
Open Access Library Journal 
2025, Volume 12, e13673 

ISSN Online: 2333-9721 
ISSN Print: 2333-9705 

 

DOI: 10.4236/oalib.1113673  Jun. 27, 2025 1 Open Access Library Journal 
 

 
 
 

Exploring Experience Marketing Strategies:  
A Case Study of Disneyland 

Fre Tekeste Gebremedhin, Jihong Shao, Yiqing Xia, Mi Zhou 

School of Economics and Management, Hubei University of Technology, Wuhan, China 

 
 
 

Abstract 
This study examines the specific techniques Disneyland applies to its experi-
ence marketing, which have helped it become a theme park leader. In the cur-
rent marketplace, companies have to create stronger relationships with their 
customers than just completing deals. It shows this by giving guests experiences 
that reach them through their emotions, senses, and actions. This research 
looks at how these strategies affect customer satisfaction, loyalty to the brand, 
and overall involvement. By using both interviews, surveys, and observations, 
the study found that themed attractions, sensory experiences, and technology 
make visitors interact more. The research shows that a large group of visitors 
get emotionally attached to the park and remain faithful to it because of the 
unique activities there. At the end of the paper, I give marketing professionals 
useful tips and remind them that experience marketing should always push to 
be innovative and compassionate. Other companies can improve their services 
and loyalty to customers by copying the useful strategies Disneyland uses. 
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1. Introduction 

“People spend money when and where they feel good”—Walt Disney [1]. This 
statement captures the essence of experience marketing, a concept increasingly 
critical in today’s hypercompetitive, emotionally driven global economy. Theme 
parks are among the most vivid arenas where this principle comes alive, with Dis-
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neyland standing as a paragon of how emotionally immersive environments can 
transform ordinary consumption into unforgettable experience-based engage-
ments. If you have ever visited a Disney World, it might be interesting to notice 
that this topic exists, and if you are someone who has never been to any Disney 
Parks, the statement itself indicates that there is more to the money spent than 
entertainment to the emotional connection between the company and its guests 
[2]. 

In the fast-paced and changing global economy, businesses are subjected to the 
continuously demanding challenge of not just making product and service sales 
but also developing emotional, lasting, and memorable connections with their 
customers [3]. This relevant approach in marketing, which is progressively gain-
ing traction in the modern world, is known as experience marketing [4]. The strat-
egies surrounding this form of marketing include those that concern the creation 
of products in the business world that can develop emotional, sensory, and inter-
active connections with the consumers [5]. This marketing strategy bestows a 
higher level of discussion on the product’s intrinsic value and attempts to obtain 
a deeper understanding of the feelings, experiences, and attachments evoked by 
the product in the customer while assessing customer loyalty, satisfaction, and 
engagement [6]. Due to the increasing sophistication of consumer needs and in-
tensifying level of competition, the organizations that design and implement memo-
rable experiences for their customers can significantly benefit by gaining a higher 
rate of customer loyalty, efficient brand attachment, and expansion of the market 
segment that the firm specializes in [7]. This paper intends to delve into the pro-
cess of using E-Marketing in tourism in India to create an unparalleled and un-
forgettable travel experience through the use of the latest technologies while tar-
geting the global audience. In addition, the paper aims to review and evaluate the 
tools and methods employed in creating those experiences using the principles of 
E-Marketing and effective use of information technology and online communica-
tion on the services offered by tourism enterprises.  

The principal focus of this study is to examine the experience marketing strat-
egies that Disneyland has used comprehensively over time, to investigate the 
park’s renowned and universal claim to be one of the happiest places on Earth. 
This research investigates how these methods of experience marketing shapes the 
customers’ satisfaction with the park their expectations from it as well as the meth-
ods that the park employs to retain its customers. The research method adopted 
in this research is a deep case study approach which enables the researchers to 
analyze the different aspects of Disneyland’s efforts to design and deliver unfor-
gettable experiences for its customers. This study aims to explore the different 
elements of these strategies, such as the degree to which these strategies engage 
customers emotionally, create intense brand loyalty among customers and how 
they establish customers’ passion for the brand. The investigation considers how 
vivid storytelling, sensory experiences, emotional connection and technological 
advancements come together to create a comprehensive and seamless visitor ex-
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perience that can hardly be forgotten by anyone who experienced it. The purpose 
of this research is to describe and analyze these important aspects and to reveal 
how emotions and values can be evoked to attract people to a product and include 
them in its deeper natural essence. 

Furthermore, this research work purports to invariably advance an understand-
ing of experience as value from comparative analysis. The research chiefly sets 
focus on what Disneyland experiences are made up of. The study analyzes how 
these sensory experiences shape customers’ conception of value in terms of the 
likelihood of revisiting the site in the future and how much they would recom-
mend the place to their family and friends. In this regard, within the existing body 
of literature on the subject, the current study reigns supreme in terms of the prac-
tical orientation it provides for people in marketing, business, and even entertain-
ment who are keen on improving their customer experience for the success of 
their enterprises today. Disneyland has demonstrated the great potential for inte-
grating and monopolizing some characteristic human feelings, emotions, and 
technological advancements in one fantastic customer experience that other sim-
ilar organizations can use in their quest to stand out in the age of high-concept 
experiences as a selling strategy [8].  

This research study has some guiding research questions that can lead the anal-
ysis and theorization embedded in the study design. First, the work is supposed to 
investigate the following: alongside any other theme park experiences, which are 
the experience marketing strategies used by Disneyland [9] [10]? The main objec-
tive of this type of inquiry is to recognize those elements that characterize Disney-
land’s experience-centric approach to design and center on such aspects as themes, 
storyline, ambiance, and other features [11]. The second question aims to discover 
how these previously mentioned experience marketing strategies influence visitor 
satisfaction and therefore customer perceptions of value [12] [13]. Thus, the re-
search seeks to give a profound analysis of the way customers feel in Disneyland, 
their cognitive as well as emotional responses, and, thus, the overall satisfaction 
of the visitors [14]-[16]. What is also essential to spot in any discussion of tech-
nology in the case of Disneyland is the question of how it contributes to the crea-
tion and enhancement of the main experience in Disneyland.  

2. Literature Review 
2.1. Definition of Experience Marketing 

Experience marketing, commonly known as experiential marketing, presents in-
credibly sophisticated and genuine processes created specifically for consumers 
and the meaning of life instead of offering the customers the functional benefits 
of a product or item [17]. According to [18], the experience marketing represents 
a progressively advanced economy where businesses must provide compelling 
memories for customers, or, rather, the memory itself becomes the product, and 
it is known as experience. It goes beyond just advertising products mainly based 
on price, features, or practical use; rather, customer-focused is the ability of trig-
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gering senses, stirring emotions, creating memorable experiences, and establish-
ing an agile and emotional relationship with them by brands [19]. People in their 
daily lives are somewhat adamant about coffee, but Starbucks never sells only a 
cup of coffee; rather, it sells something that creates an atmosphere and community 
where customers feel they can linger, unwind, and connect positively with the 
brand [20]. Across various sectors, ranging from retail and hospitality to enter-
tainment and technology, this unique method has become increasingly popular 
since customers now desire to interact with brands based on their principles, be-
liefs, and personal identity [21]. 

2.2. Theoretical Foundations of Experiential Marketing 

The salient aspects and topical background of experiential marketing are built on 
significant theoretical principles derived from psychology, consumer behavior, 
and service marketing, as expressed by [22]. At the same time, one of the im-
portant models in the area is the Strategic Experiential Modules (SEMs) intro-
duced by [23] proposed the model that involves dividing the consumer experience 
into five interrelated components or aspects. The distinct dimensionality of the 
SEMs includes the Sensory dimension (creating sensory stimuli through what is 
seen, heard and smelled), the Affective dimension (the marketing initiative stim-
ulating various unarticulated emotions), the cognitive or think dimension (the 
marketing initiative encouraging creative problem-solving), the behavioral or act 
dimension (the marketing initiative giving rise to active participation on the part 
of the consumer), and finally, the relational dimension (the marketing initiative 
promoting social interaction and building and enhancing interpersonal relation-
ships). [23] stresses that a well-done experience marketing program is multidi-
mensional and often targets several SEMs to form a holistic experience for the 
consumer. A vivid illustration of this model’s application is Disneyland that en-
gages visitors through enchanting sights and sounds, awe-inspiring emotional sto-
ries, participation in beautiful imaginary pieces of art, and cooperative entertain-
ing interactions. 

Another scientifically accepted model and popular theory underpinning expe-
riential marketing is the experience economy described by [24], who discusses the 
essential concept of the four realms of experience: entertainment, education, es-
capism, and aesthetics that substantially advance the methodological and analyti-
cal potential of the research under consideration. The four realms reasonably 
build on two axes, which are the degree of participation; adoption of passive ver-
sus active participation, and the quality of the experiences; adoption of absorption 
versus immersion [25]. Thus, Disneyland combines all four realms: entertaining 
shows and characters, educational value in themed narratives, escapist experi-
ences as in the lands of fantasy and wonder, and aesthetic value in the intricate 
design as well as the environment. This framework has informed the research and 
analytical lens of the study as it has facilitated a dissection of how Disneyland ex-
periences are fulfilling each realm of experience and contributing to the satisfac-
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tion and loyalty of its visitors. This is an important step in the identification of the 
dimensionalities and components of experience marketing in conjunction with 
the visitation to Disneyland and the corresponding analysis and interpretation 
based on specific obtainable results. 

Furthermore, competent management of customer experience is reflected in 
the growing emphasis placed by the customer experience management framework 
(CEM) on the need to comprehend how businesses organize and direct customer 
behaviors [26] [27]. This is an assertion that marketing efforts should not solely 
be focused on the isolated transactions that customers undertake at a point of pur-
chase but instead, on the overall process of business interactions with the custom-
ers and their journey as the company values regular customers. The concept of 
experience management is at the heart of this investigation that is concerned with 
the Disneyland’s existence, use and exploitation of customer engagement prior to, 
whilst, and after the visit to the park in a specifically addressed manner by focusing 
on the tools that enhance customer experience such as mobile applications, virtual 
lines, and customized experiences for guests. 

The incorporation of the frameworks of SEMs, the Experience Economy, and 
CEM provides this study with a solid theoretical foundation. In particular, these 
frameworks guide the identification of research questions (for instance, target the 
emotional, sensory and behavioral issues in the emotional, sensory and behavioral 
efforts of the Disneyland) and the creation of the methodology to use in this study 
(for example, through identifying the aspects that should be captured or quanti-
fied in the experiences of customers). On the other hand, CEM and the other 
models help shape understanding of the results obtained (for example, the multi-
tude of experiences that leads to the long-term loyalty of the customer). By bring-
ing to the forefront these theories, the current research contributes significantly 
to the existing debate on the reasons why customer value in the entertainment 
industry in Disneyland is being built through experiences that are immersive, 
grounded on the emotions of the consumer, and managed from a strategic point 
of view. 

2.3. Global Trends in Experience Marketing 

Experience marketing, also known as engagement marketing, has emerged as a 
significant trend in a global business setting, changing how businesses of all types 
and sizes communicate with their customers [28]. In today’s digital landscape, 
companies are eager to utilize progressive technologies such as virtual reality 
(VR), augmented reality (AR), and interactive social media campaigns that enable 
the establishment of multisensory and participatory experiences with consumers 
in a captivating way [29]. For instance, notable international brands such as Nike, 
Apple, and Disney are some of the most innovative companies that have invested 
heavily in the development of flagship stores, creation of branded events, and 
building digital platforms; all these activities serve to facilitate the deep engage-
ment of the consumer with the brands and their ideals and values [30]. Addition-
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ally, surveys have indicated that the millennium and the Gen Z cohort are partic-
ularly interested in prioritizing experiences rather than possessions; this phenom-
enon is causing the demand for unique, shareable, and emotionally resonant ex-
periences, the ones consumers can relate to and cherish to significantly increase 
[31]. Among these trends is the travel and hospitality sectors that have coined the 
term “experiential travel,” which encompasses not only well-known travel but also 
the unheard-of and exclusive travel that transcends and delivers authentic experi-
ences focusing on culture and cultural practices [31]. Besides, a key trend in the 
current experience marketing phenomenon is the incorporation of sustainability 
and social responsibility in the marketing strategies of brands since consumers 
prefer to purchase from and associate with brands which they believe to be ac-
countable for the issues that concern them such as environmental issues and the 
social consequences of commercial activities [32]. These globalization trends in 
experience marketing imply that firms are required to continuously keep on bring-
ing forth, introduce new ideas and technologies, and modify their engagement 
strategies to effectively respond to the ever-changing needs and wants of their tar-
get market. 

2.4. Previous Studies on Theme Park Marketing 

There is no doubt that the realm of experiential marketing has practically wit-
nessed a plethora of investigations that illuminate the exciting ingredients embed-
ded in the meaningfulness of how certain endeavours are manifested in a variety 
of amusement parks and Disneyland as the apparent ideal of this progeny. Ac-
cording to [33], Disneyland remains the classical achievement of the concept of 
“Disneyization,” which incorporates such devices as themed environments, the 
establishment of merchandise, and hybrid consumption in the quest for giving 
consumers a tightly regulated environment that is engaging. According to numer-
ous studies, the accomplishment boosting the fortune of theme parks of Disney-
land status is the capability to provide customers with multi-sensory, emotionally 
packed moments that flick away the element of simplistic amusement [34]. In a 
progressive exploration of the experience economy proposition determined by 
[35] established the fact that theme parks utilize the concepts of education as a 
form of entertainment, escapism, and aesthetics to provide visitors with gratifica-
tion. Of late, rapidly changing technology in its various from the incorporation of 
mobile devices, virtual queues, and customized services, has attracted many au-
thors who have critically assessed their functionality in the enhancement of the 
general theme park visit and hence the overall experience provided [36]. Besides, 
quite an accurate amount of studies paid attention to the worldly patterns and 
their impact on the issues related to the creating and the reception of the theme 
parks’ experience in different international arenas, which clearly illustrates that it 
is possible to design with the aid of localization and cultural awareness [37] [38]. 
According to the interpreted evidence collected in various publications, all leads 
to one evident finding that the realization of experience marketing is a matter of 

https://doi.org/10.4236/oalib.1113673


F. T. Gebremedhin et al. 
 

 

DOI: 10.4236/oalib.1113673 7 Open Access Library Journal 
 

utmost importance for theme parks’ mediators, as it certainly balls up the basis 
for understanding Disneyland’s everlasting eminence as inseparable part of the 
culture all over the world and some considerable implications for future research-
ers in this field. 

3. Research Methodology 
3.1. Research Design 

The research method chosen for this study rests upon two main components, 
namely qualitative research design and quantitative research design, to under-
stand and analyze Disneyland’s experience marketing strategies in the customer-
integrated face-to-face interactions [39]. The qualitative approach allows for an 
in-depth study of the feelings, attitudes, and interpretations that the customers 
attach to the experiences, which is the very essence of the concept of experience 
marketing [40]. A combined use of qualitative interviews, observations, and a sec-
ondary analysis of data is used as a basis to develop a full understanding of the 
strategy through which Disneyland designs, produces, and administers customer 
experiences while thereby retaining a superior position over other competitors in 
the marketplace. 

3.2. Case Study Approach: Why Disneyland? 

The reason for selecting Disneyland as the focus of the case study is its global 
standing and outstanding success as leaders in the art of experience marketing 
[41]. Since its inception in 1955, Disneyland has begun the trend of how to provide 
experiences that are immersive and capturing to the senses in a way that has sur-
passed the rest of the global theme parks and has become a major influence in the 
retail, accommodation, and entertainment industries as well [42]. [43] indicates, 
Disneyland is a great illustration of an “experience economy” in which the main 
attraction is not the rides or the attractions but the well-planned development and 
control of remarkable experiences that create an emotional response in the expe-
rienced individuals. Besides, Disneyland is a valuable subject for the review of the 
practical application of the theories of experiential marketing because the organi-
zation makes use of contemporary technologies, character branding, themed en-
vironments, together with rich customer engagement tactics that make it ‘an icon 
for experience marketing’ [44]. Disneyland is an appropriate choice for the focus 
of this study, as it provides a rich source of original insights based on the unique 
context of Disneyland and generalizable conclusions regarding the application of 
experience marketing strategies by other similar organizations. 

3.3. Data Collection Methods 
3.3.1. Primary Data (Interviews, Observations) 
The main focus of this study was to gain deep and contextual insights through the 
use of qualitative methods involving semi-structured interviews and direct obser-
vations that were carried out at Disneyland, which is one of the popular theme 
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parks operated by the Walt Disney Company. Subject to a purposive sampling 
technique, the research sample consisted of 50 people in total: a group of 30 guests 
which was made of people that booked tickets, 10 employees also known as cast 
members and 10 park managers who were selected to attain good representation 
of some of the variables such as age of the visitors, culture, frequency of visits and 
visitors’ motivation or purpose of visit [45]. This sample size gave researchers a 
chance to observe visitor behavior as well as the approach of employees towards 
the services they delivered in various situations. 

The semi-structured interview guides used in this study were carefully devel-
oped and centered on specific themes, thus ensuring a focus on key aspects of the 
Disneyland experience. The thematic areas for each group included the following: 
• For visitors: “Can you describe a moment during your Disneyland visit that 

felt especially memorable or emotionally engaging?” and “Which attractions 
or services stood out in terms of sensory experience?” 

• For employees: “How do you contribute to creating memorable experiences 
for guests?” and “What feedback do you receive most often from visitors?” 

• For managers: “What experiential elements do you prioritize in Disneyland’s 
marketing strategy? “How does guest feedback influence product development 
and promotional decisions?” 

The face-to-face and digital (using video conferencing tools) interviews enabled 
the researcher to probe deeper and clarify answers provided by the interviewees, 
adopting semi-structured interviews as a data collection method. Each of the in-
terviews lasted between 30 and 60 minutes, and all interviews were audio-rec-
orded and subsequently transcribed verbatim for the sake of detailed analysis as 
the themes emerged from the data. The interviews were meant to bring out visi-
tors’ perspectives on the emotional elements as well as the sensory receptor stim-
ulation [46]. 

More flexible and open-ended, the qualitative data collection method called “di-
rect observation” was used to obtain rich and real-time insights regarding the Dis-
neyland Park and its guests [47]. Conducted over several full days in various areas 
of Disneyland, the observations were aimed at unearthing issues that might not 
be adequately highlighted through interviews; hence, reference was made to qual-
itative research. As illustrated by the observational checklists, the following cate-
gories were considered: facial expressions, duration of engagement with attrac-
tions, visitor flow, and spontaneous reactions during shows or rides. 

This dual approach assured that data collection included multiple where neces-
sary so that subjective visitors’ experiences could be captured while at the same 
time giving some insight into organizations and the marketers behind them as 
well as planning all noted relatedly above concerning experiential marketing ef-
forts made to attract increasingly discerning clients. Thus, the study could get 
clearer information not only on what people felt but also gain some understanding 
of the strategies employed by Disney’s Campaign. It further furnished concrete 
evidence particularly on the basis of Disney’s view of things.  
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3.3.2. Secondary Data (Reports, Academic Sources) 
In complementing primary data, the study employed a concentrated selection of 
secondary sources, including internal corporate reports, marketing documents, 
and academic literature [48]. These sources provided in-depth views into corpo-
rate strategies, financial performance, and innovative experience-driven initia-
tives undertaken over time by Walt Disney Company. In particular, annual re-
ports and press releases served to show how organizations engage with their cus-
tomers through different ways like festivals and anniversaries, merchandise ex-
pansions, and different product launches that assume a brand new form. 

Research from IBISWorld and Euromonitor offered inside information on 
things like yearly trends concerning: global theme parks as players in this industry; 
competitors there who may affect whatever decisions or approaches they can uti-
lize themselves; changing customer expectations on account of an increasingly 
aware public/customer populace base that is hard pressed for time and cash due 
to the present digital age where everything is fast and convenient among others 
[49]. The use of secondary data not only complemented already well-documented 
findings but also validated them by cross-checking against primary data insight 
and confirming authenticity. 

3.3.3. Data Analysis Techniques 
Using mixed-methods approaches aided in exploring data since qualitative and 
quantitative methods provided all-around information toolkits on the Disneyland 
scheme—what is so different from traditional forms of marketing? The qualitative 
part constitutes interviews and observations, thematic analysis based on Braun 
and Clark’s phased approach, done as follows: transcript analysis, observation 
notes performed, then analyzed through formal coding category generation and 
recurrent theme identification comparisons across them until the saturation point 
is reached. The most common themes were: the first, “constant upgrade and in-
novation”; this showed how Disneyland continually improves itself to remain rel-
evant with time by introducing new experiences for its guests. This also reflects 
what Braun and Clarke stated, that thematic analysis is an evolving and complex 
process that requires time and commitment. The second theme, “highly person-
alized experience,” was another significant theme that most respondents talked 
about, depicting how Disney parks are focused on maintaining positive relation-
ships with their clients by creating individualized services. 
• The emotions that feel deep are, namely, a connection to touch the border of 

another person’s feeling, and creatively have this kind of effect on people. 
• All the senses were engaged, thereby increasing the level of involvement, per-

sonal attachment, and the retention of experience. 
• Kyoto trains these students actively, engaging them rather than allowing them 

to wait for passive reception and also enabling them to explore them all. 
• Popularizing and influencing the kind of audience specifically targetting its 

followers, thus gaining an unmatched psychological acceptability in a sector. 
The study used NVivo software to manage data and make visible the general 

https://doi.org/10.4236/oalib.1113673


F. T. Gebremedhin et al. 
 

 

DOI: 10.4236/oalib.1113673 10 Open Access Library Journal 
 

compilations of various connected ideas or themes. The ground for these themes 
was set through several coding cycles to achieve and guarantee the meaning and 
significance of the discussion [50]. The extensive analysis and the subsequent re-
visions together helped to categorize the themes in detail referring to what was 
said on them, it’s underlying meaning, and beliefs. 

In terms of incorporating statistics to quantify the qualitative research data, 
comprehensive survey items that provided information on the research tool’s met-
rics were included. The areas covered by this quantitative approach comprise, but 
are not limited to: it was made possible to test the population’s satisfaction with 
virtue. The numbers have a rating of 1 to 5 points, which allows exploring the level 
of citizens’ comfort with the service. Again, the number of times that the respond-
ents visit the specific venue is important to find out their workers’ consideration 
of volumes. 

With the help of the descriptive approaches described above, they were able to 
find out insights from means, percentages, and cross-tabulations [51]. For instance, 
the researcher attempted to determine the degree to which emotionally based sat-
isfaction and intention to revisit one particular area correlated with one another, 
thus either confirming or challenging the qualitative aspects of that research. 
Though the results, which were quantified, pointed to some correlational findings 
relevant to the qualitative dimensions exploring the emotional experiences, they 
still created some dubious conclusions which might be misleading due to the over-
simplification of the particular multi-faceted picture that the interviews were sub-
jected to. 

4. Results 
4.1. Meaningful Theme and Excellent Storytelling in Games 

The attraction of Disneyland is due in large part to its strong theming and focus 
on stories that move visitors into worlds famous from Disney’s narratives. The 
park’s different areas (such as Fantasyland and Adventureland) follow a story arc 
and feature similar characters. 

A high percentage of the 50 survey respondents agreed that storytelling and 
themed areas greatly improve how much visitors become involved in the game, 
see Table 1 below. 
 

Table 1. The storytelling and themed areas. 

Survey item 
Strongly agree 
(%) 

Agree (%) Neutral (%) Disagree (%) 
Strongly 
disagree (%) 

The storytelling and themed 
areas were immersive and 
engaging 

58% 32% 8% 2% 0% 

 
Results in Table 1 indicate that 90% of those polled stated that the enjoyable 

stories created an extra dimension to their visit. 
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Interview Insights 
Many people said that the well-told stories and performing actors made them 

feel connected to what was happening. Frequent updates of the attractions were 
encouraged by managers to ensure stories were up-to-date and attractive. 

4.2. Creating an Interesting Sensory Experience and the Right 
Atmosphere 

Disneyland uses sights, sounds, and touch to ensure every experience is full of fun 
for guests. 

Table 2 highlights the sensory elements observed in various areas, noting that 
they consistently influenced visitor experiences. Visual aspects, such as themed 
architecture and costumes, captured high attention, prompting photo-taking. Au-
ditory elements, including background music and character voices, elicited posi-
tive emotional responses. The olfactory presence of bakery smells in Main Street 
encouraged visitors to linger in food areas. Tactile experiences, through interac-
tive props and ride textures, promoted active participation and delight among 
guests. 
 

Table 2. Different areas all featured the same sensory aspects. 

Sensory element Examples observed Visitor reactions 

Visual Themed architecture, costumes High attention, photo-taking 

Auditory Background music, character voices Positive emotional expressions 

Olfactory Bakery smells in Main Street Increased dwell time in food areas 

Tactile Interactive props, ride textures Active participation and delight 

 
Table 3 presents survey results indicating that respondents overwhelmingly 

rated the sensory elements of the park positively. A significant 64% of participants 
“strongly agreed” that the atmosphere encompassing music, smells, and decora-
tions enhanced their experience. Additionally, 30% “agreed”, reflecting a strong 
consensus on the positive impact of these sensory features. Only 6% remained 
neutral, while none of the respondents disagreed or strongly disagreed. 
 

Table 3. Respondents rated sensory elements positively. 

Survey item 
Strongly agree 
(%) 

Agree (%) Neutral (%) Disagree (%) 
Strongly 
disagree (%) 

The park atmosphere (music, 
smells, decorations, etc.) 
enhanced my experience 

64% 30% 6% 0% 0% 

4.3. Customer Participation and Interaction 

Disneyland encourages active visitor participation through interactive rides, char-
acter meet-and-greets, and gamified experiences, fostering deeper engagement. 
Table 4 shows the obtained results. 
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Table 4. Visitor participation. 

Survey item 
Strongly agree 
(%) 

Agree (%) Neutral (%) Disagree (%) 
Strongly disagree 
(%) 

Attractions and shows 
met or exceeded my 
expectations 

62% 28% 8% 2% 0% 

 
Managers shared that both storytelling and close attention to every detail are 

key to drawing attention. 

4.4. Integration of Digital and Physical Experiences 

Disneyland integrates cutting-edge technology with physical experiences to im-
prove convenience and immersion, including mobile apps, virtual queues, and 
augmented reality. The obtained results are shown in Table 5 below. 
 

Table 5. Perceptions on integration of digital and physical experiences. 

Technology usage Yes (%) No (%)    

Used Disneyland’s mobile 
app, virtual queue, or mobile 
ordering? 

68% 32%    

Technology impact 
statement 

Strongly Agree 
(%) 

Agree (%) Neutral (%) Disagree (%) 
Strongly 
disagree (%) 

These technologies made my 
visit smoother and more 
enjoyable 

54% 28% 12% 6% 0% 

I was impressed by 
Disneyland’s use of 
innovative experiences 

46% 36% 14% 4% 0% 

 
Observation Notes 

• Frequent use of the mobile app for navigation and ordering. 
• Virtual queue reduced physical wait times and crowding. 
• AR effects in some rides enhanced immersion. 

Table 6 outlines key findings on Disneyland’s experience marketing strategies, 
revealing their effectiveness in enhancing visitor satisfaction. Immersive storytell-
ing resonated with 90% of guests, fostering strong emotional connections. An im-
pressive 94% noted that the sensory atmosphere significantly enriched their expe-
rience, highlighting the impact of a multisensory environment. Additionally, 90% 
felt attractions met or exceeded expectations, indicating high levels of active par-
ticipation. Emotional branding also played a crucial role, with satisfaction levels 
ranging from 74% to 88%, driven by nostalgia and joyful memories. Furthermore, 
82% of technology users reported a positive impact from digital features like mo-
bile apps and augmented reality. 
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Table 6. Summary table: key findings on Disneyland’S experience marketing strategies. 

Strategy component Key data points Visitor satisfaction (%) Notes 

Immersive theme & 
storytelling 

90% agreed storytelling was 
immersive 

90% Strong emotional engagement 

Sensory engagement 
94% agreed atmosphere enhanced 
experience 

94% Multisensory environment 

Customer participation 
90% agreed attractions met/exceeded 
expectations 

90% Active visitor involvement 

Emotional branding 88% highly satisfied; 74% brand loyal 74% - 88% Nostalgia, joyful memories 

Digital & physical 
integration 

68% tech users; 82% found 
technology positive impact 

82% 
Mobile app, virtual queues, 
AR 

4.5. Findings and Discussion 

The results from the combination of the surveys, interviews, and observations 
point out that the marketing experience strategies that are incorporated in Dis-
neyland are at an extremely effective stage since they create very live environments 
and multi-sensory settings that interact with the customers on both emotional and 
cognitive levels. Moreover, the general agreement above 75% over the arisen ma-
jor survey issues that relate to narrative promotion, ambience design, and the in-
troduction of technology buttresses the scale of Disney’s theatrical storytelling and 
the other mentioned components as the actual functions that create the magnetism 
of Disneyland. 

The Major Strengths Evident in the Strategy of Disneyland 
According to the study, Disneyland excels in creating captivating narratives 

through the implementation of engaging theming and storytelling, and 90% of 
guests attested that it amplified their overall experience to a great extent. The con-
sistent development of a captivating experience at Disneyland is realized through 
the effective and deliberate use of a well-done rudimentary, for instance, music, 
smells, and articles of furniture that were enriched, according to the opinion of 
94% of respondents in this survey. Besides, parks’ attention-arresting techniques, 
such as interactive rides, character encounters, and gamified features, are success-
ful in enabling visitors to take part hands-on in happenings and find emotional 
attachment thereto. 

Managerial interviews provided relevant insights into a strong culture of inno-
vation and customer orientation; experiences are updated and improved contin-
uously, to be made constant and enjoyable. By supporting the visitors’ needs by 
creating a delightful experience that always remains captivating, Disneyland gains 
visitors’ loyalty, reflected in 74% of the guests who identify as loyal customers. The 
repeated experience of Disneyland also manifests that through dynamic technol-
ogy, for instance, mobile applications, virtual queues, and augmented reality, among 
others, which might be viewed as a landmark strength according to 82% of re-
spondents who recognized that visit creation was improved with such tools. These 
digital improvements not only function in the enhancement of tourism, they also 
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act as the foundation for the effective incorporation of technology in Disneyland 
and most modern requirements related to convenience and interactivity. 

Disneyland remains the foremost champion of the experience economy through 
the implementation of these innovative methods and Unified Principles of a Vis-
itor-Centric Approach. By integrating the traveller’s role, the creation of emo-
tional connections, and the ongoing improvement of experiences, the theme park 
continues to enrich and entice its visitors as well as redefine the standard of cus-
tomer relationships in the leisure world. 

Challenges and Limitations in Execution 
We set out to talk about Disney’s magic and how they can create unique and 

amusing moments through the infrastructure that has been put in place by a well-
established business, and the planning that is always done towards it. Notably, 
some flaws have to be pointed out always to give the right picture of the experi-
ences and the actions that are taken in Disneyland. These flaws have to do with 
the fact that there is too much crowding in Disneyland, there are technical support 
limitations, and there is a predictable relationship between the employees and the 
guests. This also includes the small as well as the large issues that the guests en-
counter that interfere with the overall quality that they get when visiting Disney-
land. 

Let’s talk about having too many guests in a certain place. This usually happens 
during holidays, weekends, or special events. Even though Disney has installed 
virtual queues and introduced the Genie+ app to minimize the time one spends 
in lines, many guests still claim that these electronic solutions fail to solve the high 
crowding levels that occur during specific times of the year. More so, some of the 
places in Disneyland that usually experience very many guests and poor crowd 
control are the Fantasyland and Star Wars fictitious sections. Moreover, even 
though these processes and technologies were developed to provide guests with 
great services, technical issues still hamper their overall performance. 

Such issues, as the slowdown of applications used by the guests, wrong esti-
mates on the guests waiting for particulars, and wrong or misleading bookings 
over the applications, have shown that the assistance that these technological tools 
hope to provide is far from being realized. Therefore, there is likely to be frustra-
tion among the guests who are eager to have a great experience and are met with 
obstacle after obstacle as they try to meet their needs. Equally frustrating, these 
flaws shed some light on failures in the design, and this shows that Disney’s struc-
ture could be improved for better performance and application of technological 
features. To achieve these goals, the management may have to put more money in 
research, procedures, and improvement of the skills to optimize the usability of 
their systems for their intended audience. 

Another perfection that exists when it comes to the operational strategies and 
marketing of Disneyland is the equilibrium of old nostalgic content with state-of-
the-art technology. As the earlier generation’s rides that offered among others the 
magic, fun, and entertainment like it’s a Small World or Pirates of the Caribbean 
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still attract the majority of visitors, younger audiences, on the other hand, are be-
coming desperate for more interactive and emotionally investing experiences fa-
cilitated by up-to-date technology. This situation presents Disneyland manage-
ment and Imagineers with a precarious situation in which they are required to 
maintain the delicate balance of innovating these attractions to suit newer audi-
ences while still recognizing and accommodating the basics of time-honored de-
lights. The failure to perform this balancing act effectively may lead to perceived 
stagnation from younger audiences who see Disneyland’s attractions as dated or 
lacking in engagement and excitement, while on the other hand, there is the risk 
of losing a treasured part of Disneyland’s own identity and history. 

The Disneyland experience is undeniably characterized by the extraordinary 
interactions between guests and the dedicated frontline cast members who create 
memorable moments. However, recent survey responses and studies conducted 
on the ground reveal an emerging trend showing that a segment of guests per-
ceives certain interactions with these cast members to be mundane or predeter-
mined, and therefore fails to evoke that “in-the-moment” touch typical of Disney. 
Even though incorporated scripting can help maintain the overall ambience of the 
brand and promote the smoothness of operations, it can in no way be denied that 
an overt dependence on a fixed approach in responses might lead to the losing 
touch of the heart, to interaction with guests as machines in place of human beings 
supreme. This scenario is greatly pronounced in outbursts of emotions in places 
such as character meet-and-greets or guest assistance desks, where the utmost in-
tegrity and understanding become essential. 

Several strategic improvements have been suggested based on the findings of 
the analysis: 
• Redesigning the virtual queue and Genie + systems with a user-centric ap-

proach using predictive analytics and continual customer support to minimize 
unacceptable incidents, errors, and poor interface usability. 

• Employing flexible crowd flow management and reconfiguration of spaces 
alongside the anticipated increase in traffic in peak hours, to relieve congestion 
points or choke points. 

• Training cast members through a hybrid interaction framework that recon-
ciles the scripted aspect of communication with improvisational techniques to 
balance authenticity with creating exceptional brand experiences. 

• Maintaining the charm of time-honored attractions while providing occa-
sional physical improvements through judicious integration of new technolo-
gies such as projection mapping or augmented reality overlays to engage mod-
ern tourists while retaining the “classic” memories associated with these at-
tractions. 

Disneyland could be a theme park that has not missed much in the experience 
of visitors; it could continuously improve to the point where it has been known 
for a long time as the happiest place on earth but there are some challenges that 
are not obvious. 
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Disneyland should however be willing to accept these challenges and thor-
oughly analyze them as it continues to provide great experiences to guests. 

Mainly, understanding the needs of park visitors and working actively to find 
solutions to challenges is not seen as a sign of weakness for Disneyland, rather it 
is an indication that Disneyland is willing to solicit for improvements for current 
and future guests. 

Comparison with Competing Theme Parks 
To properly comprehend the distinct position Disneyland has within the inter-

national theme park industry, a careful comparison with the largest competitors 
is more than necessary (see Table 7 below). In this portion, Disneyland was com-
pared to Universal Studios and Efteling two renowned amusement parks are fa-
mous for their unique approaches to customer satisfaction with tourists and 
guests, in terms of the three most important aspects of experiences: sensory de-
sign, digital experience, and delivery of great customer services.  
 

Table 7. Comparative analysis of major theme parks. 

Feature/dimension Disneyland Universal studios Efteling 

Sensory design 

Multi-sensory, narrative-rich 
environments with iconic music, 
scents, tactile elements (e.g., Main 
Street, Galaxy’s Edge) 

Emphasis on intense visuals 
and 4D effects in action-
themed rides (e.g., 
Transformers, Jurassic Park) 

Fairytale-inspired, immersive 
natural settings using 
animatronics, folklore, and 
spatial audio 

Digital experience 
Seamless app integration (virtual 
queues, Genie+), interactive 
features like MagicBand+ 

Cutting-edge AR/VR tech in 
rides like The Bourne 
Stuntacular and Super 
Nintendo World 

Limited tech; focuses more on 
tactile and analog experiences 
with minimal screen reliance 

Customer service 
High personalization, cast member 
engagement as part of storytelling; 
staff trained as “story facilitators” 

Efficient but more 
transactional; less emphasis on 
narrative or emotional 
connection 

Emphasis on calm, slow-paced 
service; staff act more as 
guides within a mythical 
experience 

Source: [11]. 
 

Customer Perspectives and Satisfaction Levels 
When examined from the customer perspective, Disneyland’s value proposi-

tion comprises emotional connections and opportunities for creating unforgetta-
ble moments with family and friends. When surveyed about their favorite mem-
ories, participant’s consistently referenced experiences such as meeting beloved 
characters, dining at themed restaurants, and watching spectacular parades as “in-
delible” and “enchanting” memories. Elements such as above-quality interactions 
from cast members constantly in-character during these experiences join together 
to create a strong bond that fosters commitment loyalty that encourages custom-
ers to return again and again. 

Customer satisfaction metrics consistently support the idea that this effect on 
emotions is present among visitors to Disneyland. With an 88% satisfaction rate 
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among customers, Disneyland excels in perceived service quality and the likeli-
hood of return in comparison to its competitors. Reportedly, guests outline their 
experiences as being not only the source of entertainment but rather claimed to 
be personal. This emotive aspect of the visit further allows improvements on Dis-
neyland’s strong brand equity as well as its sustained competitive advantage in 
terms of market share over others. 

While Disneyland has succeeded remarkably well in conducting these emo-
tional aspects within themes and design, it must recognize that when compared 
to Universal Studios, it has fallen behind with regard to immersive technologies 
such as interactive attractions with Virtual Reality (VR) or Augmented Reality 
(AR). As revealed by feedback from the younger generations, there seems to be an 
increasing demand for more advanced technological engagements though it also 
remains crucial to determine how this might work without losing Disney’s magi-
cal character as the foundation of its branding. 

Table 8 highlights key findings and challenges in immersive storytelling. 
Strengths include high visitor agreement on narrative depth and sensory engage-
ment, fostering connection and satisfaction. Challenges involve balancing classic 
and new attractions, inconsistencies in staff interactions, maintaining emotional 
appeal, and addressing technology glitches during visits. 
 

Table 8. Summary of key findings and challenges. 

Aspect Strengths Challenges & limitations 

Immersive storytelling 
High visitor agreement (90%), rich narrative 
depth 

Need to balance classic and new attractions 

Sensory atmosphere 
Multi-sensory engagement (94%) enhances 
immersion 

Overcrowding can detract during peak 
times 

Customer participation 
Active engagement and interaction foster 
connection 

Staff consistency varies; scripted 
interactions 

Emotional branding Strong satisfaction (88%) and loyalty (74%) 
Emotional appeal must be maintained over 
time 

Digital & physical integration 
Positive tech impact (82%), smoother visit 
experience 

App glitches a 

4.6. Conclusion and Recommendations 

Summary of Key Insights 
This extensive study has provided a comprehensive analysis of the experience 

marketing tactics utilized by Disneyland and how they contribute to satisfactory 
visitor experiences and brand loyalty. The research establishes the understanding 
that Disneyland’s unparalleled success is attributed to a well-coordinated strategy 
that entails fascinating storytelling, sensory engagement, and active participation 
by the customers in the magical realm of Disneyland, emotional brand attach-
ment, and seamless incorporation of sophisticated technologies. The importance 
of thematic environments and the multi-sensory environment repeatedly men-

https://doi.org/10.4236/oalib.1113673


F. T. Gebremedhin et al. 
 

 

DOI: 10.4236/oalib.1113673 18 Open Access Library Journal 
 

tioned by the visitors strengthens the findings, which further accentuates how 
memorable and emotionally salient experiences can be attained through such at-
mospheres. Additionally, the incorporation of diverse digital tools such as mobile 
applications and virtual queuing has been perceived as an added advantage, as 
they create a seamless flow and reinforce Disneyland’s commitment to innova-
tion. Insights from managers who interacted with users personally and observa-
tions from the ground confirm what visitors are saying, that constant innovation 
and a customer-centric approach are two of the backbones of Disneyland’s strate-
gic framework. Despite the various strengths articulated above, Disneyland faces 
hurdles that can impact its long-term sustainability, user-friendliness of its tech-
nological instruments, finding a balance between embracing tradition while at the 
same time being flexible in the context of change and innovation. The successful 
handling of these challenges will be a major determinant of whether the park man-
ages to meet the visitors’ needs constantly and achieves a positive reputation among 
the clients. 

Practical Recommendations for Practitioners 
Crowd management is a key area of focus where Disneyland could make im-

provements that would greatly enhance the visitor experience. By leveraging so-
phisticated predictive analytics and real-time monitoring, Disneyland can antici-
pate visitor patterns and effectively manage density levels for maximum enjoy-
ment. Moreover, extending virtual queue systems, integrating real-time updates 
regarding wait times, and enhancing the overall experience for the guests through 
these efforts can be provided to the guests. Concerning technology, Disneyland 
needs to prioritize user-friendliness in its digital tools, like mobile applications. 
By ensuring that the ‘backend’ of these tools is extensively tested and reliable, Dis-
neyland can significantly minimize frustration among visitors, enhance engage-
ment, and retention. Another way to enrich visitor experience is the incorporation 
of feedback mechanisms enabled by these technological tools, which can be used 
for continuous improvement. In addition, Disneyland should seek to maintain a 
careful equilibrium between these two forces of nostalgia and youthfulness by 
keeping the timeless classic rides that people will adore, as well as infusing exciting 
and latest advancements for the younger people in its exhibitions. It would be ad-
vantageous to have regular refits and themed events that would give the visitors a 
chance to check out both the usual and modern wonder of having fun at Disney-
land, this about the fact that the park is still providing entertainment options that 
appeal to a broad range of visitors. Staff training plays a prominent role in Dis-
neyland’s service design, and by building on its strengths in this area, the park can 
provide magic in every interaction and create emotional ties with its visitors 
through frontline interaction. By equipping its staff with the necessary training 
and tools to put their best foot forward in engaging visitors, Disneyland can effec-
tively capitalize on the extremely personal nature of its experience. Lastly, in con-
tinuously developing the multi-sensory aspects of its offerings, including the in-
corporation of sound, scent, and touch, Disneyland could ensure that the immer-
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sion in its attractions remains deep and the emotional grip on the visitors contin-
ues to be vibrant. The success of Disneyland is largely dependent on its narrative, 
and the ability to engage visitors in a creative way as well as make them feel in 
touch with the core of Disneyland and the magic that it embodies. 

Implications for Future Research 
The current research has opened new avenues for more in-depth research in 

the field of experience marketing, and there is a need for future studies to look 
into the long-standing effects of experience marketing on visitors’ loyalty and life-
time values based on bigger and more diversified samples. Additionally, another 
area that would enrich the study is benchmarking studies across other prominent 
theme parks operating in a variety of cultural settings to bring out the differences 
in best practices and obtain a wider view of the regional differences in the use of 
experience marketing and its impacts. Besides, with technological advancement, 
the possible impact of technology is another area that needs more exploration, 
and the use of cutting-edge technologies in the current marketing or marketing 
communications has the possibility of revealing valuable information for theme 
parks that want to stay ahead of the curve in the technological revolution. Yet 
another promising area for future investigation involves the impact of personal-
ized experience marketing reflected by refining the customer experience based on 
visitors’ preferences and behavioral data, as it is the ultimate way of not only en-
hancing but also maintaining the high level of engagement and satisfaction of vis-
itors. 
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