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SYNOPSIS 

 
FIRM HISTORY 

 The Walt Disney Company (“Disney”) is an American media corporation located in California, 

United States and founded on October 16, 1923 by Walt and Roy Disney. The company established 

itself as a leader in the American animation industry with the introduction of various Disney characters 

as well as several Disney theme parks and resorts.  “Lucky Rabbit” was the first character released 

which then was followed by “Mickey Mouse”, “ Minnie Mouse” and the Disney Princesses, just to 

name a few. The first theme park opened on July 17, 1955, which was followed by the first resort 

opening on October 1, 1971 in Orlando, Florida. Since then, Disney has expanded their company by 

opening resorts across the U.S. and introducing theme parks in Japan, China and Europe.  

 

CURRENT SITUATION 

 Today, Disney together with its subsidiaries is a leading diversified international family 

entertainment and media enterprise. The company operates in five business segments including: 

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

Media. On December 21, 2012, Disney acquired Lucasfilm Ltd. (NYTimes, 2012). Gains are 

expected from its acquisition of Lucasfilms – a studio well known for its production of Star Wars - as 

the acquisition means that Disney has gained all rights to the Star Wars characters. Disney plans on 

expanding Star Wars even further via the production of new films--the next to be released in 2015 

and then another every two or three years following that. Characters are to be integrated into various 

new park rides as well (Krantz et al., 2012). 

Today, Disney is best known for the product of its Walt Disney Studio segment (“The Studio”). 

The Studio brings across the world quality movies released under: Marvel Studios, Lucasfilm, Disney and 

Pixar Animation Studios, and Touchstone Pictures; music produced under its divisions – Disney Music 
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Publishing as well as Walt Disney Records and Hollywood Records labels; and stage plays such as 

Disney Broadway, Disney On Ice and Disney Live (The Walt Disney Company, n.d.). Also very well 

known since the first Disneyland that was built in 1955, is its 11 theme parks and 44 resorts owned 

throughout North America, Europe, and Asia – with a sixth destination currently under construction in 

Shanghai. Part of the Walt Disney Park and Resorts also include: the Disney Cruise Line; Adventures by 

Disney; and Disney Vacation Club. 

 Aside from the Studio, Disney also owns and operates many media networks that provide 

entertainment globally. These networks include: The Disney Channel, ESPN, A+E Networks and ABC 

Family, and various radio, publishing and digital businesses. The network segment also includes 

supporting communications, headquarters, distribution, digital media, marketing, research and sales group 

in addition to content development and distribution functions (The Walt Disney Company, n.d.). 

Disney’s diversification does not stop there: its product segment, Disney Consumer Product 

(“DCP”) and affiliate, also produces and delivers high-quality, innovative and engaging merchandise 

products throughout the world. Products include anything from toys, apparel, books, fine arts, and many 

others. DCP alone has three business units including: Licensing, Publishing and Disney Store. The 

licensing unit is aligned around five strategic brands: Disney & Pixar Animation Studios, Lucasfilm, 

Marvel, Disney Media, Classics & Entertainment, and Disney Princess & Disney Fairies. The publishing 

unit publishes children’s books, magazines and digital products such as eBooks, original apps and others. 

Digital products continue to grow as a means to leverage Disney content in an innovative way. 

With vast emerging digital media platforms, Disney’s fifth business segment, Disney 

Interactive, continues to keep up by creating new high-quality interactive entertainments. Some of 

the products and contents include: Disney.com, online virtual worlds, and blockbuster mobile and 

console games (The Walt Disney Company, n.d.). With many changes and developments that 

occurred throughout the years, Disney continues to run a successful business as indicated by a recent 

increase in sales by 7% from $42.48 billion in 2012 to $45.08 billion in 2013 (MarketWatch, 2014). 
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ENVIRONMENT 

External Environment  

 Demographic  

 Disney provides five main businesses: Media Networks, Parks and Resorts, Studio Entertainment, 

Consumer Products and Interactive Media. Its Media Networks and Consumer Products attract mainly 

children. Its resorts, studios and theme parks attract a larger segment, which include children, families and 

seniors. Due to its variety of products and services, Disney is able to cater to those with a household income 

ranging from low to high. Furthermore, Disney is well known around the world due to its resorts across the 

U.S., theme parks in Europe, Japan, Canada and the U.S., and retail stores across North America, Europe 

and Asia. In addition, their television shows are broadcast practically everywhere around the world.  

Socio-cultural  

 The current trend is leaning toward an increased concern for the environment. Consumers are 

focused on the effects that certain products and services will have in their communities. In addition, 

diversification and women in the workplace is more accepted and encouraged.  

Global 

  India, Mexico, South America, Brazil and China are growing to become newly industrialized 

countries providing companies an opportunity to expand their activities into foreign areas.  

Economic 

 The global recession of 2008 had adverse affects on most industries, but its effects on the 

entertainment industry were more complex. Entertainment is believed to be recession proof as people 

pay less for vacations, meaning they spend more time at home watching movies and television. This is 

evidenced by the fact that television sales grew by 26 percent in 2009 while spending in other 

industries declined (Boorstin, 2009). However, a shift in how people accessed media had a significant 

impact on the industry. In 2008, Warner Brothers reported a steep decrease in DVD sales while Hulu 
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reported a 90 percent increase in free online streaming, signifying a disruptive change that will force 

entertainment providers to rethink how they distribute products (Roettgers, 2008).  

Political 

 There are various laws and regulations that exist which pertain to the types of media 

broadcasted to children. This sets limitations on the types of advertisements and shows that the 

company can develop and broadcast to children.  Since Disney’s products are mainly targeted 

towards children, Disney must acknowledge the laws and abide by them.   

 Additionally, a lack of protection laws for intellectual property is a problem for entertainment 

industry. A lack of stringent infringement laws in one country can easily lead to the distribution of 

unauthorized, pirated films to several other countries through the internet. However, some governments 

in certain countries provide protection for companies through the distribution of copyrights and patents. 

Therefore, this allows firms to take advantage of such opportunities to gain future profits. 

Innovations 

 Disney competes in many industries, which include the animation, the amusement/ theme 

park industry, the hotel and resort and the toy industry. The animation, theme park and toy industry 

consists of companies who are constantly introducing unique ideas to gain market share. This can 

include the introduction of new fictional characters, different rides at theme parks, and unique toys. 

Furthermore, the hotel and resort industry is continually developing ways to increase convenience 

and comfort for its visitors, which is mainly through its services. 

Internal Environment  

Tangible Resources  

Financial  

 Disney’s numerous successful operations lead to its solid financial position.  Disney had 

achieved a 32% increase in earnings per share in the first quarter of 2014.  The company has a total 
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value of $83 billion in assets and total value of  $47 billion in equity.  The steadily increasing 

revenue streams from its operations allow for a high valued portfolio. (Stock Analysis,2014) 

Organizational:   

 Disney’s organizational structure has historically been designed to stimulate creativity and 

innovation. Disney’s organizational chart does not follow a formal hierarchy as most companies do. It 

is instead based on the set of chronological processes to make a film (Gendron, 2014) ensuring that all 

staff positions are created to support this workflow. Thus, all departments are on equal footing and the 

organizational structure is able to facilitate the creative processes needed to ensure Disney’s success.   

Physical 

 Disney owns a large number of properties, including its parks and resorts, plant and 

equipment.  There are currently 5 Disney resorts around the world and 11 theme parks. The estimated 

total value of their land is approximately worth $46 billion.  Moreover, Disney possesses the Walt 

Disney Studio, at which films and other entertainment productions take place. (Disney, 2014) 

Intangible Resources 

Reputational  

 Forbes reported Disney had been named the most reputable company in an independent study 

(Tennant, 2013). The company’s strong brand image had been built throughout the years and is 

unique to consumers.  Disney and its numerous characters are well known around the world and are 

vastly popular amongst both children and adults.  Not only does its outstanding brand image play a 

major role in its ability to attract consumers, its reputation in being an environmentally friendly 

company is part of what makes it sustainable.  

Human:   

 Disney employs expertise from all fields to support the company operations. The human resource 

department hires and trains employees in the company as well as cast members in the resorts.  The 
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knowledge and competence the employees have are essential to aid the operational success of the 

company (Disney, 2014). Disney also employs what it call “Imagineers” – employees to whom it 

provides the opportunity to be innovative in the creation of media production and theme park attractions. 

 

Capabilities   

Supply Chain 

 Disney’s supply chain is committed to minimize the overall impact on the environment while 

providing consumers with exceptional experience. As demonstrated in Figure 1, Disney is composed 

of a large portfolio that is managed through a series of licensees, vendors and retailers.  Disney’s 

branded products are manufactured by its licensees, which are managed by the Disney Consumer 

Products (DCP).  Disney’s various studio entertainments, parks and resorts, media networks and 

Disney Internet Media Group are also channels for which its merchandise can be distributed (See 

Figure 1).  Disney parks and resorts announced that it will be importing its merchandise through 

Jaxport, which greatly increases the efficiency and reliability of delivery times (Mueller, 2012). 

Figure 1: Disney’s Supply Chain  
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Manufacturing  

 The company does not manufacture merchandise within its operations, but rather outsources 

other firms to do so.  Disney gives the right to its licensees to manufacture and distribute 

merchandise. Vendors are sourced for production of the merchandise for Disney to distribute itself. 

By partnering with socially responsible partners, Disney will be able to maintain reputable and be a 

sustainable company (Disney, 2014). 

Marketing  

 Disney is known to place a theme in all its products, thereby enhancing consumer experience. 

(Sciacca, 2012) The company’s strategy to provide a unique experience appeals greatly to its consumers. 

By being able to make its consumers feel special, it is then able to differentiate from its competitors.  Its 

tendency to brand all of its products increases brand awareness amongst its consumers.  

Distribution 

 Disney’s merchandise is distributed through a series of licensees, vendors, and its own parks 

and resorts.  The wide range of channels allow for an efficient distribution of merchandise.  

As technology continues to change and with it new innovative, the media industry is able to 

distribute through a number of channels.  International broadcasters and platforms are able to extend 

Disney’s products in films and entertainment.  Disney has various platform brands, namely, Disney 

Channel, Disney XD, Playhouse Disney, Disney Cinemagic, Hungama and Radio Disney (Disney, 

2014). In addition, it has signed agreements with distribution services such as the Sun Network 

Group, for channel distribution of Disney channels in various countries  

 

CURRENT STRATEGY 

Business Level - Differentiation  

The driving force behind Disney’s success is its much loved, iconic characters and animated 

films. Such symbols have provided Disney with a strong brand and have helped Disney offer its 
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consumers unique experiences. This high level of differentiation has enabled Disney to charge a 

premium on its products. Ticket admissions for its parks are fairly expensive, but the business segment 

remains successful; the experience is not one that can be duplicated easily through other means. 

Corporate Level - Related Diversified  

Disney operates through five different segments and its dominant business, the media 

network, only accounts for 45% of Disney’s total revenues (Forbes, 2014). All the segments are 

synergistic, operating under the umbrella of Disney’s strong brand image. Each segment offers 

different values to consumers through the use of the same iconic characters, films, and celebrities. 

The use of such highly related businesses offers Disney a true competitive advantage.  

International Level - Transnational  

Disney uses a transnational strategy to maintain its globally recognized brand while 

responding to local needs. For example, in addition to the Disneyland and Disneyworld located in the 

United States, Disney also has parks in Tokyo, Paris, and Hong Kong. Each park offers subtly 

different food and rides in response to local culture, while combining with Disney’s American flavor 

and iconic charm (Tang, 2012). Additionally, Disney maintains Disney Channels around the world 

with tailored programming. India’s Disney Channel offers “The Suite Life of Karan and Kamir”, a 

spin-off of the original American series, “The Suite Life of Zack and Cody”.  

Cooperative Level  

Disney has formed several strategic alliances with large companies, one of the most well 

known being with McDonald’s Restaurants (“McDonald’s”). The companies entered into a strategic 

alliance in 1996 worth $10 billion in which McDonald’s agreed to market Disney movies through 

radio, television, and in-store giveaways (Scribd, n.d.).  

One of Disney’s major strategic alliances with Hewlett-Packard (“HP”) began in 1940 (3rd 

Eagle, 2013) and continues to this day. The strategic alliance involves a wide range of activities from 

the technological hardware HP provides for Disney to the collaborative efforts of HP engineers and 
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Disney Imagineers to create the Mission: SPACE attraction at Disney World (HP, 2009).  

The success of Disney’s various strategic alliances have been largely due to the benefit 

Disney’s partners receive by having access to the iconic brand and thereby drawing in more 

consumers. Disney, in turn, has been able to market itself by exploiting its partners’ core 

competencies while maintaining focus on producing quality entertainment.  

 

STRATEGIC CHALLENGES 

● The recent acquisition of Lucasfilms has led to a short-term dilution in earnings per share - 

Disney’s 2012 acquisition of Lucasfilms led to a distribution of 37.1 million shares and the 

company paid $2.2 billion dollars in cash. There is no assurance that the acquisition will yield 

long-term benefits, though it is expected to. In order to achieve success, Disney will have to 

ensure the continual effective operations of Lucasfilms and new, quality content with the use of 

Lucasfilm’s intellectual property.  

● The need to be innovative - Disney is known for its creative talents that have produced such 

iconic characters such as “Mickey Mouse” and the Disney princesses. Its challenge is to 

continually search for such talent and creativity in order to discover new ways that will retain and 

attract the attention of potential consumers.  

● The costs associated with protecting Disney’s intellectual property may increase to 

maintain success - Unauthorized use of Disney’s material is increasing with fast advances in 

internet speed, mobile data transmission, and device incorporation. The unauthorized distribution 

of Disney films and television productions are becoming more frequent due to weak laws, forcing 

Disney to devote more resources to protecting its intellectual properties.  
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