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Introduction

“Marketing the Magic.”

What a pretentious title.

It assumes in just three words that I am not only offering you marketing advice that could change your business, but that there’s something unknowable and mysterious about it, as well. That perhaps I hold a secret that could, if you only knew it, unlock riches beyond your wildest dreams.

Well, as in all magic, there is both truth and illusion here.

The illusion, of course, is that there’s a simple, secret magic word that will fix everything for you. There is no such thing. Finding success in marketing—as in any venture—is the result of mindful study, careful planning, and hard work in the face of risk.

The truth is that there is magic to be found and studied and put to use in our businesses, and for we Disney enthusiasts, it’s a truth we know and love well. The big secret we all know as Disney lovers is that there’s no “real” magic to it at all. Rather, Disney merely does things so well that it seems like the company must have some supernatural power.

The Disney company exemplifies an entity that makes the impossible real. It creates magic every single day through its movies and television shows, theme parks, merchandise, and other products. And they do it all through a vast menagerie of companies and divisions that work together in such a seamless, cohesive manner as to make even accomplished business leaders scratch their heads in wonder.

As my love for all things Disney has grown over the years, and as I’ve ventured forth into business, I find myself studying Disney in all its facets. In my studies, I’ve begun to unearth practical lessons that I’ve been able to apply in my own company—a marketing agency, software consulting firm, and continuing education provider. I’ve decided to distill these lessons into what I hope will be a resource for other business owners and marketers.

I set out (at my wife’s suggestion) to write this book in order to establish a few things:


	A firm grasp on this concept of lessons in marketing inspired by the Disney company

	An excuse to study Disney and call it “work”

	From my results, a foundation on which to build a community of like-minded business and marketing thinkers and Disney enthusiasts



And so here I am, writing the introduction to this book which I hope will be of some use to a small business owner trying to establish her brand, or a marketer looking for a context in which to build a strategy for his company or client. I hope to do this through practical lessons inspired by a Disney marketing campaign, movie, or attraction.

The title of this book and project, then, reflects two goals.

First, to uncover the secrets behind some of Disney’s magic by studying the company I know and love well. Second, to teach you, the reader, how to use these secrets to uncover the magic in your own company and its marketing.

It is an ambitious project.

To that end, let’s talk about what this book is and who it’s really for.

What This Book Is (and What It Is Not)

I’ve wrestled with this idea for months now, and I suspect I will continue to as the book turns into an online blog and a video series/podcast. I believe, however, that I’ve identified a few things the book decidedly “is,” and a few it decidedly “is not.” Let’s start with what it isn’t.

First, this book is not a guide to specific tools or marketing channels. I won’t discuss the details of using the Facebook Power Editor, or the merits of link building for search engine optimization, or how to correctly structure Google AdWords campaigns. Each of those are worthy concepts for study, of course, but there are two big problems:


	They’re beyond the scope of what I want to convey in this book

	The minute I sent the draft of this manuscript to my publisher, the information would almost certainly be out of date



Rather, I want to focus on the “big picture” (which I’ll get into in a moment).

Second, this book will not cover the sales side of customer acquisition. There is a difference between marketing and sales, and I’m terrible at sales. I won’t, therefore, waste your time offering bad advice or parroting good advice that I heard somewhere else.

Third, this book won’t be an in-depth dive into the Disney company, its theme parks, its movies, or any other aspect of its business. There are myriad books out there worthy of your time and money if you’re interested in that, but I am neither a proper Disney historian, nor is it really important to what I do want to write about.

Along those lines, if you are interested in a much deeper look at Disney’s marketing in and of itself, I recommend one of the books that inspired this project: Inside the Disney Marketing Machine: In the Era of Michael Eisner and Frank Wells by Lorraine Santoli and published in 2015 by Theme Park Press. It is an amazing resource from one of the key players in the growth of the Disney marketing machine as it developed from the 1980s through today.

So what is this book?

First and foremost, it will describe a way to think about your own marketing—that “big picture” thing I mentioned a few paragraphs back.

It will help you develop a digital marketing strategy for your company or client based on storytelling techniques. I’ll be using lessons from across the Disney company, including some of its marketing campaigns, movies, and theme parks to provide context along the way.

It’s worth mentioning here that much of what I hope to share is also heavily influenced by the “inbound marketing” movement, a paradigm shift that focuses on attracting customers to your company through your marketing rather than forcing a message on your audience whether it wants to see it or not.

It is at this intersection of “inbound” marketing and Disney storytelling that I hope to offer some useful insight. That said, I am not teaching or focusing exclusively on inbound methodology, but rather combining bits from here and pieces from there, with storytelling for the glue.

Who This Book Is For (and Who It’s Not For)

Now that we know what this book is and what it is not, it’s important to note whom I think it’s good for and who might be better served by another approach or author.

I have in mind a few types of people as “ideal readers:”


	Business owners (preferably with a “niche” business; more on that soon)

	Marketing professionals

	Those who own or would like to start a marketing agency (a combo of the first two)



It’ll also help, of course, if you share at least some degree of appreciation for the Disney company. It’s sort of my shtick.

It’s worth noting that among “business owners,” I’m referring mainly to small business owners (small business can range from one employee to up to a couple of hundred. There’s no one universal description, but I mainly mean “not billion-dollar publicly traded behemoths.”) That’s not to say that I believe the information contained herein will be useless to any business, but rather that small business and small business marketing is what I know best.

Above all—and I mean this vehemently—I want to help professionals who care about their customers. If there was only one lesson that we could possibly take from Disney, it is that the customer—the audience—is what it’s all about.

Who, then, will this book not be ideal for?

Well, if you hate Disney, I suggest you turn elsewhere, but let’s assume that if you’ve gotten even this far, that’s probably not you. Anyone looking to make a quick buck off the latest gimmick or trick will also be disappointed.

Someone who is brand new to business or marketing is not who I’d consider the ideal reader, either. I believe that some foundation in both is necessary in order to obtain the full value of this book, what it teaches, and how it teaches it.

Now, then. I think that’s quite enough about all that. Let’s get into some marketing magic!


PART ONE

The Importance of Story


Chapter One

Inspirations

Plot twist! You’ve been fooled!

Before I dive into the real meat of this humble missive, I’d like to share some of my background and the inspirations that led me to starting this project to begin with.

Like so many of us Disney folks, my love for the Mouse began at a very young age. A child of the 80s, I grew up with some of the great Disney animated classics, from The Fox and the Hound and The Little Mermaid to Aladdin, Beauty and the Beast, The Lion King, Mulan, and so many others through the years.

Then, as a teenager, my love—or rather my original family unit’s love—for the Disney theme parks began. We took our first trip in the inferno that is July in Orlando, two weeks after my father, an accomplished hot-air balloon pilot, had an unavoidable hot-air balloon accident during a race.

He came through it with relatively minor injuries, and our family made it to Walt Disney World for the first time. That week of escape from the nightmare we’d left behind, the joy of experiencing all of the wonder we could in the parks and resorts, and the bonding we shared as a result were, well, magical.

We went every year for a long time after that. Each trip was an utter blast despite “Sergeant Mom” who came out screaming through the gates of the Magic Kingdom area. Did you know that no matter how beautiful Disney’s Polynesian hotel is, you just won’t care when you’re being shepherded through the ridiculously early morning fog toward a monorail so you can be sure to catch rope drop? Who’da thunk it (love you Momma).

Fast forward a few more years to my new wife and me taking our first trip together as a married couple for our honeymoon. The deal was sealed.

So sealed, in fact, that we went to Disneyland for our first anniversary since I was currently stationed just a few hours north for training. We happened to choose the very day that Pirates of the Caribbean 3 debuted inside the Disneyland park. Let’s say the crowds were “abnormally large,” but nothing we intrepid Disney travelers couldn’t handle.

I spent the first four years of my professional life as an officer in the U.S. Air Force, stationed far from family, and so joining the Disney Vacation Club—guaranteeing our family’s time in Disney World—was a logical and wonderful next step. Another year or two down the road and we were annual pass-holding, Disney Visa-carrying, Tables in Wonderland-dining, utterly obsessed Disney maniacs.

My wife went on to become a Disney travel agent while I moved into the world of business. I worked at a local corporation as a software developer for a couple of years, then managed to find enough client work to start my own software company in January 2011.

My wife and I managed to keep the annual passess active and travel to Florida once or twice a year, but it wasn’t enough. I became disillusioned with the software business (and with being the only employee in mine). That’s when the happy collisions that can so often become the catalysts for great things began to occur.

I discovered the vast online community of Disney fans some years ago, but as my love for Disney grew, and as my awareness and appreciation of the fact that I didn’t just “like vacationing there” began to emerge, I really began to dig in.

My first major foray into the Disney community of fans online was becoming a writer for J.L. Knopp’s Disney-Driven Life—an amazing community and blog of like-minded Disney folk. The blog covered myriad topics around the Disney universe, and my little task—which lasted only a very short time because I tend to overcommit myself—was to cover the intersection of Disney and technology.

I managed a few articles, then got busy at work, and that was just about that. I regret not having continued with the DDL to this day.

Still, I wanted to find a place for my “voice” in the Disney community. I was inspired by the many people and brands who’d sprung up with blogs and podcasts covering all things Disney. I knew, however, that I didn’t want to start “just another” online blog covering the theme parks and so forth; there are plenty of people who do
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