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Background on

Dicney +
&
the ‘Feele (ike

Home” Campaign

The ‘Feele (ike Home” campaign wae targeted to
the third annivercary of the launch of the Dicney
+ ¢lreaming cervice
Dicney+ ic a streaming cervice that providee
moviee and chowe that the Dicney company hae
releaged.
Showe and moviee that are on Dicney+ are

O Star Ware, Marvel Pixar, and even

National Geographic

The app offers various prices of $9.99 and
$512.99 per month and depending on the option
there are cpecial perks attached (cuch ac ESPN
and Hulu)



Key Objectives

Generating Interect to Dicney +

Brand awarenece i¢ crucial to
being a cuccescful company.
Dicney’e goal ic to build more
brand awarenecs with thic
campaign, aiding in ite future

growth.

Social Media Engagement

Ueing cocial media as an outlet
for thic campaign will not only
add to their engagement, but will
allow new and loyal concumere to
congider the differences between
Dicney and other competitore (&
why Dicney ic better for them).

Adverticemente & Tncreace Salec

Having an idea of what content
works for their brand will help
increage engagement, drive cales in
memberchipe, and improve customer
loyalty. Overall the adverticements
they chooce to put out during thic
campaign ultimately controle the
Future of dicney (whether it helpe
grows, or does nothing to help).




According to recearch, the current

Target Audience

target demographic of Dicney + ic

® 23% of cubccribere are aged 18-
34 32% are 35+

® Appealing to families through
diverce content, and fun
vacation/attraction dectinations
(making familiee dieney’s largect
cpenderc).




Adverticin 9:
Ctrategiec
& Tactice

Adverticement Examples:
A Ploce Unlike Any Other
n wal 1 om


https://www.youtube.com/watch?v=dgulLqAKjvk
https://www.youtube.com/watch?v=bjjXPpC-z-Y
https://www.youtube.com/watch?v=BC6lkiBx01c

Ctrategiee

Adverticement Schedule (Product Pocitioning)

Pocitioning referc to the place that a brand occupies in the minde of the
customers and how it i¢ distinguiched from the products of the competitore
and different from the concept of brand awareness

Dicney + hae created a ceriec of videoe to releace throughout the ‘Feele Like

Home” campaign

Momente That (act Forever
Growing Together

A Place Unlike Any Other
SWOT Analysic

SWOT analysic ic a strategic planning and strategic management

technique uced to help a percon or organization identify Strengths,
Weaknecces, Opportunities, and Threats related to business competition or

project planning.

Strengthe: Strong loyal cuctomer bage
Weaknecces: Specific demographic (hacn't really reached out of it)
O,b,bortum't/ec: New mov/ef/ TV releacec to anmounce

Threate: Other ctreaming cervices




Principles of Decign

Balance

Theme

Logo & Slogan

Local Ve National Adverticing

Local adverticing ic ade applied to customers depending on their

location vercus national adverticing ic more on a global ccale.

Competitive Upper Hand

[actice

disneyplus © « ¢
Orgnal susc

surfalbert | totally recommend 1t W &
glitz_B5 VHS VCR omg | feel so ola!

thenameoschelsen VOV

Qv

10,118 likes




Public
Relatione:
Ctrategies
& Tactice



Ctrategiee

Know the target audience: In thic cace
the audience wac any fan of the Dicney
company, especially thoce who are
cubecribed to Dicney+

They know their ctrengthe and
weaknesces: They are at the top of

whatever market they are appealing to but

they receive a lot of criticiom when a chow
oF & movie doe¢ not turn out to be “qood”
O (Book of Boba Fett, Marvel
Eternals, ete...)




- Feele like home prece releace

- Feele like home ¢ocial media poct
(media materiale)

- Newe releace

[actice



https://www.laughingplace.com/w/news/2022/11/11/disney-plus-feels-like-home-campaign/
https://www.youtube.com/watch?v=bjjXPpC-z-Y&t=2s
https://whatsondisneyplus.com/three-new-feels-like-home-disney-commercials-released/

5f'f'ect ivenegs of' Campaiga

While although Dicney + had their moct growth from 2020-
2022: the 2022 ctate (pre-campaign)

® 5729 billion in revenue
® 7372 Z million cubccribere

The current ctats (,bogt—cam,baign )

® 523.57 billion in revenue now (76.77 billion in the time
between the campaign and today)
® 71671.8 million cubgccribere

Overall it ic clear Dieney ic growing as a company, although I
did cee come decreace in the current revenue, but thic could be

becaugse it ic only Q1.

Average monthly revenue per paying subscriber of Disney Plus worldwide from 15t
quarter 2020 1o 1st quarter 2023 (in U.5. dollars)
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