

TOPIC 3 – The Extended Marketing Mix (seven Ps) at Disneyland® Paris
Recommending the marketing mix for Disneyland Paris

	Group name:

	


	Group members:

	





The seven Ps of the marketing mix
The four Ps – product, price, place, promotion – and the additional three Ps – packaging, physical experience and people – provide a useful framework for businesses to create a marketing strategy for their products and services. The four Ps (or seven Ps) are commonly referred to as the marketing mix.
You should have already prepared the seven Ps of Disneyland Paris before the trip.
Your mission
Now you have arrived at Disneyland Paris, you have the chance to test your understanding of the marketing mix at Disneyland Paris by finding real life photographic examples that support or update your previous findings. 

The Marketing Mix – Product
What is the nature of the products offered by Disneyland Paris? 
Tangible products are physical items you can buy such as Mickey Mouse ears or food. Intangible products are services bought to improve your experience in the park, such as a babysitting service.
	How many different types of tangible products and intangible services can you list in the resort?

	








	[image: ]       Take photographs or screenshots of at least 3 tangible products and 2 intangible products and services provided by Disneyland Paris




The Disney Brands
You will come across a number of different brands in the resort, many of which are owned by the Walt Disney corporation.
	Give examples of the brands you come across in one day during your visit

	









	[image: ]Photograph 5 different brands owned by Disney

	[image: ]Photograph 5 well known brands that aren’t owned by Disney




The Marketing Mix – Place
Since opening their first theme park in 1955, Walt Disney has developed strategies to encourage visitors to maximise their spend while in the resort. 
The location and availability of shops and snacks throughout the park and accommodation is carefully planned to encourage impulse buys and to catch you when you might need a pick-me-up.
	Give 5 examples of shops located in the park, hotels, at the exit of rides and entertainment.
What do you notice about them? For example, are they linked to the ride or entertainment?

	











	Give 5 examples of food stalls and restaurants around the parks.
Are they aimed at adults or children? Are they linked to the themed section ride e.g. French-style food stalls in the ratatouille area of Walt Disney Studios Park.

	














	There are times of the day when we are feeling tired and in need a pick-me-up, whether it is an ice cream or a hot chocolate. Can you spot where these tend to be located and at what time of day will they be most popular?

	





[image: ]
Take photos to illustrate your answers



The Marketing Mix – Process
It is in the best interests of Disneyland Paris to keep customers in the Parks and Disney Village as long as possible. The longer customers stay in the parks and at the Disney village, the more money they will spend!
We’d like you to explore how Disney encourages visitors to stay in the parks and Disney village up to 12 hours a day.
Think about the timing of the activities – for example, giving hotel guests extra magic in the park before it opens to customers and holding the fireworks just as the park closes.
	What times are guests encouraged to go to the parks?

	


	At what time is the earliest paid-for activity available?

	


	What time is the last entertainment available in the parks and village?

	


	Are there any disadvantages to this strategy?

	







The Extended Marketing Mix – People
The employees at Disneyland Paris are called cast members as Walt Disney believed that everything you do should tell a story and that all employees are part of the Disney story. Cast members are trained to make visitors feel like they are a VIP. They are expected to project a positive image at all times, to smile, be courteous and respectful. Expect cast members you interact with to ask about your day and your experiences.
	Give an example of when you received exceptional service from a cast member in the resort

	









To explore this topic in more detail, ask your teacher for Topic 2 – Managing Customer Experience at Disneyland Paris.



The Extended Marketing Mix – Physical Experiences
All the Disney parks aim to create a treat for the senses with a fully immersive and magical experience. Disney is famous for catering to all the senses, not just what their guests experience, but what they see, hear and even smell in the resort.
	There are speakers dotted around the park. Why is this? How does the music add to your overall experience?

	













	Smellitzer machines are used to pump certain smells into the park. For example, Main Street USA smells like buttered popcorn. Can you find other examples of how smells in the park impact your mood or your senses?

	









	If you have a chance, visit the Hotel New York on your way back to the Cheyenne or the foyer of another hotel. What is the overall ambiance of the hotel? What impression does the aroma and décor of the hotel differ from the Cheyenne?

	











	[image: Shape
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	Take photos to illustrate how Disneyland Paris creates an immersive experience for all the senses (touch, sight, hear, smell)











Everyone hates to queue, but with up to 27,000 visitors a day, queues are inevitable for the most popular rides and entertainment. Disneyland Paris employs creative strategies to reduce the negative impact of having to queue.

	[image: Shape
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	Pick a specific ride and take photos to show how Disney makes the queue an integral and entertaining part of the whole ride experience.
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	Take photos of when you’ve had to queue and the moments you’ve found it tedious



	Do you think that Disneyland Paris could better manage customer expectations?
Give two examples to support your answer.
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