
Walt Disney
Company

Q i n p e n g  S u n
A l e x  R o d r i g u e z

L i a n g - H a o  C h e n
M e r v e  S e k e r c i g i l l e r

R o s y  G a s c o n  -  N g u y e n



F o u n d e d  i n  1 9 2 3  a s  t h e  D i s n e y  B r o t h e r
S t u d i o s  w h e r e  W a l t ,  t h e  c r e a t i v e  b r o t h e r ,
f o c u s e d  o n  s t o r y t e l l i n g  a n d  c r e a t e d  M i c k e y
M o u s e  a n d  h i s  t r a i n  t r i p  f r o m  N e w  Y o r k  w h i c h
b e c a m e  a n  i n t e r n a t i o n a l  s e n s a t i o n  o v e r n i g h t

Company Profile

B e c a m e  s u c h  a  d i v e r s e  c o m p a n y  w i t h  b u s i n e s s  u n i t s  i n
a l m o s t  a l l  a s p e c t s  o f  e n t e r t a i n m e n t  i n d u s t r y  i n c l u d i n g
m e d i a  n e t w o r k s ,  p a r k s  a n d  r e s o r t s ,  s t u d i o  e n t e r t a i n m e n t ,
c o n s u m e r  p r o d u c t s  a n d  i n t e r a c t i v e  m e d i a  o v e r  t h e  y e a r s



Business
Units

T h e m e  P a r k s
M o t i o n  P i c t u r e s
H o t e l s  a n d  R e s o r t s
M e d i a
D e s i g n  S t u d i o
T r a v e l  A g e n c i e s
F i l m  S t u d i o s
R e a l  E s t a t e
C r u i s e  L i n e s
M e r c h a n d i s e
C r e d i t  C a r d s
A i r l i n e
S t r e a m i n g
C o l l e g e  P r o g r a m



Corporate
Purpose



T o  b e  t h e  l e a d i n g  f a m i l y
e n t e r t a i n m e n t  a n d  m e d i a
c o m p a n y  t h a t  o f f e r s
p r o d u c t s ,  s e r v i c e s  a n d
e x p e r i e n c e s  t h r o u g h  m a n y
c h a n n e l s  t o  c h i l d r e n ,  t h e i r
p a r e n t s ,  f r i e n d s  a n d
f a m i l i e s  a l l  a r o u n d  
t h e  w o r l d  t h a t  w a n t s  
t o  p r e s e r v e  t h e  m a g i c  
o f  t h e i r  c h i l d h o o d

Corporate Purpose



Brand
Assessment



Disney Brands



Mission & Vision

t o  e n t e r t a i n ,  i n f o r m  a n d  i n s p i r e
p e o p l e  a r o u n d  t h e  g l o b e  t h r o u g h
t h e  p o w e r  o f  u n p a r a l l e l e d
s t o r y t e l l i n g ,  r e f l e c t i n g  t h e  i c o n i c
b r a n d s ,  c r e a t i v e  m i n d s  a n d
i n n o v a t i v e  t e c h n o l o g i e s  t h a t  m a k e
o u r s  t h e  w o r l d ' s  p r e m i e r
e n t e r t a i n m e n t  c o m p a n y

t o  b e  o n e  o f  t h e  w o r l d ' s
l e a d i n g  p r o d u c e r s  a n d
p r o v i d e r s  o f
e n t e r t a i n m e n t  a n d
i n f o r m a t i o n

MISS ION

V I S ION



Industry
Analysis



Disney's Main Industry Drivers

L L

1 )  F I L M  A N D  T H E A T R E

B O X  O F F I C E  M A R K E T  S H A R E  O F  D I S N E Y
I N  N O R T H  A M E R I C A

H T T P S : / /WWW . S TA T I S T A .COM/S TA T I S T I CS / 1 8 7 3 0 0 / BOX -OF F ICE -MAR K E T - SHARE -OF -D I S N EY - I N - NOR TH - AMER ICA - S I NCE -2000 /
H T T P S : / /WWW . S TA T I S T A .COM/S TA T I S T I CS / 1 8 7 1 7 1 /MAR K E T - SHARE -OF - F I LM - S TUD IOS - I N - NOR TH - AMER ICA -
20 1 0 / # : ~ : T E X T = I N%20202 1%2C%20D I S N EY%20A LONE%20ACCOUN T ED , HOME%22%20AND%20%22VENOM%3A%20 L E T

M A R K E T  S H A R E  O F  L E A D I N G  F I L M  S T U D I O S
N O R T H  A M E R I C A



" T h e  W a l t  D i s n e y  C o . ’ s  D i s n e y  C o n s u m e r
P r o d u c t s  u n i t  r e p e a t e d  a s  t h e  t o p  l i c e n s o r  i n
t h e  w o r l d  i n  2 0 2 1  w i t h  $ 5 6 . 2  b i l l i o n  i n  r e t a i l
s a l e s  o f  l i c e n s e d  m e r c h a n d i s e  w o r l d w i d e ,
a c c o r d i n g  t o  a n  a n n u a l  r a n k i n g  b y  L i c e n s e
G l o b a l  m a g a z i n e  p u b l i s h e d  T h u r s d a y . "

2 )  A M U S E M E N T  A T T R A C T I O N S

3 )  M E R C H A N D I S E  A N D  B R A N D

" D I S N E Y L A N D ,  I N  2 0 2 2 ,  T H E  W A L T  D I S N E Y  C O M P A N Y ’ S  R E V E N U E  F R O M  I T S  P A R K S ,  E X P E R I E N C E S ,
A N D  P R O D U C T S  S E G M E N T  T O T A L E D  2 8 . 7 1  B I L L I O N  U . S .  D O L L A R S ,  M A K I N G  I T  O N E  O F  T H E  B I G G E S T

A M U S E M E N T  P A R K  C O M P A N I E S  I N  T H E  W O R L D .  D U E  T O  H A V I N G  R E O P E N E D  A F T E R  C L O S U R E S  D U R I N G
T H E  C O R O N A V I R U S  ( C O V I D - 1 9 )  P A N D E M I C ,  M A N Y  A M U S E M E N T  A N D  T H E M E  P A R K  C O M P A N I E S  S A W  A N

I N C R E A S E  I N  R E V E N U E  F R O M  2 0 2 0  T O  2 0 2 1 .  F O R  E X A M P L E ,  T H E  R E V E N U E  O F  S I X  F L A G S
E N T E R T A I N M E N T  I N  N O R T H  A M E R I C A  G R E W  T O  1 . 5  B I L L I O N  U . S .  D O L L A R S  I N  2 0 2 1 ,  A N D  T H E  R E V E N U E

O F  M E R L I N  E N T E R T A I N M E N T S  G R E W  T O  O V E R  1 . 2  B I L L I O N  B R I T I S H  P O U N D S .  B Y  2 0 2 5 ,  T H E  M A R K E T
S I Z E  O F  A M U S E M E N T  P A R K S  W O R L D W I D E  I S  F O R E C A S T  T O  R E A C H  8 9 . 2  B I L L I O N  U . S .  D O L L A R S . "  

H T T P S : / / W W W . S T A T I S T A . C O M / T O P I C S / 2 8 0 5 / A M U S E M E N T - A N D - T H E M E -
P A R K S / # T O P I C O V E R V I E W

H T T P S : / / W W W . H O L L Y W O O D R E P O R T E R . C O M / B U S I N E S S / B U S I N E S S - N E W S / D I S N E Y S -
5 6 - 2 B - I N - R E T A I L - S A L E S - L E A D S - G L O B A L - B R A N D - L I C E N S I N G - R A C E - 1 2 3 5 1 7 6 5 6 1 /

https://www.hollywoodreporter.com/t/walt-disney/
https://www.statista.com/statistics/193140/revenue-of-the-walt-disney-company-by-operating-segment/
https://www.statista.com/page/covid-19-coronavirus
https://www.statista.com/statistics/427168/revenue-of-six-flags-entertainment/
https://www.statista.com/statistics/427168/revenue-of-six-flags-entertainment/
https://www.statista.com/statistics/518691/revenue-of-merlin-entertainments/
https://www.statista.com/statistics/518691/revenue-of-merlin-entertainments/
https://www.statista.com/statistics/1180141/amusement-parks-market-size-worldwide/
https://www.statista.com/statistics/1180141/amusement-parks-market-size-worldwide/


3 )  M E R C H A N D I S E  A N D  B R A N D  C O N T ' D
4 )  I P ' S  - O R I G I N A L  A N D
A C Q U I R E D

H T T P S : / /WWW . S TA T I S T A .COM/CHAR T / 1 1 5 0 9 / TOP - 1 0 -MERCHAND I S E - L I C ENSORS/ H T T P S : / /WWW . S TA T I S T A .COM/S TA T I S T I CS / 1 0 62 1 9 5 /NUMBER -OF -WAS L T -
D I S N EY - PA T EN T S -G LOBA L L Y - BY - AU THOR I T Y - P RO T EC T ED/



Indutry Rivals

U n i v e r s a l  ( o w n e d  b y
C o m c a s t )
S o n y
T i m e  W a r n e r  ( W a r n e r
B r o s )
V i a c o m  C B S
N e t f l i x
A m a z o n  P r i m e  V i d e o

S i x  F l a g s
C e d a r  F a i r
U n i v e r s a l  S t .
H o l l y w o o d
R i v a l i n g  g i f t  s h o p
o u t l e t s  ( l e g o  s t o r e ,
b u i l d - a - b e a r )
P r e - t e e n  c e n t r i c
c l o t h i n g  s t o r e s  ( G a p
K i d s ,  C a r t e r ' s  e t c )

D o m i n a t e s  i n  t h i s  s e c t o r
T h e i r  b r a n d  -  e n t e r i n g
t h e  r e a l m  o f  c o m p e t i n g
w i t h  a p p a r e l - c e n t r i c
m a n u f a c t u r e r s / b r a n d s  

C O M P E T I N G  F I L M
S T U D I O S

R I V A L I N G  T H E M E  P A R K S
A N D  B R A N D  S H O P S

P O S I T I O N I N G  I N  M E R C H
O V E R  C O M P E T I T I O N



Disney's "Cruxes in their Markets
S m a l l ,  b u t  g r o w i n g  a p p e a l  t o
y o u n g  b o y s  a n d  m e n
I P  A c q u i s i t i o n s  ( c o m p e t i t o r s
n o t i c i n g  c o m p a n y ' s
m o n o p o l i z a t i o n  a n d  s o  i s  t h e
p u b l i c )
I n o r g a n i c  a s s e t
c r e a t i o n / a t t a i n m e n t
( u n o r i g i n a l / a c q u i s i t i o n - b a s e d )
C o r p o r a t e  g o v e r n a n c e  u n d e r  f i r e
L a t e  t o  a d o p t  t e c h  ( e . g  b u y i n g
P i x a r  l a t e ,  a n d  s t r e a m i n g )

A p p e a l  t o  y o u n g e r  m a l e  a u d i e n c e s
-  b e t t e r  o f f e r i n g  o f  m e r c h a n d i s e
( a c t i o n  f i g u r e s ,  f i l m  i d e a s  a s  t h e y
d o  w i t h  t h e  p r i n c e s s  c h a r a c t e r
l i n e )
T a k e  a  g r a s s  r o o t s  a p p r o a c h
( r e c a p t u r e  m i s s i o n  s t a t e m e n t /
o r g a n i c  c r e a t i o n )
 P e r s o n a l i z e  t h e  b r a n d  -  a p p e a l
b e t t e r  t o  t h e  i n d i v i d u a l  i n s t e a d  o f
t o w a r d s  c a t e g o r i z e d  m a r k e t  g r o u p s
R e v e r t  t o  o r i g i n a l  I P  c r e a t i o n
B e c o m e  i n n o v a t o r s / e a r l y  a d o p t e r s
f o r  c o m p l i m e n t a r y  t e c h n o l o g y  

CRUXES R ECOMMENDAT IONS



Performance &
Sustainability
Measures



Customer c u s t o m e r
s a t i s f a c t i o n

w i t h  s u r v e y s  a f t e r
p u r c h a s e

r e t a i n  a t  l e a s t
8 0 %  o f  t h e
e x i s t i n g  c u s t o m e r s

c r e a t i n g  c u s t o m e r
l o y a l t y  p r o g r a m s  i n
e a c h  b u s i n e s s  u n i t

OB J ECT IV E MEASURE

TARGET I N I T I A T I V E

o f f e r i n g  c u s t o m e r
l o y a l t y  p l a n s  a n d
b e n e f i t s

SUSTA INAB I L I TY



Internal
Business
Process

r e t a i n i n g  s k i l l f u l
e m p l o y e e s

s h a r e  q u a r t e r l y
s a t i s f a c t i o n  s u r v e y s

k e e p i n g  t u r n o v e r
a t  a  m i n i m u m
p e r c e n t a g e

p r o v i d e  b e t t e r
w o r k i n g  c o n d i t i o n s
a n d  p a y  r a t e

OB J ECT IV E MEASURE

TARGET I N I T I A T I V E

c r e a t i n g  t r a i n i n g
p r o g r a m  a n d  t r a i n i n g
e m p l o y e e s  t o  a d d
m o r e  v a l u e  i n  t h e m  s o
t h a t  t h e y  c a n
c o n t r i b u t e  b e t t e r

SUSTA INAB I L I TY



Learning
& Growth i n c r e a s i n g

c r e a t i v i t y  i n  e a c h
b u s i n e s s  u n i t

p r o v i d i n g  a  p o r t a l  t o
u p l o a d  t h e  p r o j e c t s
e m p l o y e e ' s  w o r k i n g  o n

g e t t i n g  e a c h
e m p l o y e e  t o  s u b m i t
1  n e w  i d e a  e v e r y
m o n t h

g i v i n g  2  h o u r s  e v e r y
F r i d a y  t o  t h e
e m p l o y e e s  t o  i n s p i r e
c r e a t i v i t y

OB J ECT IV E MEASURE

TARGET I N I T I A T I V E

u s i n g  t h e  n e w  i d e a s
p r o v i d e d  w i t h i n  e a c h
b u s i n e s s  u n i t

SUSTA INAB I L I TY



Finance i n c r e a s i n g  a n n u a l
r e v e n u e  o f  e a c h
b u s i n e s s  u n i t

r e p o r t i n g  q u a r t e r l y
p r o g r e s s

3 - 5 %  y e a r l y  g r o w t h
i n  e a c h  b u s i n e s s
u n i t  

r e l e a s i n g  m a r k e t i n g
c a m p a i g n s  t o
p r o m o t e
s e r v i c e s / p r o d u c t s

OB J ECT IV E MEASURE

TARGET I N I T I A T I V E

a  h e a l t h y  r a t e  o f
a c q u i s i t i o n  w h e n
n e e d e d

SUSTA INAB I L I TY



D I S N E Y  M E D I A  A N D  E N T E R T A I N M E N T
D I S T R I B U T I O N  ( D M E D )

D I S N E Y ’ S  P A R K S ,  E X P E R I E N C E S
A N D  P R O D U C T  ( D P E P )

Total revenue for both segments
totaled $82.7 billion

As of 2022, Disney's portfolio is
divided into two major segments:

Corporate Asset Portfolio



Disney's Media and Entertainment
Distribution (DMED)

L i n e a r  N e t w o r k s ,
i n c l u d i n g  d o m e s t i c  a n d
i n t e r n a t i o n a l  c h a n n e l s ,
D i r e c t - t o - C o n s u m e r
s t r e a m i n g  s e r v i c e s  
C o n t e n t
S a l e s / L i c e n s i n g .  

B I G G E S T  L I N E S  O F
B U S I N E S S

a f f i l i a t e  a n d  s u b s c r i p t i o n  f e e s ,
a d v e r t i s i n g ,
T V  &  t h e a t r i c a l  d i s t r i b u t i o n ,
h o m e  e n t e r t a i n m e n t ,
s a l e s / l i c e n s i n g -  r e v e n u e  f o r
m u s i c  a n d  s t a g e  p e r f o r m a n c e s ,
i n t e l l e c t u a l  p r o p e r t y  a n d  s u b
l i c e n s i n g  o r  s p o r t s  p r o g r a m m i n g

R E V E N U E

$ 5 5  b i l l i o n  i n  R e v e n u e  ( 2 0 2 2 )



Disney Parks, Experiences
and Products (DPEP)

t h e m e  p a r k  a d m i s s i o n ,
p a r k s  a n d  e x p e r i e n c e s  m e r c h a n d i s e ,  f o o d
a n d  b e v e r a g e s ,
r e s o r t  a n d  v a c a t i o n s
m e r c h a n d i s e  l i c e n s i n g  a n d  r e t a i l
p a r k  l i c e n s i n g  a n d  o t h e r - s p o n s o r s h i p s  ,  c o -
b r a n d i n g ,  r e a l  e s t a t e  r e n t / s a l e s ,  a n d
r o y a l t i e s  o n  T o k y o  D i s n e y  R e s o r t

P A R K S  A N D  E X P E R I E N C E S  I N C L U D I N G
C R U I S E  L I N E S ,  A N D  C O N S U M E R  P R O D U C T S



Synergy
C r e a t i n g  s y n e r g y  t h r o u g h  d e c a d e s  o f  s t r a t e g i c
a c q u i s i t i o n s .
F o r  t h e  f i r s t  7 0  y e a r s  D i s n e y  c h o s e  t o  g r o w  o r g a n i c a l l y ,
e x p a n d i n g  o n  t h e i r  c u r r e n t  b u s i n e s s e s
f i r s t  a c q u i s i t i o n  w a s  i n  1 9 9 3 ,  M i r a m a x , o p e n e d  t h e  d o o r
t o  t h e  i n d e p e n d e n t  f i l m  m a r k e t
 1 9 9 5  D i s n e y   a c q u i r e  C a p  C i t i e s / A B C .  G a v e  D i s n e y  a n
o p p o r t u n i t y  t o  e x p o r t  A m e r i c a n  e n t e r t a i n m e n t  o v e r s e a s
b y  b e c o m i n g  t h e  f i r s t  m e d i a  c o m p a n y  w i t h  m a j o r
p r e s e n c e  i n  f o u r  d i s t r i b u t i o n  s y s t e m s ,  b r o a d c a s t i n g ,
t e l e p h o n e  w i r e s ,  c a b l e  t e l e v i s i o n  a n d  f i l m e d
e n t e r t a i n m e n t .  



M i r a m a x  –  1 9 9 3 ;  $ 6 0  m i l l i o n
C a p i t a l  C i t i e s / A B C / E S P N  –  1 9 9 5 ;  $ 1 9  b i l l i o n
P i x a r  –  2 0 0 6 ;  $ 7 . 4  b i l l i o n
M a r v e l  –  2 0 0 9 ;  $ 4  b i l l i o n  
H u l u  –  2 0 0 9 ;  3 0 %  p u r c h a s e  ( i n c r e a s e d  t o  6 6 % )
L u c a s f i l m  ( S t a r  W a r s )  –  2 0 1 2 ;  $ 4 . 0 6  b i l l i o n
2 1 s t  C e n t u r y  F o x  –  2 0 1 9 ;  $ 7 1 . 3  b i l l i o n

ACQU IS I T IONS

Bob Iger,  "Each acquisition has its own role to play in the ecosystem, building a global
brand to last means turning acquisitions into an ecosystem. The best way for newly

acquired properties to thrive is to protect what makes them unique.” 

https://disneynews.us/disney-purchases-21st-century-fox/


Strategic
Intent



S T R A T E G I C  I N T E N T  

D I S N E Y  H A S  A  S T R O N G  S T R A T E G I C
I N T E N T  T O  B E C O M E  T H E  W O R L D ' S

L E A D I N G  E N T E R T A I N M E N T  C O M P A N Y ,
A N D  T H I S  H A S  D R I V E N  T H E  C O M P A N Y ' S

G R O W T H  A N D  S U C C E S S  O V E R  T H E
Y E A R S .  H O W E V E R ,  T H E  C O M P A N Y  I S
F A C I N G  S O M E  P R O B L E M S  T H A T  H A V E

A F F E C T E D  I T S  A B I L I T Y  T O  A C H I E V E  I T S
V I S I O N .



S T R A T E G I C  I N T E N T  –  P R O B L E M S  

I N T E L L E C T U A L  P R O P E R T Y  P O L I C I T I C A L  I S S U E S  

S T R E A M I N G  S E R V I C E E M P L O Y E E  R E L A T I O N

D I S N E Y  H A D  E N C O U N T E R E D
S E V E R A L  P O L I T I C A L  B A T T L E S .

T H E  O R I G I N A L  M I C K Y  M O U S E  W I L L
L O S E  T H E  C O P Y  R I G H T  I N

J A N U A R Y  2 0 2 4 ,
A N D  T H E  M I C K Y  M O U S E  T H A T  W E

K N O W  T O D A Y  W I L L  L O S S  I T ' S
C O P Y  R I G H T  I N  2 0 3 6 .

D I S N E Y ’ S  B I G G E S T  I S S U E S
R E C E N T L Y  H A S  B E E N  T H E  M O U N T I N G

L O S S E S  F O R  T H E  S T R E A M I N G
S E R V I C E , D E S P I T E  T H E  S U B S C R I B E R

N U M B E R S  A N D  T H E  L E V E L  O F
G R O W T H  D I S N E Y +  H A S  S E E N ,

D I S N E Y  H A D  L O S S  4  B I L L I O N  I N  I T S
S T R E A M I N G  S E R V I C E  I N  T H E  Y E A R

O F  2 0 2 2 .  ( D I S N E Y  2 0 2 2  1 0 - K )

D I S N E Y  H A S  F A C E D  C R I T I C I S M  F O R   
O U R  L A B O R  P R A C T I C E S ,

P A R T I C U L A R L Y  I N  R E L A T I O N  T O  L O W
W A G E S  A N D  P O O R  W O R K I N G

C O N D I T I O N S  A N D  M O R E  I S S U E S  F O R   
O U R  T H E M E  P A R K  E M P L O Y E E S .  W H I L E
E M P L O Y E E S  I N  D I S N E Y  A R E  O N E  O F

T H E  M O S T  I M P O R T A N T
S T A K E H O L D E R S  O F  T H E  B U S I N E S S .



S T R A T E G I C  I N T E N T  –  S O L U T I O N

P O L I T I C A L  I S S U E S I N T E L L E C T U A L  P R O P E R T Y

S T R E A M I N G  S E R V I C E E M P L O Y E E  R E L A T I O N

I N  M O D E R N  T I M E S ,  P O L I T I C A L  C O N F L I C T S  A R E
B E C O M I N G  I N C R E A S I N G L Y  C O M M O N  W I T H I N  T H E

B U S I N E S S  W O R L D .  T H E  B E S T  W A Y  I N  W H I C H  W E  M A Y
F A C E  T H I S  I S S U E  I S  T O  A S K  O U R S E L V E S  " W H A T  D O E S

T H E  C O M P A N Y  T R U L Y  S T A N D  F O R ?  W H A T  D O  T H E
S T A K E H O L D E R S  E X P E C T  F R O M  U S ? "  O N C E  W E  K N O W S

T H E  A N S W E R S  T O  T H E S E  Q U E S T I O N S ,  W E  C A N  F O C U S  O N
T H E  W A Y S  I N  W H I C H  W E  C A N  R E A L I Z E  O U R  V A L U E S

W H I L E  S T I L L  P R I O R I T I Z I N G  O U R  S T A K E H O L D E R
C O M M U N I T Y .    

W H I L E  W E  S H O U L D  K E E P  T R Y I N G  T O
P R O T E C T  O U R  I N T E L L E C T U A L  P R O P E R T Y ,
W E  S H O U L D  A L S O  F O C U S  O N  C R E A T I N G
N E W  O R I G I N A L  C O N T E N T  T O  R E T A I N  A N D

A T T R A C T  M O R E  C U S T O M E R S .   

F I N D I N G  A  W A Y  T O  S U R V I V E  I N   C U R R E N T
S T R E A M I N G  I N D U S T R Y  I S  D I F F I C U L T  D U E
T O  H O W  C O M P E T I T I V E  I T  I S ,  A F T E R  T H E

L O S S  C A U S E  B Y  F O C U S I N G  O N
S T R E A M I N G  S E R V I C E ,  W E  S H O U L D  S L O W

D O W N  A N D  P U T  M O R E  E F F O R T  B A C K  I N T O
M O V I E S  A N D  O T H E R  B U S I N E S S  U N I T  T H A T

A R E  M O R E  E S T A B L I S H E D .  

W E  C A N  I M P R O V E  O U R  R E L A T I O N S H I P
W I T H  E M P L O Y E E S  B Y  L I S T E N I N G  T O

F E E D B A C K ,  P R O V I D I N G  T R A I N I N G  A N D
O P P O R T U N I T I E S ,  O F F E R I N G

C O M P E T I T I V E  C O M P E N S A T I O N  A N D
B E N E F I T S ,   F O S T E R I N G  A  P O S I T I V E
W O R K  C U L T U R E ,  A N D  C R E A T I N G  A

B E T T E R  C O M M U N I C A T I O N  W I T H  T H E
L A B O R  U N I O N .  



Corporate
Strategy



New Segmentation
Disney will utilize several shared-
service organizations across the
company to support both Disney
Entertainment and ESPN,
facilitating company-wide
efficiencies and creating a more
cost-effective, coordinated, and
streamlined approach to
operations.

Disney Parks, Experiences, and
Products will still keep current
operating trends. This business will
keep benefiting from the
continuous production of high-
quality creative content and
entertainment, but also from the
100 anniversary of the company,
which will bring massive
improvements and new events to
Disney's tangible services.

ESPN
DISNEY PARKS, EXPERIENCES,
AND PRODUCTS

DISNEY ENTERTAINMENT
Disney Entertainment will be
responsible for the company’s full
portfolio of entertainment media
and content businesses globally,
including streaming. Streaming will
still be the top priority of company,
with branches like Disney+, ESPN+,
Hulu, Star+, and Hotstar, Disney will
be able to deliver rich and direct
connections between the
consumer and the company’s
stories and characters, powering
growth across the entire company.



Suggestion
Disney should not give up Hulu for cost-
saving purposes. It serves as a critical
piece in the map of the streaming services
market, since it compliments Disney+,
which focuses on Disney original content,
and ESPN, the sports platform. Losing Hulu
means Disney's streaming service will lose
a significant valuable asset.

In order to accomplish the $5.5 billion
cost-saving plan, Disney can work it out in
two directions: cut down or outsource
high-cost low-revenue departments, and
discover new revenue opportunities in
other profitable business units, such as
Parks and Products. Although Disney
cannot give up on Hulu, the company can
slow down the production of Hulu's
original content and focus more back on
core content, such as animated movies. 

STREAMING SERVICE BUDGET SAVING



Thankyou
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