barnett & Kleban, 2015). As is the case with their B2B section, Disney rely on their suppliers and retailers to use Electronic Data Interchange (EDI) when exchanging business documents (B2B Gateway, 2019). Their focus on Supplier Diversity (2019) solidifies Disney’s position for Supplier Relationship Management (SRM) competitiveness, through use of innovative and cost-effective business solutions, thus combating cross-department collaboration problems.
An organisation’s use of sub-standard systems can lead to poor experience. A large amount of resource is absorbed to power outdated management systems including Point of Sale (POS), ERP and CRM; all different in their make-up but if used effectively can produce exceptional B2C experiences. Through extracting Big Data and use of Internet of Things (IOT) and Machine Learning, Disney can enhance consumer experience. Since 2013, visitors to Disney Resorts are equipped with an innovative MagicBand which provides the ability to unlock hotel room doors, check in at FastPass rides, send resort photographs to a personalised account and has the added advantage of charging merchandise, food and drink purchases to your hotel room during your stay (Walt Disney World, 2019). This eliminates the need for visitors to be laden down with items such as room keys, passes, cameras and even money. This is not only to benefit guests, Disney use the information to personalise the trip for example; greeting guests by name or allowing them to distribute staff if the queue for rides  (ERPINNEWS, 2017). Details kept on file for possible return custom enables Disney to tailor each trip to the individual guest, young or old based on the number of times a ride was taken and purchasing habits.
As an organisation in its 96th year in industry, Disney has developed a solid brand name, consumer trust and loyalty are still a priority many organisations cannot say the same and fall short of solidifying trust as a key differentiator. One source suggests Disney’s innovative marketing strategies puts the organisation out of reach of their competitors (Stansbury, 2019), this is transpired by their current net worth standing at $98.6 billion (Statista, 2019). Here we see the strength of Disney’s CRM in action, with an approximate return custom for Parks alone in 2014 of 70% (Ciotti, 2014).
As a result of these and other issues Disney has adapted and evolved its organisation to better accommodate consumers in all areas of industry by creating exemplary consumer experience. 
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By reviewing Disney’s business model in appendix 1 and gaining an insight into the varying industry sectors within which Disney have entered we are able to distinguish which avenues are successful for the organisation and which require further focus. 
With an industry giant like Disney, it’s not hard to imagine them having a finger in many pies. As it stands Disney currently hold prominent positions in four major sectors; the Entertainment sector with it’s Media Networks and Studio Entertainment, Interactive Entertainment sector for Disney Interactive and gaming, Leisure and Tourism sector for its Parks and Resorts and the Retail sector for consumer products. Each use e-business as an integral pathway to connect to consumers (B2C), employees and other organisations (B2B). As such they would require teams of employees to focus on each industry sector and how best to attract new and return custom. Regardless of industry sector, Disney has a way of using nostalgia to create and sustain consumer loyalty from child to adult. For example; by reworking animated movies such as Beauty and the Beast into modern feature length film, Disney have been able to entice adults back into the fairy tale that is Disney and bringing in $1.26 billion in box office revenue in 2017 (Guerrasio, 2017). Consumer product revenue for Disney reportedly stood at $1.59 billion for retail and $3.06 billion for publishing and licencing in the interactive sector 2018 (Statista, 2018). Leisure and tourism The Disney Cruise sector currently holds a small 3% of the cruise market with revenues of $950 million (Crew Center, 2018) whist parks and resorts still shine through with $20.29 billion in revenue for 2018 (Statista, 2018). It is clear the organisations a whole is lucrative and immense competition to other industry giants. Disney seemingly do not see barriers to entry in any sector and will attempt to enter and dominate whichever sector they set their sights on.
Conducting business via the internet has become second nature to many, with the use of mobile phones and tablets, consumers are able to shop anywhere. Having the ability to shop online with Disney in any sector adds to consumer satisfaction and creates a competitive advantage in industry. With a continually developing industry Disney will want to continue to increase profits whilst simultaneously providing consumers with an excellent consumer experience. There are opportunities and challenges in every industry and e-business is no exception and operating within so many industries means tailoring each e-business to specific specifications. In general Disney will see opportunities to better connect as a B2B and B2C organisation. By providing 24-hour online service both B2B and B2C interaction can be carried out at any time of day regardless of country or time zone. E-business reduces overheads for Disney allowing lower shipment costs and produces shipped directly to consumers, resulting in enhanced consumer experience and a more cost-effective delivery system. Based on what items consumers add to a shopping basket, Disney will be able to provide unique marketing proposals to consumers based on purchasing habits. Security is a major factor when considering online transactions and as we are all too aware, fraudulent websites and advertisements are all around us. The US reported that organisations lost $7.2 billion to digital fraud in 2016 (PPC Protect, 2019). A report released by Experian stated concern from organisations regarding the increase in fraudulent transactions had increased by 45% in the last 12 months (Experian, 2018). To combat rising fraud, it is essential for Disney to provide excellent e-business security internally and externally. By allowing consumers and employees to safely navigate different segments of the organisation Disney build trust. 
In an effort to maintain a competitive advantage Disney will need to ensure all e-business is competitively streamlined and updated with the newest and best the organisation has to offer, regardless of industry. Seasonal changes provide organisations with the opportunity to dispose of any last season merchandise and trips, by adding promotions and sales Disney can attract consumers with lower budgets. Upon completion of sale, Disney will then have the consumer data stored for future marketing purposes.
As Disney have grown, so have the opportunity and threats against them. It is up to them to provide superior staff training in all industries and to maintain a low employee turnover. Although Walt Disney is regularly quoted as stating;
“You can design and create and build the most wonderful place in the world. But it takes people to make the dream a reality.” (Walt Disney Animation Studios, 2019)
A survey conducted with cast members in 2018 suggests that being part of the Disney life is not all it is cracked up to be and 73% of US employees state that their salary does not cover standard monthly expenses. One former employee advised they loved working for Disney and was the best job they’d had except for the wages (Dreier & Flaming, 2018). Though this survey covers just one industry sector, it is imperative that Disney focus on the internal aspect of the organisation.



3. [bookmark: _Toc8129109]Conclusion
With Disney majoring in four industry sectors, it would be impossible to review each and every industry in detail with the constraints set within this research. As such this report has highlighted areas which are imperative to Disney within e-business and provides evidence of the opportunities and challenges faced by this organisation and other organisations in the relevant industries. Disney is a leading organisation within each of its fields with substantial revenue, yet some areas such as Disney Cruise and Interactive require further focus if they are to compete with other industry giants and become as profitable as its other revenue streams. Following this research, recommendations have been made below for Disney in order to maintain their competitive advantage within their given industry sectors.
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The following observations and recommendations are made for Disney and their future in E-Business

1. Continue to develop the consumer product website by offering tailor made experiences to children and adults alike by creating an enjoyable online shopping experience.
2. Continue to develop Disney Cruise to increase revenue by offering last minute saver deals, unique on-board experiences and Disney to family interaction.
3. Review internal e-business to ensure continuous cast member updates, offers and opportunities.
4. Continue to work with B2B organisations to ensure the smooth operation of Disney and its affiliates.
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		Top of FormThe Walt Disney Company Business Model Canvas
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	Key Partners
Walt Disney Studios is foundation upon which the following have been built:

· Media Networks
· Studio Entertainment
· Interactive
· Parks and Resorts
· Consumer Products

Other business partners:
· Retail
· Manufacturers
· Distributors
· Intermediaries e.g. travel agents

	Key Activities
· Using characters to create brands 
· Creating sustainable brands
· Tourism – parks and resorts
· Movie production
· Movie distribution
	Value Proposition
· Home entertainment
· Character merchandise
· Holiday experience
· Brand licensing
· Brings characters to life in parks and resorts
· Makes people feel safe and special
· Focus on children
· Able to answer questions 
· Treated as a valued Disney member
· Diversity of offers
	Customer Relationships
· Advertisers
· Content providers to and from consumers
· Story-telling
· Joint-ventures
· Personal assistance
· Celebrity association
· Ethical messages through products
	Customer Segments
· Children and adults
· Entertainment platforms
· Cinemas
· Manufacturers
· Game makers 
· Toy makers
· Leisure consumers
· Publishing

	
	Key Resources
· Using characters to create brands
· Parks & resorts
· Strong balance sheet
· Leadership
· High quality content
· Brand recognition
	
	Channels
· Cable TV
· Retail
· Publishing
· Theatre
· Cinema
· Clothing
· Homewares
· Travel
	

	Cost Structure
· Infrastructure
· Employee salaries
· Film production
· Advertising
· Design
· Music
· Manufacture
· Distribution
	Revenue Streams
· Distribution fees
· Licensing fees
· Park and resort fees including entry fee and concessions such as merchandise, food and drink
· Cruise fees including on-board merchandise, excursions etc...
· Media subscriptions
· Advertising
· Consumer product sales online and in store
· Interactive subscriptions and gaming
· Disney studio subscription fees, licensing, product placement
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