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Mickey Mouse may be the face of Walt Disney Company, but the most successful creations were the Disney theme parks. This is due to the organizational structure of Disneyland, as the only product Walt Disney created within the service industry. Famous for his attention to detail, he brought the same focus from his animations to real life. Disney Magic was no magic at all, but instead were a set of values and beliefs deliberately designed by Walt and Roy Disney to bring a quality product to the guest that was unprecedented. The organization’s success were a result of these values and beliefs, and the leadership qualities instilled by Walt were greatly valued even after his passing. Disney’s theme parks was designed to be “picture perfect”, but this was the result of transformational leadership, as well as the organizational structure empowering the employees with tools and motivation. 
 When Disneyland Park was first introduced in 1955, theme parks were known to be dirty. The idea of always exceeding the guest’s expectations is something that is now a standard goal for most companies in the service and hospitality industry. The current Disney Way of Leadership was set in 1977, where members of the organization in leadership roles would lead rather than and human resource management was set in 1977, which details all the leadership responsibilities and focused more on leading than managing, something that is also an industry standard within hospitality. 
Analysis: 
Walt Disney was able to create Disneyland due to his transformational leadership (McShane, Steen, & Tasa, 2015, p. 300). He had a specific vision that was to bring the world from his animations to life. He experimented with the idea of building a theme park that would not be as dirty as the others. He communicated to his Imagineers through his TV show, also titled Disneyland, so they could study human behavior and create the attractions and keep it “spotless and meticulously groomed”. He built commitment towards the vision through management by walking around (MBWA) (McShane, Steen, & Tasa, 2015, p. 237). 
More Disney theme parks and resorts have opened since Walt Disney’s passing. This is attributed to the Disney Magic, list of values and beliefs that every detail needs great attention. Every cast member was trained to perform for their respective roles, and was only allowed to be themselves rather than be in character when offstage, or away from the eyes of the guests, but when guests are present in the offstage areas, the employees are once again required to be in character. While this was mentioned without negative connotations, it can cause undue stress and emotional labour (McShane, Steen, & Tasa, 2015, p. 88). The required knowledge of everything related to the “Disney Magic” is also a form of job enlargement (McShane, Steen, & Tasa, 2015, p. 152), but very thoroughly trained on to make sure that the employees are prepared to deal with various situations they can encounter. 
In order to motivate the employees, every time a cast member would be given a “guest service fanatic” card in recognition of their going above and beyond for a guest. Multiple draws are held monthly in order to promote the idea that success around the organization was to be celebrated. There’s also a variety of other reward programs that encourage employees to act in the best interest of the company, but none as emphasized as the company’s traditions, which is well embedded into everything they do. Cast members are expected to give the guests a meaningful experience, bringing Disney characters to life, and that is their daily core of job task identity and task significance (McShane, Steen, & Tasa, 2015, p. 150). 
There is also an importance placed on multisource feedback or 360-degree feedback.  (McShane, Steen, & Tasa, 2015, p. 127). The organization’s leaders are encouraged to communicate and give feedback to their employees, as well as keeping an open door and an open mind. There’s a sense that customer feedback is well taken into account for the employees and the firm itself, as can be seen from the customer driven-change (McShane, Steen, & Tasa, 2015, p. 378) that Disneyland had to install on the Pirates of the Caribbean attraction. 
While the organization itself has many rules and restrictions, it is still an open system, (McShane, Steen, & Tasa, 2015, p. 6), and thus affected by various stakeholders. Many of these factors directly influence the guest’s enjoyment of the park experience. This also directly influences the revenue, thus influencing the management and investors. Management and investors will then direct employees within the organizational structure to be able to provide results that would once again bring in more satisfied guests. This is directly reflective of the Service Profit Chain Model (McShane, Steen, & Tasa, 2015, p. 95), which has an end goal of bringing in customer loyalty and referrals, reflective of the 70% repeat customer percentage in Disney World.  
Evaluation: 
Disneyland has built its current reputation on the commitment that it has brought Disney Magic to life through a constant reinforcement of the Disney values and beliefs. Going above and beyond guests’ expectations and pursuing excellence can be difficult to maintain, and performance levels cannot be expected to be at their highest at all times. There can also be instances where cast members are not provided with enough motivation to maintain peak performance. 
An alternative to this is to be able to provide the employees with a chance to be out of character, and interact with guests not as a cast member, but as themselves. This may encourage the guest to provide a different type of feedback while showing them a more human side of the park. The advantage of being able to receive new input should be valued and also lessens the cast member’s requirement to be tense all the time. Most cast members are already well versed in knowledge of Disney, and therefore doesn’t need much more training to be able to take part in job rotations (McShane, Steen, & Tasa, 2015, p. 151). This new way to interact with guests can be introduced as a form of empowerment that allows the employee to adjust their own job descriptions. Feedback is encouraged throughout the organization, but most of the communication seems to be from leadership positions towards employees. Even customer feedback that resulted in changes in attractions could only be done so when those in leadership positions decided to change them. Disneyland’s purpose is to bring characters to life, but it does not appear to be room for employees to add their own ideas to those characters or attractions. This may deter creativity and cause employees to be bored with their work. 

The downside to allowing more creative freedom of characters is that it could create information overload (McShane, Steen, & Tasa, 2015, p. 224) for the employees, as they are required to be in character already. A change of work situation around them could result in more stress for some, requiring the employees to take on new responsibilities that they were not previously prepared for. It may also create ambiguities between what people’s perception of Disney is, especially for the loyal return guests who have a strong sense of attachment to the characters. Also this empowerment may not be seen as meaningful reward for some, but rather just simply more stress added to their jobs. It’s not a one size fit all model that can be applied and expect a certain type of results, as there will be noticeable changes in every regard. 
Final Recommendation: 
While Disney’s model does encourage creativity, there’s a strict set of restrictions that limit ways that employees can be creative. If a new way of interacting with guests were to be introduced, it has to be available to every employee, but remains optional. If a cast member wishes to act as merely a guide for the area rather than a character, then they could provide that for guests while presenting themselves as an official member of the crew out of costume. For most of the stakeholders in Disneyland, they would have noticed changes throughout the years, yet management have never allowed customers to see behind the mask in offstage areas. Perhaps some would want to see yet some wouldn’t, and it could result in loss of the Disney Magic, or it could result in something more for the guests, the cast members, and the leaders. 
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