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Hong Kong Disneyland- "100 Years of Wonder" & "MAGIC ACCESS" (membership
card)

Theory

STP (Segmentation, targeting, and positioning)
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Background Information

1. The number of visitors to Hong Kong Disneyland has shown a downward trend in recent
years due to the epidemic's impact and tourist distribution to new established Shanghai
Disney Resort and Universal Beijing Resort. The decrease in visitor numbers has negatively
impacted sales of HK Disneyland's tickets and related products, with the park gradually
living beyond its income.

2. The Walt Disney Company (TWDC) approaches its 100th anniversary. Disney companies
worldwide are attempting to launch publicity campaigns and special events to celebrate.
Hong Kong Disneyland would like to seize this opportunity for effective marketing, re-
establish competitive advantages, and increase market share.

3. The Hong Kong Disneyland's fireworks display has been suspended due to the
maintenance and expansion of the "Sleeping Beauty Castle." Along with the period of 100th
anniversary, the firework display also returns to tell nearly 40 stories in the context of Disney
culture.

Marketing Strategies

As we all know, Disney's success lies in conveying brand culture and shaping the brand
image through telling beautiful and meaningful stories. Against plummeting revenues and a
downturn in operations, Hong Kong Disneyland capitalizes on multiple opportunities (The
Walt Disney Company's 100th anniversary, re-opening of. fireworks, etc.) to catch tourists'
eyes to the maximum extent. For one thing, the park has designed a series of exciting new
projects and themed products. And it implements "100 Years of Wonder" with different
monthly themes. For another thing, Hong Kong Disneyland launches "Magic Access" (a
kind of membership card). Marketing strategies are involved in this membership card. This
membership card requires a group of three people to apply, and each person can enjoy 15%
discount.

Reflection:

By "100 Years of Wonder", tourists can attend specific sessions according to their
preferences. This is a complete innovation by Hong Kong Disneyland, through the
dimension of time (not the sites), target at different customer groups. Besides, the
membership card enables consumers to enjoy a unique play experience at a price lower than
the standard rates. Disney has captured the consumer psychology that "enjoying the same
product at a lower price is well worth". Thus, more visitors are willing to visit Disney to
experience and spend money because of the discounts. This will meet Disney's desire to
generate revenue at the same time.
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