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Walt Disney with his 
iconic Mickey Mouse.
When Disney Land open in 

California in 1955, did Walt 
know his magical concept would 

transform millions?

PURPOSE
One thought instantly comes to mind when someone says Disney; those giant mouse ears. 

Disney is known to both the young and old, almost everywhere. In 1955, Walt Disney 

opened the first theme park, Disneyland, in California. In 1971, with the success of 

Disneyland in the West Coast, Disney World was built in Florida.  For continued success of 

these two theme parks, Disney must be in tune to their audience’s needs and concerns. 

 Through social media monitoring, Disney gets inside information to the inner thoughts of 

the people who have made Disney “the happiest place on Earth.”

We conducted our research by studying what people were saying and doing on the internet. 

We searched Facebook, Twitter, Blogpulse, Wordpress, and other credible social media 

blogs. We were familiar with these web sites from previous research studies in other 

classes. After we found the web site and the comments, we put each domain into 

Quantcast.com. This gave us the statistical information for these blogs. The first web site 

with the most visits was Walletpop. The second most visited web site was a blog for 

mothers. We found blogs from March 2009 up to only a few days ago on February 11, 

2010. There are probably more posts today as well.
 
The challenging step of the methodology was determining the creditability of the sources. 

So many people want to post and talk about Disney; therefore, we had to 

fhttp://www.istrat.in/blog/image.axd?picture=2009%2F7%2Fsocial-media.pngocus on who 

these people were and if their comments were credible. We studied different audiences 

such as visitors, employees and future visitors. Then we looked at what each group liked 

and did not like about Disney. We noticed a trend in opinions for each group. For example, 

visitors who gave negative feedback mostly commented on the crowds and time of year 

they visited. Another example is the employee’s complaints ranged in two different 

categories: the pay, and how the employee’s special needs were not considered.

METHODOLOGY

Social media creates a 
virtual community.

Social media sites -- such as 
YouTube, Facebook, Twitter and 

Flickr -- have seen a vast 
increase in the past couple of 

years. These users are posting 
their comments on the Web, the 

good and the bad.



Mommy Bloggers tweet 
from conference.

Disney Orlando invited Mommy 
Bloggers to experience "the 

magic" and tweet about it using 
the #DisneySMMoms hashtag.

RESULTS
All in all, the majority of social media users posting about Disney theme parks had 

something positive to say. Many are interested in sharing their experiences, 

recommended attractions and good times to visit, while others just want to broadcast 

their intense affection for the parks. Although most websites, personal blog posts and 

Twitter updates gave a positive message, the more negative posts still had a tone of 

sensitivity.  Heather L. discusses her bad family vacation on PlanetFeedback; she notes 

the poor customer services, but still does not attack Disney parks in a threatening 

manner. She provides details and support for her case.

During this research project, Disney Orlando, 

Florida hosted a social media conference for “

mommy bloggers.” In contrast to traditional 

conferences before the popularity of social media, 

much of the information presented was one-way, 

from presenter to conference attendees. The 

information may have latter been posted on the 

organization’s website. However, with these mommy 

bloggers using the Twitter hashtag “DisneySMMoms,

” 140-character bursts of information were 

constantly being posted on the Internet. This is not 

something Disney could control. Bloggers said 

whatever they wanted to say about their experience 

at the Disney conference, and interacted virtually 

with other “Tweeters” at the conference.

Disney parks still seem to hold a special place in the hearts of many. One blogger 

relates her experiences at Disney to trips she took to the beach when she was a 

child. She now enjoys taking her daughter to Disney, and “reliving” those precious 

memories with her own daughter.

Disney fans express 
opinions through polls.

Bloggers discuss 
favorite rides.



CONCLUSION
The biggest concern for any Disney park lover is the wait times. This is extremely true 

because the wait times on the most popular rides on February 14, 2010 in the Magic 

Kingdom and Epcot was between 60 minutes to 120 minutes. Disney should look into 

improving wait times; for example, like allowing a guest to use their fast pass a little 

more often. A application on iPhone called "Lines" allows  a guest to look up their 

favorite theme park and find out what the wait times are.     

Overall, the public loves Walt Disney World and can't stop talking or blogging about 

Disney.  There is a sea of information on the parks, movies, resorts, etc....and some 

bloggers blog everyday about Disney, for example Zapper Z.  WDWinfo.com has a 

weekly radio show that answers listeners questions. 

Also, the demographics of  the Disney public are basically every race, religion, 

nationality, age, and so on.  Who hasn't Disney reached or touched? The same goes with 

who is on the internet discussing Disney.  Disney should be surfing the internet to find 

out what the public thinks and desires.  

HAVE A MAGICAL DAY!
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