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Rebranding Disney Stores
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( Before You Read )

ROEMICEZZL &£ 5o

1. Have you ever been to a Disney store? If yes, what did you think of it? If no,
would you like to visit one someday?

2. Have you ever been to Tokyo Disneyland or Disneyland in any other countries?
If yes, what did you enjoy most? If no, would you like to visit one in the future?

3. What is your favorite Disney character, Disney TV program, or Disney movie?

 Vocabulary )

BOARERE RIS URY, BE2EXAREL £,

1. strategic ( ) 6. install ( )

2. aggressive ( ) 7. merchandise ( )

3. hub ( ) 8. unveil ( )

4. makeover ( ) 9. lavish ( )

5. estimate ( ) 10. notable ( )
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( Reading Passage )

© cp1-02

drastically [ X% #J(Z. Kigi]
overhaul [RET]

cut back [Hlig - #&/)v9 3]

put into motion
[(EE%E) EITICHET. B
7]

reboot (Y1 EZ. —%1. B
HCE]

flagship [EhiES
(= flagship store) |

akin to [~ &R - |Llo]

an array of [—®]

clamor to [~ %< Bk T
3]

bolster [#i&d 3. %#L
3]

embedded [B&HiAZh 7]
activate [i2E) - fEEI&¥ 3]

Princess tiara [ERRDE5E ]

The Walt Disney Company, with the help of Steven P.
Jobs and his retailing team at Apple, intends to drastically
overhaul its approach to the shopping mall.

At a time when many retailers are still cutting back or
approaching strategic shifts with extreme caution, Disney
is going the other way, getting more aggressive and putting
into motion an expensive and ambitious floor-to-ceiling
reboot of its 340 stores in the United States and Europe—
as well as opening new ones, including a potential flagship
in Times Square.

Disney Stores, which the media giant is considering
rebranding Imagination Park, will become more akin to
cozy entertainment hubs. The chain’s traditional approach
of displaying row after row of toys and apparel geared to
Disney franchises will be given a high-tech makeover and
incorporated into a new array of recreational activities. The
goal is to make children clamor to visit the stores and stay
longer, perhaps bolstering sales as a result. Over the next
five years, analysts estimate that Disney will spend about
$1 million a store to redecorate, reorganize and install
interactive technology.

“The world does not need another place to sell Disney
merchandise—this only works if it’s an experience,” said
Jim Fielding, president of Disney Stores Worldwide.
The company plans to unveil the new look in Southern
California, Long Island and Madrid, and is close to signing
a lease for that Times Square flagship.

Theaters will allow children to watch film clips of their
own selection, participate in karaoke contests or chat live
with Disney Channel stars via satellite. Computer chips
embedded in packaging will activate hidden features. Walk
by a “magic mirror” while holding a Princess tiara, for
instance, and Cinderella might appear and say something
to you. It’s your birthday? With the push of a button, eight
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13-foot-tall Lucite trees will crackle with video-projected
fireworks and sound. There will be a scent component; if
a clip from Disney’s “A Christmas Carol” is playing in the
theater, the whole store might suddenly be made to smell
like a Christmas tree.

The makeover happened only after much internal debate
at the company. Indeed, some Disney board members
fretted that the concept was so lavish that parents would
try to use the stores as day care centers. Others worried
that people would come for the entertainment but not buy
anything. “It’s time to take risks,” Mr. Fielding said he told
them. “When consumers are ready to spend again, we will
be ready.”

The involvement of Mr. Jobs, the Apple chief executive
who joined the Disney board with the 2006 acquisition of
Pixar, is particularly notable. For the first time, Mr. Jobs’s
fingerprints can be seen on Disney strategy, in the same
way that he influenced the look and feel of Apple’s own
immensely popular retail chain. While Mr. Jobs did not
personally toil on the Imagination Park concept, he pushed
Disney to move far past a refurbishment.

“Dream bigger—that was Steve’s message,” said Andy
Mooney, chairman of Disney Consumer Products. Mr.
Jobs provided access to proprietary information about the
development and operation of Apple’s highly successful
stores, and Disney executives visited Apple’s research
operation. Mr. Jobs also insisted that Disney build a
prototype store to work out kinks, a costly endeavor that
most retailers skip. The company followed his advice. The
prototype was crucial to shaping an overall philosophy.

Disney will adopt Apple touches like mobile checkouts
(employees will carry miniature receipt printers in their
aprons) and the emphasis on community. The focus on
interactivity—parents will be able to book a Disney Cruise
on touch-screen kiosks while their children play—reflects
an Apple hallmark. Employees can use iPhones to control

Lucite tree [7 7 U JUEilg
BWOK] b—H1 bISEEE)

crackle [NFNFEEILT
3]

scent [ICBV, &)

board member [BU#H%S -
BESD X N—]

fret [BE935. 15153 3]

fingerprint [#E#] (CCT
13 ME->Z W L5 OR)

immensely [FEEIIC. &£T
2%%<]

retail chain [/\EEF—> |

toil on B> THEL. B&
IZ8hT 3]

refurbishment [, RIFT.
—%]

proprietary information
[t R, EhER

prototype [FEE., ikl

hallmark [B3L 2458 458 ]
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titan [EA]

fleet [—H]

pitch [ V3AE)
(cf. 55 ¥A#0O k1L sales
pitch)

pit %3]

top-tier [—# D]

Ferris wheel [#E= |
outpost [iE. H5H#E]

jazzup [RFICT 3. ICF
PHICHN T3]

razzle-dazzle [IkF & E1z.
KiF & HEH]

those high-tech trees.

Disney is a merchandising titan whose licensed consumer
products generated $30 billion in global sales last year, up
from $12 billion when Mr. Mooney joined the company a
decade ago. But Apple is king of the mall. Its fleet of stores
generated sales of about $4,700 a square foot in 2008, by
far the highest for any retail chain.

The Disney board approved the Imagination Park concept
after touring the prototype and receiving hand-made books
from Mr. Fielding that pitched the concept as “the best
30 minutes of a child’s day.” Now Disney is bringing in
landlords, trying to pit them against one another to secure
top-tier locations and favorable leases.

Dressing up a toy store with entertainment is hardly
new. F.A.O. Schwarz has its famous floor piano, Toys “R”
Us operates a Ferris wheel inside its Times Square outpost
and American Girl jazzes up its retail outlets with theaters
and doll hair salons. But the emphasis on programming—
via the theaters, Disney is essentially creating a mall-
based television channel—and the degree to which the
media giant is pouring on the razzle-dazzle in every store

is unusual.
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(_ Grasp the Main Points )

AXDAHBIZE>TWVBREDICIET,. BE-oTWVWBHDICIFFEEXZANCEL £,

1. A lot of retailers are taking aggressive measures in the economic downturn
by renovating their stores in the U.S. and Europe. ( )
2. The makeover of Disney Stores will cost $1 million in total. ( )
3. In order to improve sales of merchandise, Disney Stores are going to display
more Disney-branded products. ( )
4. In the new Disney Stores, children will be able to watch their favorite film
clips, sing songs from the cartoons, and communicate with Disney Channel
stars via satellite. ( )
5. The new Disney Stores will adopt a high-tech checkout system and emphasize

interactivity and entertainment. ( )

( Look for Specific Information )

AXDARICE> TV IR ERVEL &£ 5o

1. How did the board members react to the makeover plan for Disney Stores?
a. They were all enthusiastic about the plan.
b. They had to convince Mr. Fielding, the president of Disney Stores
Worldwide, of the importance of rebranding the Disney Stores.
c. Some were concerned that the customers would come to the store for the
entertainment but not purchase products.
d. They were hesitant to adopt Apple touches like mobile checkouts.

2. What did the Apple chief executive Steve Jobs tell Disney they should do?
a. He advised Disney to build a model store to see how it would work in practice.
b. He advised Disney to visit other retail stores and learn from them.
c. He insisted that Disney should build a research center.
d. He insisted that Disney should create a hand-made book for the customers.

3. What is the main concept of the new Disney Stores?
a. Dream bigger.
b. It’s time to take risks.
c. Disney is a magic mirror.
d. The best 30 minutes of a child’s day.

Unit 1 Rebranding Disney Stores 5



( Summary )

TARICHTII LRI EZEATEZAN, COTHRELEL £ 5, © cp1-03

Disney’s aggressive (" ) to the re-launch of its fleet of stores has
the fingerprints of Apple chief executive and Disney board member Steve Jobs
all over it. After he urged them to go further than simply a (* ), he
gave them proprietary information about the hugely successful Apple stores.
The new (* ) entertainment hubs that Disney is creating will
have some Apple (* ) like mobile checkouts and an emphasis on
community. Disney is going against the (* ) trend of cutbacks or
caution being followed by other retailers. It hopes that children will clamor to
experience the new stores and, through parents paying more, the company will

see greater (* ).
renovation touches interactive
prevailing approach profits

(_ Discussion Topics )

RDBPEYTIZOWT, 77AXA—bFERELE-THEL &£

1. Do you think the new plans for the Disney Stores will be successful?
2. Which features of the new Disney Stores appeal to you the most?
3. Why is Disneyland so popular?

(_ Research and Presentations )

RDBMEY ZIZOVWTHAN, 77ATHRRLTAEL £ D,

1. On the internet, research the corporate strategy/corporate philosophy of a
large company. Report to the class on what its aims are.

2. Choose a retailer that needs a makeover. Make a presentation on what you
think the problems are and what you would do to improve the company’s

performance.



