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Background information

The COVID-19 pandemic continues to appear from time to time globally expansive and has
caused considerable losses to large theme resorts. According to the comparison of the first
quarter earnings for fiscal 2021 and the last quarter earnings for fiscal 2019 of The Walt
Disney Company (Business wire, 2021), the revenues of Disney parks, experiences, and
products have declined by about 53 percent. They have a loss of 199 million US dollars.
Since the sales of the ticket, merchandise, and accommodation have accounted for profitable
revenue for Shanghai Disneyland, it is a challenge for Shanghai Disneyland to continually
attract local consumers and stimulate them to more consumption during the restriction of
international travel and strict epidemic prevention policy in China. Under this situation,
‘LinaBell,” the newest character, debuted in Shanghai Disneyland on 29 September 2021.

Marketing Strategy

Behind the debut of LinaBell, it can be seen as a comprehensive marketing plan, and the
following discussion will explain from the perspective of the 7 Ps of the marketing mix.
‘LinaBell,” Disney’s IP product with a value-based price, has a cute and attractive appearance
and has first introduced by Shanghai Disney. This character has benefited from the branding
effect of Disneyland’s character, which leads to significant attention from loyal customers
before the sale. The introduction videos of LinaBell produced by Disney, the well-designed
opening shows in Shanghai Disneyland, and LinaBell’s interaction with the audience of all
parts of the product make this character alive. Additionally, with the spread of short videos of
LinaBell’s interaction with audiences and the introductions of LinaBell from Key Opinion
Leaders and stars on China’s popular social media, including the Little Red book, Weibo,
TikTok, and WeChat official accounts, it has quickly attracted young generations’ attentions.

Besides, for tourists, LinaBell’s merchandise and souvenir as physical evidence have specific
symbolic values associated with the tourist experience of Disneyland and unique
meaningfulness (Wei, 2018). Shanghai Disney has used an ‘Online lottery + Offline
purchase’ selling mode for LinaBell’s merchandise and souvenir to increase the number of
visitors and control the merchandise and souvenir sales.

Outcomes

LinaBell has become the most profitable IP product and has a continuous attraction for
tourists. The popularity of LinaBell has caused the increasing price of Disney early cards,
Disney hotels, and LinaBell’s merchandise and souvenir (Tan, 2021). Since

the hashtag of LinaBell attracted more than 610 million views within three months on Weibo,
which is China’s biggest microblogging site (Dao, 2018), and the short videos featuring the
character of LinaBell have over 350 million views in China’s TikTok (HSBC, 2021),
LinaBell is popular in China. Thus, the new IP product has achieved enormous success in
Shanghai Disneyland.
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