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Abstract 

As consumers, we often like to make a counterbalance between advantages and disadvantages 

when buying products, but to some extent it can be argued that we, at the very end, buy with 

our hearts. This is one the challenges that organisations face when promoting itself and its 

products. Organisations can be talented, innovative and successful in its communication, but 

in order to gain success, it will take someone to appreciate the doing.  

 

Storytelling is a branding strategy that is being increasingly used by companies to 

communicate values and to build trust with stakeholders. When moving brand storytelling 

from traditional communication channels to online channels, this marketing strategy reaches 

new heights as communication has become faster and more efficient and stakeholder 

relations have become ever more important. Director of distribution for Walt Disney 

Interactive states that it is important for Disney to define the social media objective and to pay 

attention to people: “…our engagement on the platforms is centered on two main principles: 

reach families and Disney enthusiasts and share content that our guests are compelled to talk 

about and share”. On the basis of this, we have sought to examine:  

 

Why is Disney’s storytelling an important part of the company’s branding on the social media 

platform Facebook? 

 

In order to answer this problem statement, this thesis focuses on stakeholders’ role on social 

media, which storytelling strategies Disney makes use of, how these strategies create value, 

and finally how brand equity is perceived in Disney’s use of storytelling on Facebook. In order 

to examine these areas of interest, two questionnaires have been conducted to collect 

knowledge about how Disney’s Facebook users perceive the Walt Disney Company and to 

collect knowledge from practitioners who hold experience within the marketing spectra. 

Furthermore, information and data from the internet have been collected to examine 

interaction and behaviour on online media platforms. Disney’s Facebook page has been 

studied thoroughly with a special view to Disney’s posts and stakeholder comments in order 

to obtain an image of Disney’s storytelling features on this social media platform. This has 
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been done using netnography as a research method to observe online communication 

platforms. 

To be able to discuss how the Walt Disney Company manages to brand itself on Facebook, a 

theoretical framework has been included. Content marketing and storytelling are closely 

related concepts. In this thesis, the latter focuses on an outline of the differentiation of 

storytelling types and features and moreover, how it relates to branding and strategy. In 

addition, the concept of interactional features has been used in order to analyse specific 

communicational strategies used in storytelling on chosen posts on Disney’s Facebook page. 

To be able to measure the effect of the strategies used and how these are perceived, brand 

equity has been a means to measure Disney’s brand value and strength. Since the situational 

communication is assessed on a social media platform such as Facebook, stakeholder theory 

in a social media context is included to stress the fast and efficient communication, and to 

which extent the communication flows on social media.  

 

This thesis finds that a social marketing strategy such as brand storytelling on Facebook is 

beneficial for Disney, as it seems to be able to build value and trust around its brand. Disney 

provides its Facebook users with stories in which the users can relate and in which they can 

identify themselves. Disney is a company whose products relates self-evidently to the concept 

of storytelling because animation- and movie stories are a part of Disney’s product portfolio. 

From the analysis, it is evident brand storytelling attains great attention as Disney’s use of e.g. 

emotional features go straight into one’s heart. When dealing with brand storytelling on a 

social media platform such as Facebook, the stories are quickly liked, commented or shared 

which creates awareness of the Disney brand beyond its own Facebook page. The audiences’ 

perception and interaction is important as it can influence others to connect with Disney on 

Facebook. This storytelling strategy can increase brand awareness, which is important to all 

companies in today’s rapid-changing society. 

 
 

Keywords: storytelling, organisational branding, brand equity, stakeholders, social media. 
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Prologue – The Story of a Brand 

Once upon a time there was a man called Walter Elias Disney who loved to tell stories for 

both children and grown-ups. He had this amazing fantasy and people loved to hear his 

stories. He believed that the idea of sharing his stories with people from far far away was 

an excellent idea because he wanted to share his passion with everyone – he believed that 

stories are a great part of us all. A long time ago in 1923, Walter started a new adventure 

by creating his own cartoon studio in Hollywood. Walter was a quick learner, and he soon 

discovered that he was not a good illustrator – his passion was to tell and discover stories. 

His new adventure was called ‚The Walt Disney Company‛ and was founded together with 

his brother Roy Oliver Disney. Roy was a great support for Walter because he managed 

skills within finance and project management, whereas, Walter was the viosnary dreamer. 

He finally lived out his dream – he was now able to reach a borader audience 

 

Walter was a very happy man. The Walt Disney Company started by telling its stories 

through short films. His success was great and his excellent storytelling skills became the 

corner stones of the continuous growth of the company. But soon, after the introduction of 

his new character Mickey Mouse and the full-length movie ‘Snow white and the seven 

dwarfs’, the success of The Walt Disney Company really took off. One day, Walter Disney 

died and the whole Disney kingdom was in great dole – how could the company survive 

without the dreamer and a great great storyteller. 

 

The Walt Disney Company fought a great battle to keep the company and the stories alive 

after the death of its founder. In addition to Walter’s death, the Walt Disney company had 

to deal with challenges that the Walt Disney Company through its time had had a 

continuously battle with – time, societal development and technology. These three dares 

were aspects that Walter and the Walt Disney Company could never evade.  
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Dark clouds were hanging over the company but the Walt Disney Company was not easy 

to scare!   

 

The Walt Disney Company was faced with a great and terrifying technological feature – 

the internet. This was in the Disney kingdom referred to as ‘the darkness’. 

How could the company ever go through this darkness? – and would it ever become a 

darkness to overcome  

To be continued…   
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1. Chapter: It all Started with a Mouse 

1.1. Introduction 

Today, marketing strategies have reached new heights. During the years traditional marketing 

seems to have moved towards new distribution channels such as the internet. This has 

improved the interaction between businesses and stakeholders due to the accessibility and 

the various opportunities to communicate. In 2008, a study of consumer online behaviour was 

made by International Data Corporation (IDC). It found that online users spend more time 

surfing the web than watching TV and reading newspapers and magazines. Program director 

from the department of Digital Media and Entertainment at IDC explains from the study: 

“…advertising budgets will continue to be shifted out of television, newspapers, and magazines 

into Internet advertising”. (International Data Corporation 2008). This indicates a move 

towards online marketing, which may require a different kind of attention from an 

organisation’s marketing department. Customers and other stakeholders no longer play an 

inactive role as recipients with reference to traditional marketing, but are now actively 

searching information themselves. In this sense, it can be argued that consumer behaviour has 

changed. Korosec (2012), business journalist, stresses that “… customers would rather seek out 

brand and product information than be bombarded by it” and that it is important to 

“…build[ing] client relationships by acting more as partners than just providers”. Building 

relationships seem to require distribution of marketing material that is interesting enough for 

stakeholders to engage in. This is emphasised by Due (2012), Ph.D. Chief Consultant at 

Kforum, who stresses that potential customers are now attracted by the quality of the content 

distributed. Also, he underlines that an organisation will only succeed in its content marketing 

if it devises a content strategy. He argues that if there are no consumer demands regarding 

the information provided in the organisations’ content marketing, the result will rather be 

irritation than consumption (Due, 2012). On the basis of this, content marketing seems to 

have a great impact within an organisation’s marketing strategy.  

 

As the internet has become a more dominating part of our everyday lives, not least for 

organisations, this thesis questions how an organisation manages to market itself on a social 

media platform such as Facebook. It does not only question how it manages to utilise this 

relatively new communication channel, but also how organisations are able to create content 
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on social media that attracts stakeholders. To be able to apply the theories in practice, the 

Walt Disney Company will figure as a case study. 

 

Disney communicates through many various media channels both traditional channels such 

as ads and TV-commercials, but also new channels such as Facebook, Twitter, and YouTube 

(Disney, Social Media Index 2014). The Walt Disney Company has a great focus on different 

social media platforms, and this is a part of its overall communication and marketing 

strategy: ”The Walt Disney Company is committed to providing our fans and social communities 

with exciting new content and experiences, allowing them to connect with their favorite brands, 

characters and stories anywhere, at any time, on every platform” (Disney, Social Media Index 

2014). It is evident that Disney focuses very much on social media as a marketing channel. In 

all, the company has over 1000 accounts on different social media platforms and 

approximately 200 different sites on Facebook (Hansson 2010).  

 
1.2. Problem Statement 

According to Amanda Grant, director of distribution for Disney Interactive, it is important for 

Disney to define the objective of the strategy and to pay attention to how people, who visit 

Disney’s Facebook page, make use of the platform. Amanda Grant states that “Simply put, our 

engagement on the platforms is centered on two main principles: reach families and Disney 

enthusiasts and share content that our guests are compelled to talk about and share” (Gustin 

2012). On the basis of this statement, it is evident that Disney’s presence on social media plays 

a great role in Disney’s marketing strategy. In relation to Disney’s marketing strategy, 

storytelling, it is crucial for Disney to excel, because its products concerns stories – this is 

what the company is selling (Grant 2011).   

 

In relation to today’s challenges with changed power relations on social media and the 

strategy outlined by Amanda Grant, this thesis seeks to examine among others how Disney 

manages to use the strategy of storytelling on a social media platform such as Facebook. On 

this social media platform, Disney has several pages concentrated around specific business 

areas. This thesis focuses on Disney’s main site “Disney” where it in 2014 holds approximately 

47 million fans. Social media marketing with focus on brand storytelling is a relatively new 

area that needs special attention because we are in a time where the opportunities of these 
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media are being explored. Thus this thesis” focus on storytelling on Facebook is rather 

relevant in a business context because companies are in the exploiting phase where there is 

not one right answer in how to approach it. Disney and its marketing strategy been studied in 

depth by others. By this thesis, we seek to elaborate on these findings by focusing especially 

on storytelling as a marketing strategy and how this intertwine with the Disney as a company 

and its marketing strategy. 

 

In connection to the strong and well-known brand that Disney has established in connection 

with its animations and movies, we find it interesting to examine:  

 
 

 

Why is Disney’s storytelling an important part of the company’s branding on the social 

media platform Facebook? 

 

 

In order to obtain an understanding of how a company such as Disney manages to use 

storytelling on a social media platform such as Facebook, and how its stakeholders perceive 

this strategy, the following research questions will help to enlighten the main question stated 

above. 

 
Research question 1 

Stakeholder participation has become ever more important with the increased use of social 

media in business communication. How is this increased activity influencing Disney’s 

storytelling of its brand on social media?   

 

Research question 2 

Which strategies within the spectra of content marketing and storytelling does Disney make 

use of?  

 

Research question 3 

How are Disney’s stakeholders a means to tell Disney’s story through Facebook? And how is 

Disney through Facebook using the stakeholders to brand the company themselves? 
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Research question 4 

How is brand equity perceived in Disney’s use of storytelling on Facebook? 
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1.3 Concept Definitions 

This section offers an overview of important concepts that will be used in this thesis. 

Furthermore, it will explain how these concepts are understood and perceived in accordance 

with this thesis by offering a definition to the terms used.  

 
Concept Definition 

Storytelling According to Boje (1991), a storytelling organisation can be defined as: “A 

collective storytelling system in which the performance of stories is a key 

part of members’ sensemaking and a means to allow them to supplement 

individual memories with institutional memory”. 

This means that storytelling is a means companies use in order to create a 

coherent image with both the individuals’ perception together with the 

companies’.   

 

In this thesis, storytelling will be used as a concept related to marketing of 

the Disney brand but also with storytelling as a way to express Disney’s 

values. This will be elaborated upon in section theory (5.2) 

 

 

 

 

 

Defining the Concept of 

Online Marketing 

In order to avoid confusion in online marketing and social media 

marketing, the two terms are presented. As we are processing data that is 

internet-related the two terms will appear in this thesis. 

 

Online marketing is when a company communicates through web-based 

media channels in order to gain attention to its products or its brand. 

When a company utilises the internet in a marketing context, it typically 

strives to communicate a message to its stakeholders. 

 

A Question of terminology 

- Social media marketing 

Social media marketing is content created on social media platforms. 

Murdock emphasises that marketers operate inside of social media 

platforms and as they produce content, they place it inside of these 

networks (Murdock 2012). 

 

Stakeholders of Disney on 

Facebook 

This thesis focuses on three kinds of public who are defined in a social 

media context as we deal with Disney’s users on Facebook. However, 

other terms are related to the stakeholder concept which will appear 

below. The term stakeholders will be used synonymously with: 

 “Internet users” 

 “Target group” (A group that appears as receivers of a message). 

 “Creative consumer” (An internet user who adds value to the internet 

(section 4.1.1). 

 “Audience” (The receivers of messages send by Disney is considered 

an audience in a storytelling context). 

 “Social media inactive”, “Social media follower” & “Influential social 
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media creator” (Three kind of public that influence the internet on 

different levels (section 5.4.3)). 

 

Section 5.4.2 focuses on stakeholders on social media and appendix A 

offers a short discussion of Disney’s audience on Facebook. 

 
Table 1: Table of Concept Definitions (Project Group 2014) 
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2. Chapter: Where the Magic Began- Methodology and Thesis 

Design 

This section will encompass an outline of our approach to this thesis and the gathered data.  

First, an elaboration of theory of science will function as an explanation to how we have 

approached this thesis. Thereafter, an assessment of our data collection will explain how we 

have how we have approached our data collection through an elaboration of the data 

collection process and the research design. This will be followed by an outline of our choice of 

theory in connection with this thesis. Last, an elaboration of our research questions in the 

context of our theory and methodology used will appear. 

 

2.1. Scientific Paradigms 

In order to provide this thesis with research that matches our problem statement, it is 

relevant to determine which scientific paradigm that has been followed. When defining what a 

paradigm is, Guba (1990, 17) stresses that a specific definition of this term is difficult to find. 

However, he refers to the person most responsible for bringing the concept into our 

awareness, Thomas Kuhn, who himself used the term in no less than 21 different ways. This is 

not considered a hindrance for Guba, as he believes “…that it is important to leave a term in 

such a problematic limbo, because it is then possible to reshape it as our understanding of many 

implications improves”. (Guba 1990, 17). 

 

According to Guba, a paradigm is ”… a set of beliefs that guides action, whether of the everyday 

garden variety or action taken in connection with a disciplined inquiry” (Guba 1990, 17). 

According to Guba (1990, 18), “A set of beliefs” is related to three basic questions that 

encompass the ontological question that concerns “what is” or “what is the nature of “reality”. 

Second, the epistemological question regards “how we know” or “what is the nature of the 

relationship between the “knower” (the inquirer) and “the known””, and finally, the 

methodological question that concerns “how should the inquirer go about finding out 

knowledge” (Hudson and Ozanne 1988) (Guba 1990, 18). In other words, a paradigm can be 

defined as“…the basic belief system or worldview that guides the investigator, not only in choices 

of method but in ontologically and epistemologically fundamental ways” (Guba and Lincoln 

1994, 105). Overall, ontology, epistemology, methodology, and paradigm are key concepts in 
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the philosophy of social science and for many researchers the questions above can be related 

to each other as a “framework” (Eriksson and Kovalainen 2008, 12-13). 

 

These questions can be approached in various ways, but in relation to marketing 

communication, research is related to the constructivist/interpretivist or positivist/realist 

paradigm. According to Daymon and Holloway (2004, 3) the collaborative dialogue in 

marketing communication has become more prevalent and they state that qualitative 

research “…has the potential to enable this to be achieved”. The constructivist paradigm is 

often associated with qualitative research and here, it is important to stress that this 

perspective is not definitive which is also supported by Daymon and Holloway (2004, 3). 

Furthermore, the constructivist paradigm emphasises a relativist view that emphasises 

factors such as subjectivity and intangible mental constructions that can occur in an 

individual’s reality or in a group. In relation to this, it is important to notice that 

“Constructions are alterable, as are their associated "realities"” (Guba and Lincoln 1994, 110). 

On the other hand, a positivist approach is generally associated with quantitative research 

that emphasises a realist position, which according to Hudson and Ozanne (1988, 509) means 

that the positivists “…tend to take a realist position and assume that a single, objective reality 

exists independently of what individuals perceive”.  

 

Since this thesis seeks to obtain an understanding of how storytelling on social media 

functions today, the position towards the constructivist/interpretivist paradigm has been 

taken. This means that this thesis will focus on how storytelling on Facebook is used and 

constructed by Disney and furthermore, how the communication is perceived by Disney’s 

stakeholders on this particular social media platform. In relation to the constructivist 

paradigm the approach to this thesis would contain a qualitative research method, however, 

we found it necessary to pay attention to how we could obtain the best results in order to gain 

an understanding of the tendencies shown in our collected data, which will be further 

elaborated upon in section (section 2.2.1.1). Factors such as accessibility and time as further 

elaborated in section 2.2 were determining factors when choosing to mainly involve 

quantitative research with a qualitative touch. The quantitative research method is, in 

contrast to the qualitative research method, often associated with numbers and tangible 

measurements. However, we have designed our research method in a way that combines the 
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two research methods, which in section 2.2.1.1 is outlined as a “mixed method” research. The 

reason for this is that we conduct two questionnaires using both closed questions for 

measurement and tendencies (quantitative) whereas the open questions are asked in an 

interview-inspired way (qualitative). Our aim is to indicate that we have made deliberate 

choices in our approach to this thesis and our problem statement, and thereby to 

communicate our worldview to our readers. This stance is somewhat substantiated by 

Harvard (2008), who states that ”…worldview [is] not mutually exclusive – merely to hold on to 

while you think about the purposes of conducting the specific type of research you undertake”. 

 
In order to collect satisfactory data we have made several considerations. The collection of 

data has been an on-going process as we continuously have gained knowledge within the 

chosen theoretical field and thereby reached a point where the data approach and focus area 

needed to be reconsidered. This process can be related to the principle of the hermeneutical 

spiral where understanding and interpretation of text is linked through a spiral’s movement – 

one moves back and forth between interpretations of the smaller parts of a text or situation 

and the situation or text seen in a broader context (Pahuus in Collin and Køppe 2003, 145). 

These smaller parts can in this context be related to the pre-knowledge that we, as 

researchers, possessed which has been developed through data collection. Also the smaller 

parts can be seen as the responses that Disney gets from its stakeholder’s through its abilities 

to tell stories on Facebook. In this way, we have moved from analysing the external situation 

where we possessed the knowledge of the presence of Disney on Facebook to focus on the 

environment in which Disney communicate with its stakeholders through storytelling. When 

moving further through the spiral and expanding our knowledge, one is able to ask more in-

depth questions concerning the problem area and find data and information that is relevant to 

the focus of scope. 

 

2.2. Data Collection  

The empirical data for this thesis is based on both primary and secondary data. Primary data 

is when the collected data is gathered by the researcher himself, whereas secondary data is 

data gathered by others. In this thesis primary data centres around two questionnaires and a 

case story observation of Disney’s Facebook page. Secondary data will be used to elaborate 

our findings and analyse our research questions. This data will involve data involving Disney, 
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articles, cases, and books to discuss claims made on the background of primary data and our 

research questions. 

 
2.2.1. Primary Data 

Our primary data collection is focused upon two questionnaires and Disney’s Facebook page. 

This section will explain how we have approached the two data collection methods. First, we 

seek to clarify our theoretical and methodical considerations with our questionnaires. Second 

the netnographic research method will appear in order to explain our approach to study 

Disney’s Facebook page – with regard to both Disney’s communication and the stakeholders’ 

comments and interaction.   

 

2.2.1.1. Quantitative Research 

The quantitative research method has been the main focus of our data collection. We have 

conducted two questionnaires because we wanted to examine social media users’ position to 

Disney’s Facebook page and of social media in general. Furthermore, it was in our interest to 

enlighten how Disney’s stakeholders use the social media platform, Facebook.  

 

We chose to conduct two online questionnaires because this method “…provides a 

quantitative or numeric description of trends, attitudes, or opinions of a population by studying 

a sample of that population” (Creswell 2003, 153). Since we sought to examine tendencies in 

Disney’s Facebook society and in Disney’s marketing strategies perceived by professionals, it 

was necessary for us to use questionnaires as a research method. As we recognise the 

necessity of the opinion of both laymen and experts, we conducted a survey on Facebook and 

a survey on LinkedIn. Also, we have paid attention to the nationalities of our stakeholders. As 

Disney is an international recognised company, we have considered it necessary to reach a 

broad audience in order to obtain the best general perspective on our subject. Also, the aspect 

of multitude has been a part of our considerations in order to be able to find a tendency in the 

answers given. 

 

According to Bryman (2012, 160) it is important that the problem statement is 

operationalised in the questionnaires. This was a natural process of our considerations to 

implement in both questionnaires in an attempt to gain clear answers relevant to the problem 
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statement and the chosen theory, which we have argued for in the tables in appendix B 

(Thisted 2010, 110). Furthermore, it is important to identify the purpose of the questionnaire 

and the research design when outlining the basis for the survey. On the background of this, we 

have used Bryman’s classification of question types (Bryman 2012, 253) which is explained in 

appendix B in order to cross check to what extend the purpose of the question and the ideas 

behind correspond (Creswell 2003, 154).   

 

Another aspect that needs consideration before formulating the actual survey is the target 

group. Our respondents have been selected due to a reflection How to gain relevant and useful 

answers from stakeholders. It has also been important  to find the happy mean between 

stakeholders that are able to offer critique and to reflect on how a given communication 

strategy is used but also to listen to stakeholders that just follow their intuition and answer as 

response to how they feel, which we have found important due to this survey (Creswell 2003, 

156). An outline for our choice of target group will be presented in the section 2.2.1.3.  

 

A questionnaire can be considered a quantitative research method because the purpose is to 

explore a tendency in a given society. Often questionnaires are constructed in a way to 

measure or compare numbers (section 2.1). However, in order to examine and support our 

problem statement our questionnaires are constructed as both open and closed question 

types (Bryman 2012, 246). This can to some extent be considered a mixed method research 

approach because through our questionnaires we use the closed questions for measurement 

and tendencies whereas the open questions are asked in an interview-inspired way (section 

2.2.1.4). With this approach it can be argued that we are constructing data in order to obtain 

knowledge that can benefit our discussion with regard to our problem statement.  

Open questions seem to share characteristics with the qualitative research method because 

our open questions are less structured than it normally would be in a quantitative research 

survey and the focus is more on the respondents’ experiences and own perspectives than it is 

on something measureable (Bryman 2012, 470). Furthermore, the open questions are 

concerned with us as researchers and our point of view. The questions are asked on our terms 

and can function as either a verification or falsification of our statements. The last feature that 

argues in favour of our open questions is related to the qualitative interview method.  
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Through the open questions, we are hoping to obtain rich and detailed answers that can help 

our understanding of the given topic (Bryman 2012, 470). On the basis of this, it can be 

argued that we are using a mixed method strategy in our questionnaires. According to 

Creswell (2003, 17) this research method allows the researcher to ask both open- and closed-

ended questions and the data outcome depends very much on both statistics and textual 

analysis.  

 

According to Newmand and Benz, 1998 (in Creswell 2003, 4) a research method is not 

either/or. However, a reasearch tends to be more influenced by either the qualitative or 

quantitative approach. This is also evident through our survey because we have wanted to 

examine personal opinions and behaviour as well as measure tendencies through closed 

questions. A disadvantage of using this method is that we presume that the respondents are 

willing to answer in-depth and truthfully to our open questions. This may not be the case, 

because it requires more from the respondent. Furthermore, “[T]he data need to be 

transformed in some way so they can be integrated within the analysis phase of the research” 

(Creswell 2003, 218). This can be a challenge to us as researchers since the literature to 

approach the gathered data is very limited and because it can be difficult to compare two 

different data sets with each other – especially if they are intertwined in the same research 

survey (Creswell 2003, 219). 

 

Our questionnaires were distributed through online media channels such as Facebook and 

LinkedIn. The advantage for us in this connection has been that we through these platforms 

have been able to reach many in order to secure the validity of the questionnaires. 

Additionally, the respondents that we contacted through LinkedIn and Disney’s Facebook 

page had the opportunity to answer the questionnaire when they wanted to and also the 

questionnaire can reach a broader audience without being too time-consuming for us 

(Andersen 2009, 174). However, difficulties in accordance with our project lie within the fact 

that the respondents cannot or will not give in-depth answers even though they have the 

opportunity in some of our questions. In this connection, it can be argued that our 

questionnaires can be challenged since we are using a mixed method approach where some of 

our questions are open-ended (appendix B). 
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2.2.1.2. Design of Questionnaire 

When conducting a questionnaire, it is important to consider both the validity and reliability 

of the survey. Validity is the extent to which the survey measures what the target is to 

measure. Hence, it determines the coherence between the problem area and the 

questionnaire (Thisted 2010, 141). In order to test the validity of our questionnaires, we 

distributed our questionnaires on our own personal Facebook pages. After receiving 13 

responses, we scrutinised the data gathered very thoroughly and changed phrasings and 

answering opportunities in order to obtain the most valid answers. Hereafter, we had fellow-

students, acquainted experience with research design to go over the questions again before 

the questionnaires were distributed to the respective target groups (Bryman 2012, 170). The 

reliability of the questionnaire has also been important to consider. Reliability is how truthful 

the gathered information is e.g. would the respondents provide the same answers again at 

another time (Thisted 2010, 142). We have chosen to make it an anonymous questionnaire, 

primarily to ensure truthful answers and to protect anyone who would be reluctant to 

participate because they would have critical views of the company. There are, however, no 

reasons to believe that the provided answers are not reliable. In this respect, it should be 

noted that our respondents’ answers might change over time because the subject or the 

measured object (Disney’s Facebook page) is not stable. Facebook, interaction and social 

media platforms are phenomena that are changeable since the concepts of these are changing 

with society’s perception of these.  

 

2.2.1.3. Research Procedure 

This section will explain how we have approached our questionnaires, target groups, and it 

will offer the reasoning behind our questionnaire choices.  

 

Facebook 

In order to examine how stakeholders perceive and interact with Disney, we have chosen to 

conduct a survey aimed at Disney’s Facebook fans. The objective is to gather data that reflects 

upon social media behaviour in response to Disney’s ability to tell stories on this media 

channel. We wanted to observe tendencies within social media use and stakeholders’ position 

towards Disney and this will be used as basis for and support to our analysis (section 3.3.1).  
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The survey was made as an online questionnaire where people could follow a link to a 

database which then gathered the information for us. Initially, we formulated a questionnaire 

aimed at the fans on this Disney Facebook site in order to examine tendencies within social 

media use but also attitudes towards Disney and the way the company approaches the fans 

with its posts. We were hoping that it would be possible for us to post our questionnaire on 

Disney’s Facebook page but since Disney is the administrator, they are the only ones that can 

post things on their site. However, we found that we could distribute our questionnaire 

through the comment-field in each Disney post, which was an important tool for us in 

collecting information from the Disney fans. We distributed the first comment on April 12, 

2014 and the last on May 16th. During this time we succeeded in collecting 138 responses. We 

reached out to people through Facebook comments by explaining our background for the 

thesis and the time the questionnaire took to complete. An example of these posts can be seen 

in appendix C. It was a great challenge for us to collect answers to this questionnaire because 

the comments we made were deleted rather quickly after upload. Also, we were challenged in 

our attempt to collect answers since Disney deleted our first three posts before it was 

possible for us to gather any answers. This could indicate that it is not in line with Disney’s 

social media strategy of including the fans because they kept deleting the comments and 

comments not related to the specific Disney post (section 1.2). 

 

Although we were faced with some challenges, we managed to collect an adequate amount of 

responses in order to be able to analyse tendencies on Disney’s Facebook page. All the 

answers were gathered by commenting on Disney’s own posts (appendix I).  

 

LinkedIn 

In order to collect our own data, we decided to substantiate our main survey on Facebook 

with an additional online survey on LinkedIn. The idea behind the secondary survey was to 

involve marketing “practitioners” that could help to shade light on the practical approach to 

Facebook and storytelling and to create credibility from our main survey. Before introducing 

our approach to this survey, it is important to stress, that even though we allow ourselves to 

call our respondents of this survey “practitioners”, some may not hold the position they claim 

as a medium such as LinkedIn may not always reflect the reality. However, since it has been 
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our attention to reach a specific group of people that possesses knowledge within marketing 

and storytelling, we will call these respondents “practitioners”.   

 

In our LinkedIn survey, it was not only interesting for us to find practitioners possessing 

knowledge within marketing and storytelling. We also wanted these to hold interest in the 

Disney brand. Therefore, we searched for relevant groups on LinkedIn in order to target these 

professionals. We managed to gain access to a group called: “Disney Best Practices-Lessons 

Learned on the Road to Market Dominance” (LinkedIn 2014). 

 

Doug Lipp is the administrator of this group of 522 members, and he works for Disney as a 

speaker and author at “Disney University”1. The content attached to this forum concerns 

various posts from Doug Lipp, who encourages other members to participate in discussions 

on different subjects such as e.g. “Disney University and “Mary Poppins” The Wonders of 

Powerful Storytelling”, “Overcoming Brand Banality Disney-Style”, and “Global 

Communication is a Real Pain!”. Subjects like these seem to attract various practitioners, and 

we quickly learned that the majority of members were practitioners within the field of 

marketing and communication.  

 

We prepared our survey, and first we went for the simple strategy: distributing a post in a 

comment field where we kindly asked members to respond to our survey (appendix D). 

However, this method did not succeed as we realised that the administrator needed to 

approve our post before other members could see it. We never gained an approval so instead 

we went for a more personal approach. When entering the list of members, we did our best to 

segment practitioners relevant to our field of study, and subsequently to contact them 

personally by email via the inbox function in LinkedIn with a request on completing our 

questionnaire (appendix D).  

 

In a number of 100 personal enquiries, we received 25 responses, which we have elaborated 

further upon in section 3.3 and appendix B. It has been a time consuming process as we have 

                                                        
1 Disney University is a global training program that offers a Disney College Program in order to advance 
strengths and interests and attain skills such as problem-solving, team-work, guest service, and effective 
communication (Disneycareers 2014). 
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tried to identify each member of the group in order to include the right profile in our response 

rates. It is clear that we to some extent have succeeded since the majority has taken their time 

to give a thorough answer to our questions (section 3.3 and appendix B). This approach is 

important in this particular survey, because we believe that each one of our respondents is 

important for our search in knowledge within Disney and its way of communicating on social 

media.  

 

2.2.1.4. Tables of Research 

As previously stated, the questionnaires conducted on LinkedIn and Facebook will function as 

a basis of our further analysis and to support theoretical claims concerning social media use 

and tendencies of Disney’s Facebook communication. In order to obtain answers relevant to 

our research, it was crucial for us to ask relevant questions that would help us answer our 

problem statement and research questions. However, the importance of asking the questions 

in a beneficial manner can be a challenge. This section seeks to elaborate on the background 

of our questionnaires with special focus on a theoretical foundation for our thesis, but also the 

considerations taken when formulating the questions.  

 

The tables in appendix B offer an explanation of our questionnaires with special attention to 

our background for asking the specific question, the theoretical foundation with background 

in appendix B, and the research design which cover the method behind our questions with 

point of departure in Bryman’s question classification. This explanation of the table is rather 

important in order to validate our survey questions. The following will describe the outline of 

the table design in appendix B in order to understand how our questions were put forward. 

 

In the column “background for question”, in the tables in appendix B, an explanation will 

appear and substantiate what our purpose of each question is. It should be noted, though, that 

the explanations given here, might not reflect the actual outcome since it has been the 

thoughts and expectations we had before distributing the questionnaire. The column 

“theoretical background” outlines our theoretical thoughts in relation to each question. The 

questions asked and the background for these questions has been made in accordance with 

theories chosen for this thesis (section 2.3). According to Bryman (2012, 254) it is important 

that the research questions are used as a guiding principle when formulating the 
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questionnaire. Our objective has been to show the connection between our research 

questions/”background for question” and our theoretical thoughts and choices. The last 

column covers “research design” which in this context is the different classifications of our 

questions, which will be elaborated further upon with special focus on type classification and 

answer possibilities. 

 

In this kind of survey, Bryman (2012, 246) states that the questions can have two outcomes in 

answering type – either the questions can be formulated as open or closed questions. Open 

questions are asked in a way which gives the respondent the opportunity to answer in any 

way they like. These open questions have been applied in our survey when adding an empty 

comment box in which the respondent write his answer. This type of questions can also 

broaden our perception and interpretation of Disney’s use of social media because we can 

gain knowledge from e.g. the LinkedIn professionals (section 2.1) (Bryman 2012, 246). 

However, there might also be disadvantages with open questions since it is rather time-

consuming for our respondents which can be a reason for skipping the question e.g. because it 

may require more of the respondent to formulate his/hers thought process (Bryman 2012, 

247). 

 

In our questionnaires we have made use of both the open and closed question method in 

order to obtain thorough knowledge from our respondents. With the closed question method 

the advantage for us is that it is easy to process the gathered data from both our LinkedIn and 

Facebook respondents. Closed questions are easy for the respondents to answer since it is 

either yes/no answers or answer possibilities given by us (Bryman 2012, 250). However, this 

may also be seen as a disadvantage because the closed questions give limited choices for the 

respondents in their answering possibilities. In many of these cases, we have chosen to insert 

an opportunity for the respondents called “other” (appendix I+J) in order for him to further 

elaborate (Bryman 2012, 250).  

 
2.2.1.5. Qualitative Research 

In order to strengthen the data collection and to obtain a satisfactory and comprehensive 

empirical data foundation, we wanted to supplement our surveys with an interview from 

Disney. In order to obtain a satisfactory and comprehensive empirical data foundation we 
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have collected two questionnaires. However, we found that it would strengthen our data 

foundation by conducting an interview with Disney.  

 

In order to reach this goal, we made contact with Disney’s marketing department in the US in 

order to schedule a meeting either through a visit in the US, a telephone interview, or an email 

interview. The contact was made through Disney’s own contact-feature on their company site. 

However, it was not possible for us to get an answer from Disney. The advantage of making 

such an interview would be to obtain first-hand knowledge about its strategies and it could 

also have enlightened areas of interest that we are not aware of (Creswell 2003, 186). Since 

the arrangement of this meeting or interview did not succeed, we tried to contact Disney’s 

Nordic department in Sweden (appendix E). We contacted Linda Anderson in an attempt to 

schedule a meeting, a telephone interview, or an email interview. We concluded that an email 

interview would be the most plausible option in this context. According to Meho (2006), an 

email interview can be a “…viable alternative to face-to-face and telephone interviewing”. 

However, as can be seen in appendix E this strategy did also fail because Disney receives 

many enquiries from students and does not have the time and resources to meet all these 

enquiries. This was very unfortunate as we found that information provided by Disney would 

be adequate in order to identify and examine Disney’s strategies and social media use. 

 

2.2.1.6. Netnography 

Computers and the internet have become a part of our everyday life – both in our professional 

and our private sphere. We are constantly met with opportunities to achieve further 

knowledge, entertainment, and address professional issues through the internet. This thesis 

seeks to address the storytelling strategies of the Disney Company. We have chosen to use a 

netnographfic research method in our empirical approach because this method allows us to 

study online communication platforms and examine how people interact through these media 

–and communication channels.  

 

Netnography originates from ethnography which is the study of people and culture 

descriptions. The ethnographic research method can involve fieldwork as well as the study of 

social groups through their practices, artefacts, and distinctive meanings (Kozinets 1 2002). 

However, it can be difficult to analyse and understand the behaviour of internet users using 
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the ethnographic approach. This is because ethnography does not cover the interaction and 

computerised online social world where behaviour is available to everyone and the identities 

of the participants on the online platforms can be difficult to discern (Kozinets 2010). 

Netnography is a relatively new term that is used to describe the culture and behaviour on 

online media platforms. It was introduced by Robert Kozinets who found that the 

ethnographic research method did not cover the new online communities and the interaction 

on online platforms. The focus was on marketing and consumer research in order to explain 

the behaviour of online customers (Kozinets 2010, 2).   

 

Netnography, as a research method, focuses on the interaction in the communicative situation 

- the online platform’s characteristics, the participants, the language, the context, and meaning. 

Furthermore, texts, symbols, images, photos, and videos do also play an important role – it is 

not just the words used that are important (Kozinets 2 2002). Netnography has evolved from 

focusing on primary customers in a marketing context to a more complex situation where it is 

not just customers that are in focus – it is all stakeholders in the online sphere. The 

development means that the research method also encompass all interaction in forums, chat, 

and newsgroups together with blogs, audio-visuals, photographic, and podcasting 

communities, virtual worlds, networked game players, mobile communities, and social 

networking sites (Kozinets 2010, 3). This research method will function as a methodological 

tool in order to study how the interaction between the stakeholders chosen and the 

companies takes place.  

 

Netnographic Research Outline 

According to Kozinets (2002, 1), it can be important to have an outline of the steps and 

procedures that can be taken when conducting a netnographic research. These steps and 

procedures are adapted to match the online social world. The outline can be seen in figure 1. 

The steps will be elaborated upon in the following. 
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Step 1. The first step is the “Cultural Entrée”. This term covers 

two procedures that the researcher must be aware of when 

using the netnographic research method. First, the researcher 

must be aware of the research questions that will be examined 

and also of the online platforms useful in the context. Second, the 

stakeholders of interest need to be studied together with the 

online platform (Kozinets 1 2002). In relation to this thesis, the 

aim is to examine Disney’s use of storytelling on Facebook and 

how this is perceived by the stakeholders. In order to address 

the first step in Kozinets’ research outline, the choice of online 

media platform was an important part of our problem thesis. We 

chose Facebook as the preferred media because according to 

Pew Research Center 1 2013, Facebook is the most common and 

used social media site in the world. In accordance with our 

research questions, we want to examine how stakeholder 

interaction influences Disney’s storytelling. Therefore, we found that Facebook gave us the 

most diversified tendencies and attitudes towards Disney. Studies have shown that other 

media sites as Instagram, Pinterest, and Twitter can and do often function as a second choice 

when people are joining social media sites (Pew Research Center 1 2013). In order to obtain 

the most diversified and specific attitudes and comments, we chose Facebook. This is also in 

line with the other trend in the first step - the stakeholders of interest. 

 

Step 2. The second step is to gather and analyse relevant data. There are two types of data; 

data that can be copied directly from the online forum and data that the researcher get 

through observations such as the forum, the interactions, and meanings. The latter data 

source can, according to Kozinets (2002, 1) involve different stakeholder groups depending 

on their degree of involvement. Kozinets does not offer any information of how he will 

process this data but focuses on the collection of data. To gather data relevant to this thesis, 

we have followed Disney’s Facebook page in order to collect material that will be used and 

analysed throughout our analysis (appendix F). We have chosen to focus on Disney’s 

Facebook page as the basis for our analysis of how Disney uses storytelling through social 

media. The data will appear and be presented throughout the analysis which is why the 

Figure 1: Netnographic Research 
Outline (Inspired by Kozinets 
2002). 
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empirical data will touch upon who Disney is as a company and also a presentation of 

Facebook and the features related to this social media platform. Kozinets is not offering an 

outline to approach this step in the netnographic method. However, we have used Facebook’s 

own features to gather data both through our quantitative data collection but also through a 

netnographic case study where we have observed interaction and updates on Disney’s 

Facebook page (appendix F). 

 

Step 3. Third, is the step of ensuring a trustworthy interpretation. It is not possible through 

netnography to study actual human behaviour but instead to study the interaction on the 

online platforms. Therefore, it is important that data analysis is conducted in a correct 

manner in order to secure the validity of data or in this context, trustworthiness. Furthermore, 

one must be aware that the identity stakeholders displays may not be their accurate human 

behaviour – in the online world one have the possibility of creating another self-image 

(Kozinets 1 2002). This thesis focuses on the storytelling strategies that Disney uses on its 

Facebook page. In that connection, we have chosen communicative situations, which refer to 

the storytelling concept outlined in section 5.2. This has implied that we have read all posts 

and comments or as a generalisation of a certain opinion without further substantiated or 

elaborating findings (appendix F).    

 

Step 4. The issue of conducting ethical research is also important to address. The information 

used by the researcher is not given specifically in the context of the research. Therefore, one 

must be aware of how the information is used because it can be discussed how ethically 

correct it is to use the information from online platforms. People do not know that they are a 

part of our study and therefore, there can be an ethical issue in using this data as a part of a 

study. However, we have throughout the process been aware of not to use these observations 

out of context, and that we are not using data from stakeholders as a public opinion also 

including the attitudes of Disney. We have been very focused on separating stakeholder 

opinion from Disney strategies – also in the capacity of our research questions. 

 

Step 5. Last, the researcher must gain acceptance of the results of the research through 

stakeholder feedback. This will create a more valid research and ensure that the 

interpretations of the researcher are correct (Kozinets 1 2002). In this thesis, it will not be 
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possible to gain acceptance through the online platforms used due to the chance of lack of 

response from the stakeholders together with the extent of acceptances. Furthermore, this 

step will not be crucial for our conclusion, which is why This step has been left out. 

 

Kozinets and the Disadvantages of his Netnographic Research Method 

Kozinets and his netnographic research method can give an impression of an immediate 

image of the stakeholders’ thoughts and beliefs in a given context and in a given community. 

However, discussion and interaction in online communities can be difficult to generalise and 

interpret because it is single members’ opinions, feelings, and beliefs that are expressed. The 

fact that participation requires membership and interest in the given community (either 

positive or negative) does that the observed data can be biased (Langer and Beckman 1998). 

Furthermore, the online platforms or communities can make it difficult to interpret and 

understand underlying information since observations will be made on the background of 

linguistic interpretations. Kozinets’ approach to netnography can also be criticised for having 

a limited focus on background information and the validity of the observed communities and 

stakeholders, since this can be difficult to confirm in the netnographic research method (L. C. 

Chen 2008). Kozinets’ research model also has its limitations – the first two steps do not offer 

a specific procedure but are instead more diffuse and general. It is not possible in this thesis 

to study all storytelling communication on every online platform that Disney is present on. 

We have chosen to focus on Disney’s Facebook page where we have chosen specific situations 

to analyse in order to create an image of Disney’s general approach to storytelling on 

Facebook. 

 

2.2.2. Secondary data 

2.2.2.1. Use and Application of Literature 

This section will not offer an explanation of how we have approached each paper of literature 

or scholar. It seeks to offer an insight in our methodological approach to our literature. 

 

In order to be able to write this thesis many considerations were made before we found our 

decisive study. One of the important elements in this process was to identify a study of 

interest and after that to find information about the subject to gain knowledge within the 

specific field. Through the literature found, we became capable of limiting our focus of scope. 
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According to Creswell (2003, 27) it is important first to identify a study topic and research 

literature within this area before the topic frame becomes a central idea. In other words, the 

process has involved finding literature to assist us in developing our knowledge within the 

field of our interest and thereby to help formulate a problem statement and to substantiate 

our points throughout the thesis involving validating literature and primary data. This aspect 

is also underlined by Bryman who states that “The candidate uses the literature – to develop an 

argument, to connect with his or her findings, or to develop a distinctive stance on the subject” 

(Bryman 2012, 102). The literature will be applied to establish our area of subject. Our 

research in literature has been collected due to relevance, and according to Creswell (2003, 

31) this approach to literature in dissertations is integrative which means that: “…the 

researcher [summarises] broad themes in the literature”. It has not been possible to find 

comprehensive literature about our specific subject, and therefore we have made a data 

collection on our own, which will be elaborated below. When using the term literature it 

relates to written works and in this case it refers to books, journals, articles, practical “how-

to”-guides etc. found on the library and via online media. 

 

Bryman (2012, 8) states that “…being able to link your own research questions, findings, and 

discussion to the existing literature is an important and useful way of demonstrating the 

credibility and contribution of your research”. Since storytelling and content marketing are 

considered as relatively new phenomenon on social media (section 1.1), it has only been 

possible to find very little research about this subject. In regard to Disney, literature has been 

difficult to find, and therefore we found it necessary to collect our own data. 

 

As our main question is based on our interest within the field of storytelling on social media, it 

has been important for us to review our literature with a critical mind. First of all, it has been 

necessary to examine which literature exists within social media and storytelling combined, 

and therefore each subject has been researched individually due to the limited existing 

literature. In this process, it has been important for us to keep a critical mind towards 

literature. Section 2.3. offers a description of how we have used literature within theory. The 

purpose of this section is to underline that we are aware of the fact that some literature can be 

useful e.g. practical “how-to”-guides, but in order to substantiate a study field, academic 

journals or scholarly reviews has been applied as well in order to contribute to credibility. 
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Overall, a single piece of literature has not been used alone since the articles, journals etc. can 

be influenced by the writer. It has been important for us to avoid “going over old ground”, 

which is crucial to avoid (Bryman 2012, 8). Furthermore, we have paid attention to the fact 

that some literature also is connected to other purposes than what are the focal points in this 

thesis. This is underlined by Bryman who emphasises that “Developing a critical approach is 

not necessarily one of simply criticizing the work of others. It entails moving beyond mere 

description and asking questions about the significance of the work” (Bryman 2012, 98-99). Our 

approach has been an on-going process in which literature has been both selected and 

deselected in order to find material that has been useful for our focus of scope. 

 
2.3 Choice of Theory 

As the previous sections have implied, the main focus of this thesis is related to Disney and its 

abilities to create stories on Facebook and how these stories are perceived by its stakeholders. 

On the basis of this, figure 2 shows which theoretical aspects and tools were chosen in order 

to answer our problem statement. As stated in section 2.1, it has been an on-gong process 

finding literature and to pick out adequate theoretical instruments.  

 

We started the process with a brainstorming session. The aim was to choose theory 

associated with storytelling and stakeholders, and as we gained more in-depth knowledge of 

each theory we found ourselves capable of selecting relevant theories within our focus area. 

At this point, the problem statement was not yet adjusted, which involved another process of 

reconsiderations in order to find the right tools for gaining knowledge within our focus of 

scope. A further outline of the theories will appear in section 5. “Disney” and “Social Media” 

are placed in the centre of the model as it indicates our interest in Disney on the social media 

platform, Facebook, from an overall perspective (figure 2). What we want to examine with 

Disney on Facebook, is how it manages to utilise the concept of content marketing comprising 

the concept of storytelling. In relation to this, we seek to gain an understanding of which 

interactional features Disney uses through communicational features. How stakeholders or 

users (appendix A) perceive the Disney brand in the way they marketing itself through 

storytelling, will be analysed through the concept of brand equity which will shed light on the 

effect of Disney’s communication strategy. 
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As outlined, this theoretical outline was chosen in 

order to answer our problem statement stated in section 1.2. The next section will offer an 

overview of how the research questions will be approached.  

 

2.4. Research Design 

Problem Statement – An exposition 

In the following section an explanation of our research questions will appear in order to 

elaborate on the methodological outline on these. The objective is to specify how we aim to 

approach the problem statement outlined in section 1.2. 

 
Research question 1: 

Stakeholder participation has become ever more important with the increased use of 

social media in business communication. How is this increased activity influencing 

Disney’s storytelling of its brand on social media?   

Social media has made communication faster and more efficient, which seems to impact 

stakeholder relations. Disney is often posting news or updates on its Facebook page. We will 

examine what stakeholder interaction means to the way Disney uses storytelling in a 

branding perspective, and whether stakeholders are influencing the brand through 

interaction on Facebook. In order to find an answer to this question, stakeholder theory will 

seek to reach an understanding of how storytelling and stakeholders interrelate on social 

media. This research question is relevant to the problem statement stated in section 1.2 as it 

shed light upon the way stakeholder participation impact a social media platform as Facebook.  

Content 
marketing 

Storytelling 

Stakeholder 
Theory 

Interactional 
Features 

Brand Equity 

Walt Disney 
Social 
Media 

Figure 2: Theory Outline (Project Group 2014) 
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Research question 2: 

Which strategies within the spectra of content marketing and storytelling does Disney 

make use of?  

In order to understand how Disney is using storytelling on Facebook, this thesis will examine 

which communicative and storytelling strategies Disney makes use of. A starting point is that 

we presume that Disney is using storytelling as a brand strategy on Facebook. To gain an 

understanding of which storytelling strategies Disney makes use of on Facebook, a theoretical 

aspect of storytelling will be applied in an attempt to identify some of its strategies in its 

content marketing. Furthermore, interactional features will be included to obtain an idea of 

which communicational features that Disney uses to catch its stakeholders’ attention. This 

research question will seek to find which storytelling strategies Disney uses and which 

interactional features its uses on a platform such as Facebook in order to identify the 

importance of its strategy on a social media platform and which advantages it entails.     

 

Research question 3: 

How are Disney’s stakeholders a means to tell Disney’s story through Facebook? And 

how is Disney through Facebook using the stakeholders to brand the company?   

As social media has become an important means for businesses to brand themselves, the 

relation between stakeholders and organisation has concurrently become more powerful. The 

reason to this is that a strong consistent brand is essential for the survival of a company. In 

order to find out how stakeholders function as a means to the Disney brand, different theories 

will be applied as the answer may involve aspects of storytelling, brand equity, 

communicative tools and stakeholder theory. For stakeholders to become a means they may 

be “persuaded” to get involved which requires great marketing and communication skills 

from Disney. This research question will seek to understand the importance of the interaction 

between Disney and its stakeholders in order to see how stakeholders respond to Disney’s 

storytelling and how it can affect corporate reputation. 

 

 

Research question 4:  
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How is brand equity perceived in Disney’s use of content marketing/storytelling on 

Facebook? 

After identifying which strategies Disney utilises on Facebook, this research question seeks to 

exploit how Disney attempts to create value to the actual content. Disney’s core business 

revolves around stories and storytelling - it is therefore essential that this is a part if its 

branding strategy. However, branding in storytelling has a different objective than a happy-

ending story. The purpose of content marketing or storytelling is to use the features of 

original storytelling to create an emotional connection to the stakeholders in order to gain 

awareness of the Disney brand. In this connection we find it interesting to examine how 

Disney is using storytelling to create awareness and connections to its brand. This research 

question will focus upon stakeholders and how they perceive the storytelling on Disney’s 

Facebook page. The aim is to reach an understanding of the responds to the efforts made by 

Disney and how this is related to brand value.
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3. Chapter: Where Friends Share The Magic- Empirical Data 

This section is based on our empirical data which consists of both primary and secondary data 

(section 2.2). In order to substantiate our analysis, this data will be used in order to obtain an 

understanding of how Disney manages its communication on Facebook and how this is 

perceived supplemented by our theoretical framework. Last, the outcome of our 

questionnaires will be described and processed. The data collected from these surveys is only 

introduced as an extract of our questionnaires. The remaining data will figure in appendices.   

 

3.1. Who is Walt Disney? 

This section offers a short overview of The Walt Disney Company. It will function as a brief 

insight into the company and how it is organised. It is important to this thesis to gain an 

understanding of the company because it will function as case study in order to examine how 

storytelling is used on the online media platform Facebook. Furthermore, the comprehension 

of the company’s business focal points will be outlined in accordance with Disney’s 

storytelling. 

 

The Walt Disney Company colloquially called Disney is a high profile company that has gained 

a great foothold on the international market. The brand is well-known and it holds great 

experience within marketing and social media strategies. Disney is an American multinational 

media company founded in 1923 by Walter Disney. He was considered imaginative and 

innovative in his way of creating a universe around his animations. In the beginning, the focus 

was on animated movies and story design. Today, Disney is a multimedia company whose 

focus is still on story design; however, the company has expanded to operate in five different 

segments: Parks and Resorts, Media Networks, Consumer Products, Studio Entertainment, 

and Interactive Media (Disney College Program 2014). Disney’s mission statement is “…to be 

one of the world’s leading producers and providers of entertainment and information…” (The 

Walt Disney Company 2014). Furthermore, Disney wants to differentiate itself through its 

wide business portfolio and it is doing so by seeking to create “…the most creative, innovative 

and profitable entertainment experiences and related products in the world” (The Walt Disney 

Company 2014).  
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In 2012, the Disney Company’s revenue was $42.84 billion. There was an increase in Disney’s 

net income, revenue, and earnings per share – this was a record for the company. According 

to Robert A. Iger, CEO for the Walt Disney Company, “…success was driven by improved results 

in each of our businesses and reflects the strength of our entire portfolio.” He further explains 

this by stating that ”[i]n a world cluttered with a growing number of entertainment choices, 

people look for the quality brands they know and love” (Disney Annual Report 2012). In this 

context, the brand value of a company is not to be neglected. Disney is number 17 on Forbes’ 

list of the most valuable brands in the world (Forbes 2013). The company has the ability to let 

its specialty in entertainment be a part of its overall brand strategy – to create a lasting 

relationship with the customers. It is important for Disney to create an experience with the 

brand in order to strengthen the Disney brand and to use storytelling as a part of its 

marketing strategy. One of the ways Disney is trying to strengthen their market position is 

through online marketing2 (Disney Institute 2014). Disney are present in many different 

media contexts whether this being TV, movies, adds or more recent media channels such as 

social media platforms (Disney, Social Media Index 2014). 

 

The Disney Company has wide presence on several social media platforms. With over 300 

million ‘likes’ on Facebook and 3.5 million followers on Twitter, Disney faces a great task in 

reaching the audience on all platforms. Therefore, Disney Interactive3 is responsible for all 

Disney’s online marketing. On every platform, the storytelling is in focus in order to create an 

experience for the stakeholders (Abramovich 2012). 

 

3.2. Facebook as a Communication Platform 

3.2.1. Facebook – A Networking Site 

Facebook is today one of the most recognised social media sites and according to CIPR (2013, 

7) it is considered an “…online service made up of individuals and is most recognisable by the 

                                                        
2 A clarification of the concept online marketing will be elaborated upon in section 4.3.3. 
3 Disney Interactive is where high quality experiences across console, online, mobile and social network 
platforms are created. It’s mission is to entertain people everywhere with world-class products and content that 
pushes the boundaries of technology and imagination. ”The Walt Disney Company has a long tradition of 
technological invention and innovation as a tool to tell stories and entertain people in rich, new and immersive ways. 
Disney interactive looks to carry that tradition forward by being on the cutting edge of technology and building the 
best possible digital experiences on the connected platforms people prefer”. (Disneycareers 2014). 
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user profiles”. With its >800 billion subscribers from around the world (Miniwatts Marketing 

Group 2 2012) (appendix G), photos, blog posts etc. are shared among “friends” and in 

networks. Facebook offers, real-time information such as status updates and a chat function, 

as well as information about the future such as events and birthdays. These are data that can 

be archived (Barnett 2011). When connecting with a friend, it indicates a relationship 

between two people. However, a friend may seem to have many forms since some friends may 

be more superficial while others are close family or friends. According to Barnett (2011, 4) 

the large circle of acquaintances is estimated to be around 300-800 individuals: ”This range 

corresponds roughly to the network size of the most highly active users…”. 

 

In March 2012 it was estimated that approximately 835,525,280 people from around the 

world had created a profile on Facebook (Miniwatts Marketing Group 2 2012) (appendix G). 

While this information offers an international perspective, Pew Research 2 (2013, 

1)(appendix H) narrows down this perspective by identifying how much the avarage 

American uses Facebook. Here, it is clear that Facebook attracts subscribers every day, and 

the users use it on a daily basis and even several times a day. This may reflect how much 

information that flows around on Facebook and proof its availability and popularity.   

 

The founder of the well-known site is Mark Zuckerberg, who started in the small in 2003 in 

the community of Harvard University. Soon after, the site was released to other selected 

universities. In 2006, Facebook became available for everyone over the age of 13 with a valid 

email-address. (Barnett 2011, 2). 

The typical characteristics of Facebook are, according to Barnett (2011), its “…simple aesthetic, 

perceived legitimacy, and capacity to scale led to very rapid growth…” . Furthermore, he 

emphasises that Facebook functions in the way that everyone over the age of 13 can create an 

account in which it aims to “…facilitate information sharing between individuals who have 

indicated that they are mutual friends.”. Barry Wellman (in Barnett 2011, 3) calls this 

phenomenon “person-to-person” networking, “…where individuals connect directly to each 

other, often through personal electronic devices and accounts”. 
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3.3. Survey Contemplations 

This section outlines the findings of the 2 questionnaires conducted with respectively 

Disney’s Facebook fans and selected LinkedIn practitioners. In order to create an overview of 

the questions, focus has been the questions actively used in this thesis. Furthermore, 

questions that will further the understanding of Disney on Facebook in a storytelling context 

will be elaborated upon.  

 

A questionnaire has been carried out with users of Disney’s Facebook page and selected 

LinkedIn members in order to examine Disney’s performance on Facebook together with a 

general understanding of companies’ presence on social media. The findings will be further 

elaborated and used in the context of this thesis in our analysis. 

 

To be able to understand the tables outlined below, a short explanation will be given. The 

reason is e.g. that not all questions have been answered by all the participants. It varies how 

many participants that have answered each question. Therefore each question elaborated 

upon will include the number of respondents and not the total number participants. In this 

thesis respondents will be those who answer the questions whereas participants are those 

who have conducted the surveys. The answers will not be hold up against the total number of 

the participants but instead N (number of respondents to the specific question) will function 

as the total amount to that question being 100%. Furthermore, the questionnaires included a 

few questions including multiple answers. In these questions, the percentages outlined are 

calculated on the basis of the number of responses to each question compared to the total 

number of respondents. However, because they had multiple options, the total will in this 

respect not be 100 % but instead it will figure as the total number of answers. 

 

3.3.1. Facebook 

Facebook has been used as an entry to reach this target group being the people who have 

‘liked’ Disney’s Facebook page. In total 138 participated in this survey, but as stated above not 

every participant has answered all questions. 

This questionnaire encompassed 16 questions regarding Disney and its use of Facebook 

together with few questions that aimed at collecting basic information (appendix I). This 

section will touch upon question number 1-3, 5-6, 9-10 and 13-14. 
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Facebook Closed Questions 

Question 1-3 is background information about the respondents such as gender, age and 

whether they have children. The table below shows the responses from the Facebook fans: 

Q1 N Male Female Total 

Gender 133 15.79 % 84.21 % 100 % 

Q2 N 15-20 21-30 31-40 41-50 51+ Total 

Age 136 30.88 % 52.94 % 5.88 % 5.15 % 5.15 % 100 % 

Q3 N Yes, living home No Yes. not home Total 

Children 131 14.50 % 80.92 % 4.56% 100 % 

 

It is evident that the majority of the respondents are females in the age of 21-30 with no 

children. The response rate in these questions is rather high. A total number of 131-136 in 

138 have answered these questions. These questions serve the purpose of gathering 

background information about our respondents in order to examine the most dominating 

groups of fans that have participated in the survey on Disney’s Facebook page. It is interesting 

to see that approximately 19 % have children either home or living outside the home. These 

respondents might have increased attention to Disney because of the interest of their children 

and not so much themselves. However, since approx. 81 % do not have children, this concern 

has not been of focus and the background for the answers and interest in Disney can be 

validated (section 2.2.1.1).     

 

The respondents were then asked where they would obtain information regarding a new 

product or general information about a company. This was a question where the respondents 

had multiple answers. 

 

This table shows a tendency that people find information about products through company 

sites, social media, and TV commercials. This question indicates that social media plays a 

great part in a marketing context because the respondents are using social media equal to the 

company sites. The respondents had the opportunity to elaborate on our selected answering 

Q5: When interested in a new product or in a company, where do you find information about it? 
 

Multiple choice N TV Company 
sites 

External 
web sites 

Newsletters Social 
media 

Other Total 

New information 126 44 % 62.7 % 35.71 % 7.94 % 66.67 % 7.14%  283 

Facebook respondents (Appendix I, Q 1-3) 

Facebook respondents (Appendix I, Q 5) 
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opportunities. Here, it can be seen that Google also is an information source – however, 

Google is a search engine which means that it shows where information can be found on other 

internet sites but it does not provide the actual information. Last, it is interesting to see that 

friends are a great source when searching for information. 6 of the 9 elaborations have stated 

that word of mouth is a preferred information source to new products or information about a 

company (appendix I). 

 

In question 6, the respondents were asked about their attitudes towards the presence of 

Disney on Facebook. Here, the respondents could express themselves through multiple 

answering opportunities.   

Q6: What does it mean to you that Disney is available on Facebook? 
 

 N A lot – the 
idea of being 
updated 

A lot - 
Information is 
accessible 

A lot – an 
opportunity 
for dialogue 

Neutral – I 
just like 
Disney 

Neutral/do 
not know 

Other Total 

Availability 
Facebook 

121 44.63 % 23.14 % 9.92% 7.94 % 66.67 % 7.14%  283 

 

This question shows a tendency that Disney fans are divided into 2 camps – either it means a 

lot to them that they can visit and engage with Disney on Facebook (in sum approx. 78 %) or 

the Disney fans are neutral to this question (in sum approx. 75%). The latter group can be 

further divided in 2 groups – those who just like Disney and therefore has ‘liked’ the Disney 

and those who do not know what it means to them. Only 1 has responded to the answer 

opportunity “other”. He says that “It would just be an advertising tool. I would love it if there 

was an open dialogue but it wouldn't be. So I want to be optimistic about it, my realism gets in 

the way.” 

 

The next question, that will be elaborated upon, is question 13 in which the respondents were 

asked: “If a post by Disney appears on your wall and you find it interesting, would you sometimes 

consider sharing this message, movie etc. with your friends or with other social media 

platforms?” 

 

Facebook respondents (Appendix I, Q 6) 
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Q13: If a post by Disney appears on your wall and you find it interesting, would you sometimes consider 
sharing this ”message, movie etc.” with your friends or with other social media platforms?  
 
 N Yes No Maybe  Total 

Would you share a post 101 61.39 % 15.84 % 22.77 100 % 

 

This question has a small amount of respondents, only 101 respondents out of the 138 have 

participated. This question shows that only very few are reluctant to share content that are 

distributed through Facebook about and from Disney (approx. 16 %). The majority answers 

yes to this question and is not in doubt whether they will actively distribute Disney’s 

information to friends or on other platforms. 

 

Question 14 concerns the respondent’s opinion about what makes the Disney brand unique. 

This question was a multiple answers’ question in which the respondents had the opportunity 

to choose different aspects which to them were associated with Disney.  

 

 

It is interesting to see that people find the Disney brand unique because of the fantasy world it 

creates about the company due to its movies. Approx. 82 % have answered that their 

perception of what make the Disney brand unique is this dream world. Furthermore approx. 

64% have answered that it is their ability to tell stories that makes the brand unique. Also, it 

seems that the world Disney is creating is revolved around the characters present in the 

movies (Approx. 64 %). It is not just the stories that people relate to – it is also the 

personification of the characters. Finally, 9 of the respondents have elaborated their answers 

in ‘other’. Here it can be seen that also Disney’s music, the animations and its appeal to all 

generations play a great role in the image of a unique Disney brand. 

 

 

Q14: In your opinion, what makes the Disney brand unique? 
 
Multiple 
choice 

N Ability to 
tell 
stories 

Ability to 
communicate 

News Dream 
world 

Movies/ 
cartoons 

The 
characters 

Other Total 

Disney 
brand 

102 63.73 %   24.51 % 5.88 % 82.35 % 63.73 % 81.37 % 8.82 % 337 

Facebook respondents (Appendix I, Q 13) 

Facebook respondents (Appendix I, Q 14) 
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Facebook Open Questions 

Q9: Please name at least 3 things/words you associate with the Walt Disney Company? 

In this question, the respondents were asked to mention at least 3 things/words that they 

associate with the Walt Disney Company. 107 

respondents have taken their time to answer 

while 31 respondents have failed to answer. It 

appears that the most dominating words are: 

“Childhood”, “Fun”, “Mickey Mouse”, “Magic”, 

“Movies”, “Happiness”, “Family” etc. However, 

as this is an open question which implies that 

we cannot control that people have mentioned 

at least three words (appendix I). 

 

Q10: Why have you ‘liked’ the Disney Facebook page? 

Around the same number of respondents have answered this question where 105 out of 138 

participants have contributed with their opinions. When they are asked why they have “liked” 

the Disney Facebook page, the majority of respondents have provided constructive answers 

such as: “I guess I liked to show the outside world which values I possess”4 and ”To have 

conversations with like-minded people [like me], or to have a lively debate about things”. 

Moreover, there is a tendency that the respondents associate Disney with theme parks, 

movies and childhood while others reflect their identity with the Disney brand (appendix I). 

 

3.3.2. LinkedIn 

The questionnaire we conducted with selected members of LinkedIn had the focus of 

approaching marketing practitioners (section 2.2.1.1). In total, 25 of the 100 consulted 

participated in this survey, but as stated above not every participant has answered all 

questions. However, the response rate was in general higher in this questionnaire than in the 

one conducted on Facebook. 

                                                        
4 Translated: ”Har nok bare liket for at vise omverdenen, hvilke værdier jeg har” (Appendix I, Q10). 
 

Wordle made by Project Group (2014) 
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This questionnaire contained 21 questions in which 3 questions treated the background 

information about the respondents (Appendix J). This section will contain an elaboration of 

question number 1-2, 4, 11, 13 and 15-16. 

 

LinkedIn Closed Questions 

In order to understand the background of the respondents, the questionnaire started with 3 

questions concerning gender, age and profession (Appendix J). The last question was asked as 

an open question in order to validate their practical knowledge within the field of marketing – 

even though these were specially selected due to their previous or current profession (section 

2.2.1.1).  

 

These questions show that the majority of the respondents are men (80 %) in the age of 31-50 

(a total of 68 %).  

 

In question 4 the respondents were asked where they would obtain new information 

regarding a new product or a company. 

Q4: When interested in a new product or in a company, where do you find information about it? 
 
 N TV Company sites External web sites Newsletters Social media Total 

New information 20  5 % 50 % 25 % 5 % 15 % 100 % 

 

This question shows that in contrast to people from the Disney Facebook page, the 

respondents asked on LinkedIn are more prone to use the company sites to gain information 

about a product or company. This target group also makes use of external pages as an 

important information source (25 %). Additionally these answers show that only little 

attention is given to social media when searching for information (15%).   

 

The respondents were also asked whether they thought that storytelling on social media had 

a future (Appendix J, Q 11). Only 16 in 25 have answered this question which makes it a total 

of approx. 64 %.  

Q1 N Male Female Total 

Gender 25 80 % 20 % 100 % 

Q2 N 15-20 21-30 31-40 41-50 51+ Total 

Age 25 4 % 12 % 36 % 32 % 16 % 100 % 

LinkedIn respondents (Appendix J, Q 1-2) 

LinkedIn respondents (Appendix J, Q 4) 
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It is evident from the response rate that storytelling most definitely will stay a part of 

company’s marketing in the future. A total of approx. 94 % seems to think that this is the case. 

Only approx. 6 % do not think that storytelling on social media has a future which can be said 

to be a very small percentage. Question 12 was an elaboration of this question where the 

respondents had the opportunity to explain their reasons behind. Here, the tendency shows 

that the practitioners perceive storytelling as a way to connect with the stakeholders/fans but 

also that people get too much advertising in their everyday life, and finally, that storytelling is 

a means to engage them in a brand story (Appendix J, Q 12).     

 

In question 13, the respondents were asked what they associated with the Disney brand. This 

question offered a multiple answering opportunity because it can be difficult to choose only 

one option.    

 

These answer opportunities are held in a professional language in order to make the result 

concentrated around the professional aspect of the Disney brand (Appendix B). From the 

responses, it can be seen that the LinkedIn practitioners perceive the Disney brand as being 

mainly associated fantasy (approx. 69 %), innovative (approx. 63 %), professional (approx. 75 

%) and targeted (approx. 63 %).  

 

The last closed question, which has been used in this thesis, is question number 15. The 

respondents were asked what makes the Disney brand unique in their opinion. A multiple 

answer option was offered in which the respondents freely could answer what they thought. 

Q11: Do you believe that storytelling on social media platforms has a future? 
 
 N Yes No Total 

Future of social media 
storytelling 

16 93.75 % 6.25 % 100 % 

Q13: Which words do you associate with Disney and their branding strategy? 
 
Multiple choice N Fantasy Serious Commercial Mainstream Innovative Total 

Disney brand 
associations 

16 68.75 % 6.25 % 37.50 % 37.50 % 62.50 % 72 

Professional Reliable Targeted Goal-oriented  

75 % 43.75 % 62.50 % 56.25 %  

LinkedIn respondents (Appendix J, Q 11) 

LinkedIn respondents (Appendix J, Q 13)
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Q15: In your opinion, what makes the Disney brand unique? 
 
Multiple 
choice 

N Ability to 
tell stories 

Ability to 
communicate 

News Dream 
world 

Movies/ 
cartoons 

The 
characters 

Total 

Disney brand 15 60 %  46.67 % 0 % 60 % 46.67 % 73.33 % 43 

 

In this question, it is evident that the respondents’ focus has been on especially Disney ability 

to tell stories (60%), the dream world (60%) and the Disney characters (approx. 73%). It is 

also interesting to see that no one seems to think that Disney is not associated with news of 

any kind. It all revolves around the Disney created world and its core products. 

   

LinkedIn Open Questions 

Q10: Which advantages or disadvantages do you see that storytelling has as a branding 

strategy? 

16 respondents out of 25 have offered a comment of their opinion about advantages and 

disadvantages in storytelling as a branding strategy. A point that appears several times is that 

storytelling has the advantage of building an emotional connection, which further helps 

people relate to a company. Moreover according to the respondents, another advantage of 

storytelling is, that it can be seen as a strategy as it can embrace fans if the story is told in an 

authentic and funny way. It may cause an on-going connection, which implies continual 

dialogue, and it can create brand loyalty, engagement and involvement. In contrast, one of the 

respondents argues that the storytelling needs to be an ongoing, continuous effort where 

resourcing is a key consideration (appendix J).   

 

Q16: How do you perceive Disney’s storytelling performance on Facebook? 

12 of the respondents have offered a comment on how they perceive Disney’s storytelling 

performance. One respondent finds that: “Disney stays true to their brand and storytelling is 

Disney's forte. The Disney social media marketing team keeps the story going and stays true to 

the roots that Walt created as the company grew to what it is today”. Another finds that he is 

surprised that the posts are not “…intended to attract comments or engagement - Disney could 

take measures to increase the engagement rate on its page”. Half of the respondents find that 

Disney’s performance is of high quality whereas the other half is not quite impressed or aware 

of Disney’s use of storytelling. (appendix J).  

LinkedIn respondents (Appendix J, Q 13
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4. The Magic Kingdom - Contextual Understanding 

This section will offer an outline of the contextual understandings relevant in order to 

understand this thesis in the context, it is written. It will function as a means to determine 

how specific terminologies are used in relation to this thesis’ focus of scope. In the following, a 

clarification of web 2.0 will appear in order to understand the interrelation between 

stakeholders and the web. Aspects of multiple media platforms in online marketing will be 

explained in order to specify which particular focus this thesis adapts. Last, an outline of the 

understanding of online marketing will be elaborated upon.  

 

4.1. Understanding the Meaning of the Spectra of the World Wide Web 

Today, the internet offers many different communication platforms, and it can be argued that 

this phenomenon has contributed to a change in the communicative landscape. Berthon et al. 

(2012, 262) support this view, as they find that “…consumer time zones have become invisible 

and communication immediate”. Going from traditional media, such as television newspapers 

etc. to online media, the communication differs in the way that online media offers a two-way-

conversation, contribute to transparency and often provides authentic content with informal 

language etc.. In contrast, traditional media can be considered a one-way-conversation 

consisting of opaque, polished content with formal language etc. (Hausman, HAUSMAN 

MARKETING LETTER at the Intersection of Marketing and Social Media 2014). In order to 

understand how storytelling can be incorporated in online marketing and to measure the 

effect hereof, this section will clarify some of the concepts that, in this thesis, relate to spectra 

of the World Wide Web. The aim is to make clear which medium Disney operates on, and how 

the users of its Facebook page “affects” or is “affected by” the company (cf. Freeman 1984 in 

section 5.4.1). 

 

Before moving on to the concept definitions in this section, an outline will offer an indication 

of how many in the world’s population who actually make use of the World Wide Web. The 

purpose is to offer an insight in the internet’s communicative landscape. According to Internet 

World Stats (IWS)5, there has been an increased use of the internet from the year of 2000 to 

                                                        
5 A website that offers internet market research with “…current statical internet usage, data and population 
figures… from various periodic surveys and official country user records” (Argaez 2014). 
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2012 with a growth of 566 %. In 2012, the world’s total reached approximately seven billion 

of which approximately 2.4 billion people are internet users. (Miniwatts Marketing Group 1, 

Internet Usage Statistics - The Internet Big Picture World Internet Users and Population Stats 

2012) (Appendix G). This corresponds to approximately 1/3 of the population. 

 
4.1.1. Understanding Web 2.0, the Creative Consumer and Social Media 

This section will offer an insight in how Web 2.0, the creative consumer and social media 

work together in order to clarify how marketing on the internet or social media platforms has 

become a reality. Pierre Berthon, Professor in Marketing at Bentley University (Bentley 

University, Faculty Profiles 2014), has worked with other scholars who have contributed to 

creating an understanding of the social media spectra that will be elaborated in the following. 

Berthon et al. (2012) and their distinction between the three introduced elements are 

considered important aspects in this thesis, because they help to create a fundamental 

knowledge of the core elements of the internet. In order to gain an understanding of how 

storytelling functions on the internet, this knowledge is considered important in order to 

understand how the virtual world works. 

 

4.1.2. Web 2.0 

The term Web 2.0 was presented in 2005, by Tim O’Riley, who described the phenomenon as 

“…business embracing the Web as a platform and using its strengths; for example, for global 

audiences” (Graham 2005 in Berthon et al. 2012). As Web 2.0 by many scholars seems as a 

rather complex phenomenon, the view of Berthon et al. (2012, 263) appears to be simple as 

they emphasise that ”…it is probably more useful to view Web 2.0 as a series of application 

progressions rather than something new in and of itself”. They offer their own description of 

the term as a technology that has caused three effects (Berthon 2012, 262): 

1. ”…a shift in locus of activity from the desktop to the web” 

2. “…a shift in locus of value protection from the firm to the consumer” 

3. “…a shift in locus of power away from the firm to the consumer” 

 

Furthermore, Berthon, et al. (2012, 262) define Web 2.0 as ”…a series of technological 

innovations in terms of both hardware and software that facilitate inexpensive content creation, 

interaction and interoperability…” , where the user, layman, or expert, is put ”center stage” in 
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terms of design, collaboration, and 

community on the World Wide Web. They 

state that Web 2.0 has evolved and has had 

impact on the foundation of social media and 

the “creative consumer” (figure 3.1)6 

(Berthon et al. 2012, 263). 

 

 

 

 

4.1.3. Creative Consumers 

According to Berthon et al. (2012, 263), creative consumers ”…are the new locus of value in 

Web 2.0” (figure 3.2) as they ”…produce much of the value-added content in social media, and it 

is their networks of friends and associates that constitute the social”. Berthon et al. (2007, 46) 

find that the creative consumers have been overlooked and that it is necessary to ”…enhance 

awareness of their creative consumers, analyze their impact, and formulate approriate response”  

as they are becoming an ”important force for 

change and innovation…”.  

Customers have traditionally been viewed by 

marketers as ”…passive recipients and users of 

products and technologies, who consume and use 

finished offerings with little or no further 

adaption or modification” (Berthon, et al. 2011, 

500). However, today the internet offers a  

communicative landscape that opens the  

opportunities for two-way-conversation, transparency etc., which, according to Berthon, et al. 

(2011, 500), calls for “…a rapid propagation and communication of customer driven 

innovations”. A creative consumer, defined as “customers who adapt, modify, or transform a 

proprietary offering”, can contribute with innovations, which both can signify “…a black hole 

                                                        
6 Figure 3 in section 4.1.5. will offer an overview of the three elements after presenting each individually. 

Figure 3.1: Locus of activity shifts from the desktop to the 
web (Berthon 2012) 

Figure 3.2: Locus of value protection shifts from the 
firm to the consumer (Berthon 2012) 
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for future revenue […] or represent a gold mine of ideas and business opportunities” (Berthon, 

Pitt and McCarthy et. al., 2007, 39). In other words, the consumers can impact businesses, 

which can lead to “…significant opportunities for the identification of new products that can be 

very profitable” (Berthon, Campbell, et al., Creative consumers: awareness, attitude and action 

2011, 500). The creative consumer’s activities can be related to both old and new products. 

Creative consumers often have a personal interest and he typically works from interest in 

experimentation and creativity and “…not to solve some specific need” (Berthon, Pitt and 

McCarthy et. al., 2007, 41). 

 

4.1.4. Social media 

Social media has become a part of our everyday life. This is applicable within the private 

sphere, but also organisations make use of social media platforms. This opens up an 

opportunity for sharing content and exploiting the channels of two-way-communication. 

According to Berthon, Pitt and Plangger et al. (2012, 263) a shift has happened “…from the 

individual to the collective, as social networks leverage the power of relationships and the 

collective wisdom of many” (figure 3.3). 

 

The link between Web 2.0 and social media is described by Berthon, Pitt og Plangger, et al. 

(2012, 263) as: “Social media is the product of internet-

based applications that build on the technological 

foundations of Web 2.0”. Chua and Banerjee (2013) 

further this view as they define social media as ”…a  

collection of online services that supports social 

interactions among users and allows them to co-create, 

find, share, and evaluate the online information 

repository”. Here, the social media offers the aspect of 

interaction, which can be related to the section above, where “the creative consumer” is 

introduced.  

 

Social media platforms such as e.g. YouTube, Facebook, and Twitter are, according to Berthon, 

Pitt og Plangger, et al. (2012, 263) “…essentially vehicles for carrying content. This content – in 

Figure 3.3: Locus of power shifts from the firm 
to the collective (Berthon 2012) 
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the form of words, text, pictures, and videos – is generated by millions of consumers around the 

world…”. In other words, “Networkers connect with links to friends, sharing common interests, 

passions, ideas and content” (CIPR, Share This - The Social Media Handbook for PR 

Professionals 2013, 7). Moreover, Berthon, Pitt og Plangger, et al. (2012, 263) find that 

“…social media are highly accessible (easy to get to) and scalable (can be used to reach large 

numbers)”. Here, Muniz and Schau (2011) in Berthon, Pitt og Plangger, et al. (2012, 263) 

emphasise that this, from a marketing perspective, can ”…indeed be inspired to create value”.  

 

4.1.5. A Composition of Web 2.0, the Creative Consumer and Social Media  

The above-mentioned aspects of Web 2.0, the creative consumer and social media are, 

according to Berthon, Pitt og Plangger, et al. (2012, 262) important perspectives of the 

internet since they are often “…used imprecisely and interchangeably – largely because they are 

closely related and are, indeed, interdependent”. Furthermore, they emphasise the need to 

understand the concepts in order to “…better serve the worldwide marketplace” (Berthon, Pitt, 

et al. 2012, 262).  

 

The scholars offer an illustration, figure 3, of how the phenomena are intertwined together 

with two delineating dimensions. On the left side of the illustration an arrow indicates 

whether the concepts discussed are socially or technically-oriented. The arrow below the 

illustration specifies whether the concepts discussed are content-based or leaning towards 

the specifications of being a “creator”. 

Figure 3: Web 2.0, Social Media, and Creative Consumers (Berthon, Pitt and Plangger 2012, 262). 
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In relation to Disney, it may be argued that an understanding of how social media and the 

value of the creative consumer works, is important in order for them to succeed on this 

communication channel. If they do not understand how fast the communication flows and 

which advantages and disadvantages interaction may entail it can affect reputation and 

corporate brand. In order to gain the best of this communicative landscape Postman (2009, 3) 

emphasises that in order to enhance brand awareness and perception one should recognise 

the importance of “influencers” (in this section synonymously with creative consumer): “A 

company can improve its brand perception by being better engaged with so-called “influencers”, 

like customers, employees, bloggers, and journalists, and being seen as connected to, and 

interested in, what’s going on outside the company’s four walls” (Postman 2009, 3). This thesis 

will elaborate upon the definition of “influencers” (section 5.4.2) in order to identify which 

stakeholders companies deal with when being online.  

 
 

4.2. Multiple Media Platforms in Online Marketing 

Storytelling and social media can be understood and practiced in many different ways and 

there are different approaches that can be taken in order to meet the challenges of new 

communication platforms with new communication paths (Petersen 2007). However, the 

diverse interpretations cover a concept of storytelling and branding where the different 

media channels and platforms play a great role. It is how media operates in an ever-changing 

world and how companies through storytelling can create a unique experience for the 

stakeholders (Jenkins 2010). The two dominating concepts “cross media storytelling” and 

“transmedia storytelling” will be used to emphasise how Disney’s social media strategy can be 

difficult to generalise on the background of Disney’s Facebook page. 

 

Cross media storytelling 
 

Transmedia storytelling 

 Storytelling in different media 
 One story told in different ways 
 Focus on interaction 

 Storytelling in different media 
 Several small stories that together comprise 

one 
 Focus on a united experience 
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Cross media storytelling can be defined as “…any content (news, music, text, and images) 

published in multiple media/channels. The content is posted once and it is available on other 

channels.” (Veglis 2012). Monique de Haas (2003) narrows down this term by defining cross 

media storytelling as: “Cross media communication is communication where the storyline will 

direct the receiver from one medium to the next. This makes it possible to transform from one-

dimensional communication (sender  receiver) to multi-dimensional communication (sender 

 receiver” (Hannele, Kangas and Vainikainen 2004). Cross media storytelling is one story 

retold in different ways on different platforms. An important aspect of cross media 

storytelling is interactivity. When using Monique de Haas’ definition about cross media 

storytelling, it is interesting to focus on the interactivity in this storytelling strategy. This is 

further substantiated by Davidson (2010) who states that “Cross-media refers to integrated 

experiences across multiple media […] and this experience is connected across the various media 

involved through the story and the audience interactivity”. Here, the stakeholders are becoming 

a part of the storytelling experience. 

 

Transmedia storytelling on the other hand implies that stories are broken down in pieces and 

told on different platforms taking into account the different media channels’ advantages, 

abilities and specificities (Veglis 2012). The difference between cross media storytelling and 

transmedia storytelling is, that in transmedia storytelling one must read all the different 

stories in order to create an impression of the whole story.  “Transmedia storytelling 

represents a process where integral elements of a fiction get dispersed systematically across 

multiple delivery channels for the purpose of creating a unified and coordinated entertainment 

experience. Ideally, each medium makes its own unique contribution to the unfolding of the story” 

(Jenkins 2010). This definition offers an explanation to how storytelling in this concept is 

focused on creating different stories on different media platforms. These stories are created in 

the same narrative world but are creating different aspects of the story in order for the 

stakeholders to make an experience of the narrative world. However, in transmedia 

storytelling, it is important that each story told on the different media platforms can function 

independently without further knowledge of the story. Thereby companies can tell 

defragmented stories that create a universe in which the stakeholders can engage.  
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These concepts have both differences and similarities. The definitions, however, often 

intertwine and the differences between them are blurred. The aim has been to outline both 

concepts as it stresses how storytelling can differ in media focus and narrative scope. We have 

chosen to focus on Disney’s use of storytelling on Facebook. It is evident that with the use of 

social media, interactivity is an important part of Disney’s social media strategy (section 1.1 + 

1.2) (Disney 2014). However, it is not possible to state that Disney only is using a cross media 

strategy because the way Disney uses storytelling on Facebook implies that people must know 

the movies or cartoons that Disney refers to – it is not the same story told on each platform. It 

can be argued that Disney uses transmedia storytelling where it is telling different stories 

independently on each media. It seems that the stories told are connected to only the 

movies/series (Disney’s product) and no other platforms.  

 

4.3 Defining the Concept of Online Marketing  

This section seeks to clarify the concept of online marketing in order to define how the term is 

used in this thesis. Online marketing is not a concept that will be used as a theoretical tool, but 

as an overall concept when discussing marketing on the internet. 

 

Online marketing is when a company communicates through web-based media channels in 

order to obtain attention to its products or brand. When a company utilises the internet in a 

marketing context, it typically strives to communicate a message to its stakeholders. 

 

According to Rowley (2004), online marketing is considered a communicative challenge as it 

is related to branding. When marketing a brand online, it needs to be quick, neat, and 

attractive, but it is far from everybody that praises marketing online. Some believe that 

branding are becoming more important online due to accessibility, while others consider 

brands as becoming more and more opaque as they drown in an overload of information 

(Rowley 2004). When dealing with online marketing, it is about communicating to consumers, 

investors etc. It is up to the company to deliver the message and, if not more importantly, up 

to the individual stakeholder how to interpret this message. The stakeholders hold a lot of 

power in online marketing, as it is the individual who criticises, assesses, and passes on 

information (Rowley 2004). A further clarification of how stakeholders interact on online 

media platforms will be presented in section 5.4 and 5.5. 
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4.4.1 Social Media Marketing 

Murdock (2012) emphasises that marketers operate on Facebook and as they produce 

content, they place it inside of these networks. The content is typically adjusted to the specific 

platform. In addition Murdock (2012) stresses that “social networks are vital to the success of 

content marketing efforts…” and also, he emphasises that the platforms are only used for 

distribution. Since the platforms are only used for distribution, the content often links back to 

the brand’s website in the form of a blog post, video etc. (Murdock 2012).  
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5. Chapter: Where Dreams Come True – Theory Outline 

This section offers an outline of the theoretical spectra in which this thesis operates. First 

content marketing will be introduced in order to understand in which marketing area 

storytelling operates. Thereafter, the concept of storytelling will be elaborated with focus on 

different storytelling strategies and how storytelling and branding intertwine. This leads to a 

section regarding organisational branding and brand equity. Here, brand strengths and values 

will be described in order to understand the relationship between brands and stakeholders. 

This will be followed by stakeholder theory because the concept of stakeholders on social 

media is rather important to this thesis and the problem statement. Last, interactional 

features will describe the context of communication on social media and the special features 

of Facebook storytelling. 

 

5.1. Content Marketing – an Introduction to Storytelling 

Since this thesis seeks to examine why storytelling is an important part of Disney’s branding 

on Facebook, the perspective of content marketing is considered relevant as the concepts of 

content marketing and storytelling are closely related. According to Metscher (2014), a 

content marketing developer, content marketing and storytelling function like ”peanut butter 

and jelly”. She emphasises that content such as data sheets and casestudies needs to be 

compelling in order to attract the customers’ attention. Content marketing without a story 

will address the organisations’ needs instead of their interest in their customers (Metscher 

2014). In addition to this, Zig Ziglar, motivational speaker and trainer within businesses, 

states: ”People don’t buy for logical reasons. They buy for emotional reasons” (Forbes.com 

2012).  

 

Due (2012) offers the definition; “Content marketing is about marketing yourself through 

content”7 and Korosec (2012) defines the term further: “The aim of this marketing tactic is to 

create and disseminate content that will engage customers and potential customers by offering 

them something of value: industry insights and trends, tips and how-to demonstrations, and 

other relevant information”. Due (2012) emphasises that content marketing is not a new 

phenomenon but that the new thing is, that the internet today allows messages to flow faster 

                                                        
7 Translated: “CM handler om at markedsføre sig ved hjælp af indhold”. 
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and easier. An important aspect of content marketing on social media platforms is the value of 

creating relationships, and it can be argued that the purchasing process begins when a 

company makes aware of itself. Due (2012) claims that in order to create and share content 

with customers, aspects such as creating engagement, radiating brand loyalty, and signalling 

sale and marketing must be considered. The company profile is a natural development to 

accomplish this due to the opportunities that social media platforms offer today. One could 

argue that in order for the organisation to exploit its relationships, it is important that the 

receiver perceives the content as valuable, meaningful, and useful, which would make him 

spread out the message in his network. Korosec (2012) argues that the most effective way to 

do so “…is to decouple the content from [the] brand, [the] product and [the] service”, which 

implies that organisations should “…skip the sales pitch”. 

 

Content marketing on social media is considered a relatively new concept (Wynne 2013) and 

therefore it has not been possible to find many scientific articles about the subject yet. On the 

other hand, as the phenomenon has evolved, it has been possible to find articles that describe 

the more practical perspectives on the subject such as how an organisation can improve its 

communication strategies by paying attention to its content. From a critical point of view, 

adopting a strategy within the spectra of storytelling does not ensure quality content if is not 

managed correctly. In this thesis we examine how Disney makes use of content marketing, cf. 

storytelling, on Facebook and how this communication strategy creates value for Disney’s 

users on Facebook. 

5.2. Storytelling 

This section will offer a theoretical overview of the concept of storytelling and how it relates 

to branding and marketing. Thereafter, a differentiation of storytelling types and features will 

be described followed by an outline of storytelling in a social media perspective.   

 

“Once upon a time…”. We all know the phrase and when stated, we get associations to fairy 

tales and storytelling. Over time the concept has moved into organisations’ marketing and has 

become a tool for companies in the ever competitive branding environment. But what is 

storytelling? Storytelling is not an unambiguous term which as stated in section 1.3. There is 

not one way to perceive storytelling or just one right way to perform storytelling as a 
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branding strategy. Furthermore, it has been rather difficult to find literature or research 

concerning storytelling on social media platforms and how interaction on social media can 

influence brand storytelling strategies (section 5.1 and 5.5). In this connection, it has been 

necessary to use theory connected to storytelling in a branding perspective and combine it 

with research of social media and interaction (section 2.2.2.1). This section seeks to outline 

storytelling in the context of our thesis using theory addressing storytelling in a branding 

perspective, different storytelling strategies, and storytelling in connection with web 2.0 and 

social media. 

 

5.2.1. The Concept of Storytelling 

According to Boje (1991), a storytelling organisation can be defined as: “A collective 

storytelling system in which the performance of stories is a key part of members’ sensemaking 

and a means to allow them to supplement individual memories with institutional memory”. Boje 

believes that the outcome of the stories told by the organisation about the organisation is 

helping the users of social media to create an image of the organisation as a whole and 

because stories often personalise the organisation, it can be easier for the users to relate to.   

 

Storytelling is a blurred concept that is understood in many different ways and it is not 

possible to focus attention to one true way to understand and utilise storytelling because each 

story or branding concept needs to be tailored to specific media, audiences, and contexts. On 

the basis of this, it is important to stress that this thesis operates with storytelling as both an 

organisation’s way of telling its stories and storytelling as a branding tool (Grønborg 2002)8. 

Table 2 shows an outline of the two concepts and how they differ. 

 

Real stories Branding tool 

 Actual stories from the organisation, 
customers, employees etc. 

 Focus: the external stakeholders’ perception 
 Different stories  

 Branding of corporate values and beliefs 
 Focus: to create a community around the 

brand 
 One coherent story 

 
Table 2: Storytelling as real stories and as a branding tool (Project Group 2014) 

 

                                                        
8 Morten Grønborg is from Copenhagen Institute for Future Studies. 



 59 

Figure 4: The Interrelation between Branding, Storytelling, and 
Target group (Inspired by Fog, Budtz and Yakaboylu 2010, 22) 

 

Storytelling is real stories about the company, which are used to tell about specific cases e.g. 

in management situations or isolated marketing and communication instances. This approach 

to storytelling is about orchestration of a company –how it wants to be perceived by all 

external stakeholders. Another approach to storytelling is to use it as a branding tool in order 

to market the organisation’s values and beliefs through corporate branding. This approach is 

about telling a corporate story both internally and externally and it is about creating a 

community and identity. Thereby, the company is perceived as one whole story told through 

internal and external communication. 

Common to these two approaches is that these stories need to be authentic and fluent. It has 

to be believable and realistic to the audience in order to attract the audiences’ attention by 

engaging them through emotions and intellect (Forman 2013).  

 

5.2.2. Storytelling Interrelated 

Branding and customer relations require more than just a good product. Today, many 

companies focus on the relation between them and their customers – it is about creating a 

bond in which both feel committed to each other. Storytelling as a branding tool is a means to 

create this relation. Fog, Budtz, and Yakaboylu (2010, 20) state that the purpose of 

storytelling in organisations is to create brand value in order to attract customers. Storytelling 

is in this respect used to add value to a brand – values that the audience can relate to and be 

attracted to. The purpose for the organisations is to create coherence between the brand or 

product and the perceived values. 

Hereby, the stories become “…open 

valuable windows into the emotional, 

political, and symbolic lives of the 

organizations” (Gabriel 2000, 1).  

The relationship between the 

company and the customer with 

storytelling as a means has been 

described by Fog, Budtz, and 

Yakaboylu (2010, 20). Figure 4 below 

emphasises this relationship between 

Branding 

Storytelling 
Target 
Group 
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branding, storytelling, and the target group. The arrows describe the interrelationship 

between the three concepts.  

 

The objective of creating a strong brand or awareness and customer loyalty of a company can 

be achieved through different marketing strategies. As stated above, storytelling is a means to 

reach this objective. According to Fog, Budtz, and Yakaboylu (2010, 20) “A brand is the 

perceived added value that a company or product represents, making us loyal in our preferences 

both to the company and to its products”. Customers want to create meaning of their choices in 

life and also of their choices in brand selection. Communication and marketing are key factors 

in this respect because the challenge is to have a brand and an experience that differentiate a 

company from its competitors. Therefore, a strong brand consists of both facts and emotions: 

“We rationalise and legitimise with our brains, but we buy with our hearts” (Fog, Budtz and 

Yakaboylu 2010, 20). 

 

The model (figure 4) above shows an interrelation between the three concepts of branding, 

storytelling, and a target group. The concept of branding in this respect is based on clear 

values stated by the company together with an emotional connection with the customer. The 

core story of the company and its values are the essential features in branding – it is the roots 

in the branding process. The next concept is the one of storytelling; this is the communication 

tool used to create the emotional bond between the company and the target group. 

Storytelling can be used to strengthen the company’s internal as well as external profile. The 

last concept presented in this context is the target group. This is the company’s stakeholders – 

the actors that are influenced by and influence the company (section 5.4.1). The remaining 

arrow describes the relationship between the target group and the branding. The needs and 

behaviour of the target group will influence the company which on the background of 

stakeholder information can revise its branding strategy (Fog, Budtz and Yakaboylu 2010, 19-

22). 

 

5.2.3. Storytelling in a Branding Perspective 

Storytelling in a branding perspective is a concept researched and defined in many different 

ways (section 1.3).  
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Jesper Højberg Christensen, assigned coadjutor professor at CBS, operates with different 

understandings of branding and storytelling in organisations (Christensen 2002). He argues 

that branding strategies can have different objectives. The table below shows the differences 

and objective of each understanding of branding (table 3).  

 

Differences in Branding Perspectives 

 External 
Branding/marketing 

External 
branding/development 
 

Internal 
branding/development 

Discipline Creating one thorough 
story 

Catching and influence 
stories between 
stakeholders  
 

Mutual storytelling 

Function Creates one image Creates reputation Creates identity 
 

Reaction Something to burn with 
love for (Pathos) 
 

Trustworthiness To feel a part of the 
organisation 

Amplitude One story Several part-stories Room for many 
stories/voices 
 

Represen-
tation 

Links to the products as a 
mirror of the company 
 

Links to the company´s 
financial and other results 

Links to the organisation 
and the culture 

Focus Result/sale Relations Process 
 

Genre Fiction Faction (how we want to 
be) 
 

True construction 

Table 3: Differences in Branding Perspectives (Christensen 2002, 36) 

 

The “External marketing perspective” focuses on storytelling as fictional. It is about creating 

one story about the corporate brand. This is where the company’s products are linked to the 

company by telling a story that entertains and engages customers/stakeholders to the brand.  

The stories told in the “External branding/development perspective” are stories about the 

company’s values – values that make the brand unique and strengthen the competitive 

advantage. This perspective is more focused on factional stories – the story of what the 

company wants to be and how it wants want to be perceived. Last, the “Internal Perspective” 

deals with the stories told to and by the employees. These stories are what create the identity 

of the company– therefore it is important that these stories are rather consistent (Christensen 
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2002). In order to analyse our empirical data in regards to storytelling, the perspective of 

Christensen (2002) will be employed to understand the reasoning behind the storytelling 

strategy on a broader contextual level (2002). This thesis will have its focus on the first two 

branding perspectives. Christensen’s (2002) categorisation of branding perspectives is very 

simplified and it can be difficult to state that a branding perspective is purely belonging to one 

categorisation. However, in order to analyse how storytelling is used in different contexts and 

how the storytelling interrelates to different marketing strategies, Christensen’s (2002) 

outline is a useable tool for us in order to answer our research question (section 1.2). 

  

5.2.4. Storytelling Differentiated 

It is important to distinguish between different storytelling types in order to understand the 

differences in the objectives of the concept of brand storytelling. Furthermore, when 

approaching storytelling in organisations, there is consensus that it is a way for companies to 

create a bond between them and the stakeholders and that there must be coherence between 

the stories told and the company’s actions (Christensen 2002), (Simmons 2002) (Denning 

2006)). However, they all agree that there is no right way to brand the company through 

storytelling. Therefore, it is important to distinguish different storytelling types in order to 

understand the differences in the objectives of the storytelling. This will be done using 

Denning (2006) and Simmons (2004) classifications of storytelling strategies. 

 

Stephen Denning’s narrative patterns (Denning 2006) and Annette Simmons’ six types of 

stories (Simmons 2002, 4) are outlined in the table below (table 4).    

 

Denning: Narrative Patterns 

 
Simmons: Six types of Stories  

Communicating 
who you are 

Provides audience-engaging 
drama and reveals some 
strength or vulnerability 
from your past  

“Who am I” Stories Build trust through 
revealing who you 
are. 
What qualities earn 
you the right to 
influence this 
person?  
 

Communicating 
who the firm is - 
branding 

Told by the product or 
service, or by the customer 
or a credible third party.  

“Why am I here” 
Stories 

People want to know 
company motivation. 
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Leading people 
into the future 

Evokes the future you want 
to create (not in detail) 

“The Vision” 
Stories 

An exciting future 
story reframes 
present difficulties as 
“worth it.” 
 

Sharing 
knowledge 

Shows mistakes and how 
they were corrected 
 

“Teaching” Stories Combine what you 
want with how you 
want it  

Transmitting 
values 

Familiar to the audience 
and will prompt discussion 
about the discussions raised 
by the value being 
promoted 
 

“Values in action” 
Stories 

Creates value 

Taming the 
grapevine 

Highlight aspects of 
rumours that are untrue 
 

“I know what you 
are thinking” 
Stories 

Brings an issue into 
the open and reframe 
it 

Sparking action 
(Springboard 
stories) 

Describes how successful 
change was implemented, 
but allows listeners to 
imagine their situation 
 

  

Fostering 
collaboration 

Movingly recounts a 
situation that listeners have 
also experienced – prompt 
interaction 
 

  

 Table 4: Storytelling Differentiated (Inspired by Denning 2006 and Simmons 2002) 

  

When taking a corporate branding perspective, it is evident that Denning’s classification of 

storytelling types is more suitable for storytelling on social media platforms. Storytelling on 

these media platforms are fragments that together gives an overall image of the company. 

This is in contract to Simmons’ classification which can be seen as a linear process that hardly 

can be broken into fragments. This thesis will take its point of departure in Denning’s 

classifications because it can help understand and analyse the context surrounding the 

storytelling situation. However, this theory does also have its limitations. Originally, the 

theory has its focus on internal communication in an organisation and is more focused on 

verbal change communication. But in accordance with this thesis, these classifications will be 

used for external communication in a marketing perspective because storytelling has also 

become part of external communication strategies. 
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Denning’s type characterisation of storytelling is divided in eight different narrative patterns 

(2006). The first pattern is “Sparking action”. This story pattern allows the audience to 

visualise transformation and is based on actual events. There has to be enough details for the 

story to be understandable and credible, but it must not be overwhelming for the audience 

(Denning 2005, 10).  

 

The second pattern is “Communicating who you are”. The credibility of storytelling depends 

on the trust that the audience ascribe the author. An elaboration of the author will attribute 

knowledge to the audience about who the author is and create a personal relation. This type 

of story is often told with colourful detail and context. It is important that the author 

considers the time and space of the audience – they must have enough time and interest to 

hear the story.  

 

“Communicating who the company is – branding” is the third story pattern described by 

Denning (2005, 10). This is how the company communicates its reputation and its products. 

This is closely related to the previous story pattern because just as people need credibility 

this is also the case for the company and its products and/or services. It is crucial for 

stakeholders to trust these elements in order to know “…what sort of a company they are 

dealing with, what kind of values they espouse, and how they approach meeting customers’ 

needs.” (Denning 2005, 11).  

 

The fourth story pattern is “Transmitting values” which is the story of company values. This 

pattern can help the organisation in communicating what it stands for but it can also 

eliminate unwanted behaviour with the audience. This is often expressed through parables 

and is often told in a past tense – the important aspect in this pattern is that the story is 

believable (Denning 2005, 11).  

 

“Fostering collaboration” can be a challenging story to tell. An important feature in this story 

is to invite to conversation, which can be done through telling a common story about the 

company, a group, or the audience. “Ideally, that first story sparks another, which sparks 

another. If the process continues, group members develop a shared perspective, one that enables 



 65 

a sense of community to emerge naturally” (Denning 2005, 12). Emotions play a great part in 

this pattern since the story needs to move the audience to tell their story.     

 

Denning’s sixth story pattern is “Taming the grapevine”. Rumours are inevitable in and 

around an organisation, and therefore it is important to approach these in order to get the 

right story for the organisation. There are different approaches to deal with these rumours; 

the company can deny which can give it credibility; it can ignore it which can make the 

rumour go out of control; and the organisation can approach the rumour. Storytelling can in 

this respect be used to defuse the rumour. Denning suggests that “You could use gentle satire 

to mock the rumor, the rumor’s author, or even yourself, in an effort to undermine the rumor’s 

power” (Denning 2005, 12).  

 

The next pattern is “Sharing knowledge”, patterns which “…are unusual in that they lack a 

hero or even a detectable plot” (Denning 2005, 13). It is about sharing knowledge within and 

around the company.  

 

Last is the “Leading people into the future” story pattern. These stories are about preparing 

the audience for the future – what are the prospects and objectives of the company.  

These future stories can also help the company in moving the audience from a current 

position or opinion to another which can be more beneficial for the company. The challenge 

“…lies in crafting a credible narrative about the future when the future is unknowable” (Denning 

2005, 13).  

  

5.2.5. Storytelling and Web 2.0 

The concept of storytelling goes far back. However, the scene has changed and storytelling has 

become a part of many different media platforms. The way stories are told has also changed. 

Social media platforms have transformed - the stories that are told are “…open-ended, 

branching, hyperlinked, cross-media, participatory, exploratory, and unpredictable” (Alexander 

and Levine 2008). The ‘new’ stories are because of the social media’s sharable, accessible, and 

durable artifacts (Chen, et al. 2011).  
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According to Alexander and Levine (2008), Web 2.0 storytelling is about telling stories using 

the tools, technologies, and strategies of Web 2.0 (section 4.1). Social media is built around 

the technological features of Web 2.0 and are developed to create content for the users but 

also to get information from the users. Chen, et al. (2011) believe that the concept of Web 2.0 

storytelling is twofold; through the social media, participants from different locations have 

the opportunity to create stories by combining different ideas. Additionally, users can through 

these media platforms be connected to a community with worldwide impacts. The challenge 

in this form of storytelling is to create a coherent story because of the open communities and 

the many people involved in the communication.  

  

An important component to Web 2.0 is the term “social software” which means that these 

communication platforms are built around people instead of an ordinary hierarchical 

direction tree that most company sites are built upon (Alexander and Levine 2008). When 

Web 2.0 technologies made it possible for social media to grow, content became much easier 

to distribute and in addition people actively participated and created their own content. 

 

5.2.6. Storytelling on Social Media Platforms 

Organisations’ presence on social media platforms have changed in accordance with the 

development of social media. In the beginning, organisations used these platforms as 

databases of information to the users. They were a way of uniting people around a brand in 

order to create connectedness. However, the social media has changed especially since 2008 – 

it has become a way to interact and market brands in different ways. Social media platforms 

like Facebook have become a way to tell a personal story either as individual or as a company 

- a narrative self-presentation (Dijck 2013). 

 

Storytelling on social media can also be referred to as Digital Storytelling: “Digital storytelling 

(DS) is the fusion of narrative and digital media content” (Rebmann 2012). This means that the 

art of telling stories is combined with technological features such as pictures, videos, and pod-

casts. In this context, the stories are not told entirely through text. It is about creating stories 

about the company or product that makes the audience ‘listen’. In Digital Storytelling this is 

done by making the audience take in the entire experience (text, picture, image, video etc.) 
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and making it something they can relate to and that triggers associations and emotions with 

the audience (Rossiter and Garcia 2010).  

 

Storytelling organisations that operate on social media platforms have especially one 

challenge – they do not know who the audience is. Stories are shared by people/users of the 

social media platforms. An advantage in this context is that the audience is not only the people 

who seek information – it is also people whose connections seek information about a given 

company. In this context, another strength of social media storytelling is that the company can 

use the interaction as a beneficial tool for creating a strong corporate story. However, this can 

also be considered a weakness as influencers can contribute with negativity that impacts 

others. Organisations that master social media storytelling are able to create a story that 

grows because people engage in the story and create other stories that strengthen the core 

story (Chen, et al. 2011). Social media features like timelines (e.g. on Facebook or LinkedIn) 

are also tools to create a story about a company. The small bits of information or status 

updates that a company conveys on social media platforms can help an audience in creating 

one united story about an organisation – the general impression and all the stories together 

can help to create an image of the organisation as a whole (Tedford 2012).  

 

Altogether, storytelling on social media platforms has found its way to business 

communication and branding. The features that these sites offer can function as tools to 

create a unique unified story about a brand – stories that are related or that together can 

create background information about an organisation and its values and beliefs. However, the 

most important thing is to create awareness about the brand – and when people can relate to 

and mirror themselves in the brand, that is when the brand can create connections to the 

audience. 

 

5.3. Organisational Branding 

In order to obtain an understanding of why stakeholders find Disney interesting, and the 

importance of storytelling in a branding context, Pickton and Broderick (2005) offer a view on 

how “brand equity” can be measured. Before introducing their suggestion on how to measure 

this important aspect of business, a definition of the two terms brand equity and brand value 

will be defined in order to avoid confusion. 



 68 

 

5.3.1. Brand Equity 

“Brand equity” has been included in this thesis to be able to identify how stakeholders 

perceive the Disney brand. There are many ways of measuring a brand. Pickton and Broderick 

state that: “There is not one single and consistent framework proposed by the marketing 

industry. Several approaches have been proposed to evaluate brand equity which differ in the 

number and type of criteria used” (Pickton and Broderick 2005, 252). Section 5.3.2 and 5.3.3 

focuses on the perspectives of “brand description” and “brand strength” in order to gain an 

understanding of how stakeholders perceive the Disney brand, and to determine how strong 

the Disney brand appears to be. Other perspectives such as “brand heritage”, which is a term 

that covers the areas of corporate experience and reputation, “brand future”, which relates to 

the customers willingness to repeat a purchase (Pickton and Broderick 2005, 252), and other 

perspectives have not been included due to focus of scope.  

 

Organisations talk about brands and added value. Here, it is first of all relevant to make a 

distinction between the two terms brand equity and brand value as they sometimes are being 

confused. Wood emphasises the importance of differentiating the terms in order to achieve 

“…common terminology and philosophy…” and to avoid hindrances in communication (Wood 

2000, 662). Furthermore, she emphasises that brand equity ”…attempt[s] to define the 

relationship between customers and brands…” (Wood 2000, 662). This view can very well be 

supplemeted with the view of Pickton and Broderick (2005, 254) who state that brand equity 

is: ”The value of the brand’s name, symbols, associations and reputation to all target audiences 

who interact with it”. What the two definitions of brand equity have in common seem to be the 

relation to the brand’s stakeholders. Cooper and Simons (1997, 1-2) in Pickton and Broderick 

(2005, 254) take the definition further and define brand equity as “…the strength, currency 

and value of the brand … the description, and assessment of the appeal, of a brand to all the 

target audiences who interact with it”. According to Pickton and Broderick (2005, 254) this 

definition reflects the “value of the company’s names and symbols” and “the valuation of brands 

as assets on the balance sheet has become recognized as an important recognition of 

organizational performance”. On the basis of this, Pickton and Broderick (2005, 254) 

emphasise that brand equity can be developed and enhanced through management of assets 

such as brand description and brand strength. Brand value on the other hand, is categorised 
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as: ”The financial expression of brand equity” or defined by Srivastava and Shocker (1991) in 

Wood (2000, 663) …the outcome of consumer-based brand equity”. 

 

 

 

In sum, Wood’s view on the connection between brand equity and brand value is that “…brand 

value is the resultant form of brand equity” (Wood 2000, 663).  

 

5.3.2. Brand Description 

According to Pickton and Broderick (2005, 254) one of the major components in brand equity 

is brand description, which represents the aspect of customer purchase motivation. This is the 

distinctiveness of a brand. Brand description is a term that covers three relevant components 

such as “brand associations”, “the perceived quality of the brand” and finally, “brand value” 

(Pickton and Broderick 2005, 254). 

 

In order to identify some of the “brand associations” a customer may have, Pickton and 

Broderick (2005, 256) distinguish between “brand attributes” (functional or perceptual) and 

the “user experience” (comfort). “Brand attributes” can, according to VanAuken (2009), be a 

function or a feature, which often leads to customer benefits. He also emphasises that 

attributes may be personality attributes that refers to brand personality meaning that a brand 

owns a set of characteristics (VanAuken 2009). “User experience” is more comfort-oriented, 

which is considered being the experience you have with a brand, e.g. in a Disney park where 

different kinds of entertainment are offered. No matter which associations the customer gains 

with a brand, it creates an overall image of the brand. A final perspective is that if a given 

brand is similar to another company or brand, Pickton and Broderick (2005, 256) argue that 

“…a customer will tend to choose one brand that produces the most positive associations”. Here, 

Light (1997) in Pickton and Broderick (2005, 256) argues that positive brand associations act 

as a promise from the brand owner to the customer, and if the expectations are not met, it 

may be considered that marketing money has been wasted (Zhivago 1994 in Pickton and 

Broderick 2005, 256). If a brand does not create a meaning or associations, Krishnan (1996) 

Brand Equity Brand Value 
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in Pickton and Broderick (2005, 255) argues that “…a brand exists in name only and does not 

have any brand equity”. 

 

Another aspect to consider is “perceived quality” as it is recognised as one of the most 

important aspects of brand equity, and as a factor that has direct impact on sales performance 

(Pickton and Broderick 2005, 256). This may indicate that if a marketing communicator does 

not manage to meet its customers’ needs, it may fail in its financial performance. 

 

According to Pickton and Broderick (2005, 257) “brand value” is achieved if the organisation 

considers three basic consumer needs (table 5). “The functional appeal” concerns the 

organisation’s ability to identify the needs of the customers and whether it can create 

customer benefits, cf. above. “The symbolic appeal” concerns the organisation’s ability to 

create a brand community which the customer cannot ignore due to his interest. Last, “The 

experimental appeal” concerns the organisation’s ability to communicate the brand, for 

instance a brand offering more than what meets the eye.  

 

Brand Value 

Functional appeal 
The communication of the brand’s specific attributes or benefits capable of 
solving consumers’ current consumption-related problems. 
 

Symbolic appeal 
The brand’s appeal to consumers’ desire for self-enhancement. Role 
position, group membership, affiliation and belongingness. 
 

Experimental appeal 
The brand’s appeal to the consumers’ desire for sensory pleasure, variety 
and cognitive stimulation (Shimp 1997). 
 

Table 5: Brand Value (Pickton and Broderick 2005, 257) 

 
If a company manages to recognise what its customers need, it may, according to Pickton and 

Broderick (2005, 257), create a competitive advantage. However, it is important to pay 

attention to, if there are any changes in the needs over time. If it succeeds, the company may 

experience great brand value due to an improved competitive advantage. 
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5.3.3. Brand Strength 

The second major component of “brand equity” is “brand strength”, which  implies the 

components “brand awareness” and “brand loyalty” (Pickton and Broderick 2005, 259). 

Brand awareness indicates how aware customers are about a brand. According to Pickton and 

Broderick (2005, 259) there are two main levels of awareness, as listed in table 6. 

 

Brand Awareness 

Prompted awareness 
Once a brand name is suggested to a consumer, the consumer recalls 
being aware of it already. 
 

Unprompted awareness 
The brand name is “top-of-the-mind” when a product category is 
suggested.  
 

Table 6: Brand Brand Awareness (Pickton and Broderick 2005, 259) 

 

 An example of “prompted awareness” may be when a customer is confronted with a certain 

brand and recognises it straight away. On the other hand, an example of “unprompted 

awareness” may be when a person is confronted with a certain product category or image and 

without any hints recognises a brand. According to Pickton and Broderick (2005, 259) 

“unprompted awareness” is considered “…more valuable because customers are more likely to 

think first about those brands at the top-of-their-mind when making a purchase decision”. 

 

This section has focused on the perspective of “brand description” in order to be able to 

obtain knowledge of how stakeholders perceive the Disney brand. Also, it has touched upon 

the perspective on brand strength in order to determine how strong the Disney brand 

appears to be. Aaker (1991) in (Wood 2000) suggests that strong brands will usually provide 

“…higher profit margins and better access to distribution channels, as well as providing a broad 

platform for product line extensions”. 

  

5.4. Stakeholder Theory 

One can argue that businesses do not survive in isolation. In order to be able to sell their 

products, the businesses need to be visible on the market – locally as globally. The global 

aspect has become a reality as the social media arena has gained footing in most countries 

around the world (section 4.1.2). Also, as time has changed, it has been discussed that 

marketing has reached new heights with reference to the development of traditional 
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marketing towards online marketing (section 1.1). This indicates that there are required 

much more of businesses today than ever before due to the more fast and more efficient 

communication. The stakeholder concept is included in this thesis in order to identify the role 

of the stakeholders and their perception of the way Disney manages to tell stories on its 

Facebook page. 

 

5.4.1. Defining Stakeholders and Stakeholder Management  

Today, you will find plenty of definitions of what stakeholder theory contains. However, R. 

Edward Freeman9, offers an explanation of why stakeholder theories are relevant: 

“Stakeholder theories have been developed to map the organizational terrain and to help 

organizations identify and balance the different needs and voices around them” (Freeman 

(1984) in Luoma-aho and Vos (2010, 315)). This means that in order to get to know one’s 

business, one must know which stakeholders that are relevant to the company. According to 

Crane and Ruebottom (2011) all stakeholder definitions: ”…share their roots in the definition 

from Freeman”.  

 

“Any group or individuals who can affect, or is affected by the achievement of the organizations 

objectives” (Freeman (1984) as cited in Djursø and Neergaard (2006, 26)). This definition 

indicates that communication flows in both directions from the stakeholders to the 

organisation in the way that stakeholders can both be affected by and can affect the 

organisation. Freeman and Ramakrishna (2006) as cited in Djursø and Neergaard (2006, 26) 

state that a company’s main job is to satisfy or show consideration for its stakeholders. This 

should be done through dialogue with every individual, internal as external stakeholder to 

exchange expectations regarding the company (Freeman 2010, 35). 

The central idea behind stakeholder theory is to help companies to strategically consider how 

the company can think about its business in general and about how it can communicate with 

stakeholders effectively. Here, stakeholder management may, according to Djursø and 

Neergaard (2006, 41), lead to ”…increases in revenues and reductions in costs and risks as it 

increases transactions with stakeholders or as a reputational buffer is created for crises or 

                                                        
9 Edward Freeman is a consultant, speaker and best known for his work in the topics of stakeholder management 
and business ethics (Freeman, In Person 2013). 



 73 

potentially damaging litigation”. This indicates that an investment in improved company 

image is more beneficial than a here-and-now increase in revenue. According to Jensen 

(2001) as cited in Branco and Rodrigues (2007, 8), a company cannot maximise value if any 

important stakeholder is ignored or mistreated (figure 5). 

 

 

 

According to Luoma-aho and Vos (2010, 317) stakeholder management has originated from 

strategic management. Stakeholder management is important to include in a corporate 

strategy. This is because the company can benefit from its stakeholders through constant 

dialogue which can keep balance between expectations and demands. This matches very well 

with the view of Branco and Rodrigues (2007, 7), who state that stakeholder theory asserts 

that companies have a responsibility that requires them to consider the interests of all parties 

affected by their actions. The definiton of Freeman is used in this thesis in order to stress the 

importance of two-way communication. 

 

The stakeholder concept is included in this thesis in order to identify the role of the 

stakeholders and their experience with the content that Disney distributes on Facebook. 

R. Edward Freeman is considered the father of stakeholder theory and his perspective will be 

elaborated as this thesis seeks to obtain an understanding of how Disney manages its 

communication on Facebook and how this is perceived by its stakeholders. The fact that this 

thesis focuses on how a company manages its communication on social media, it is a question 

of who “can affect” or who is “affected by” the organisation, but it is also a question about how 

Figure 5: Stakeholder Model of Strategic Management (Cornelissen 2011, 41) 
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the communicative situation has changed as the internet often makes communication more 

complex and faster. The next section will further this aspect.  

 

5.4.2. Stakeholders on the Internet 

Stakeholder definitions change over time and this aspect seems relevant, as e.g. 

communication channels have changed. As introduced in the above, R. Edward Freeman, has 

also managed to change his definition of stakeholders over time (Friedman and Miles 2006, 5-

8), which indicates that stakeholder theory and the central ideas behind can change over time.  

Although the social media scene can question who is affected or want to affect, Luoma-aho 

and Vos (2010, 316) also find it relevant to ask the strategic question; “Which issue arenas are 

relevant for the future of the organization” and “Which issue arenas provide opportunities for 

interaction with specific groups? 

 

“Issue arenas” are identified as places of interaction between an organisation and its public, 

where reputation of the organisation is created (Aula and Mantere 2008 in Luoma-aho and 

Vos 2010, 319). This perspective is considered relevant as an organisation is forced to ponder 

how it reaches the best results and how to reach success. The “issue arena” is relevant to bear 

in mind as e.g. the social media arena offers communication channels where communication 

may seem rather complex, cf. the following section about stakeholder influence (section 5.4.1).  

The shift from traditional marketing to online marketing seems to be emphasised by 

(Freeman 2010, 22): “Communications technology has indeed changed the role of the media 

with regard to business. More than ever, large organizations live in a fishbowl with their every 

action open to some form of public scrutiny”. Furthermore, Rowley (2004, 134) stresses that 

customers have gained greater control over marketing communication today and that 

customers no longer “…wait for leaflets or media presentations to come to them…”. This 

indicates that organisations are forced to react quickly and in an ethical way in order to 

survive. Furthermore, the online communication channels entail messages to reach far and 

within seconds due to the functionality of the internet today. According to Holzhausen 2000 

and Gower 2006 in Luoma-aho and Vos (2010, 315): “These various stakeholders … are in a 

constant state of flux, which poses new uncertainties for organizations” and they further 

emphasise that “…stakeholders are moving onto new stages outside the organisation’s control”.  
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On the basis of the outline above, a model has been chosen in order to obtain an 

understanding of which stakeholders Disney deals with on social media. The model is a social-

mediated crisis communication-model (SMC) that deals with three kinds of publics and 

contributes to the understanding of how people interact on social media during crises. 

However, the aspect of crisis has been left out since there is no connection between crisis 

communication and this thesis’ focus of scope On the basis of this, figure 6 outline the flow of 

communication on social media adapted to our focus of scope – the model is in this thesis 

called social-mediated communication (SMC). The model is included as it is considered 

applicable because it deals with how communication flows online and how different kinds of 

public interact.  

 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 

 

5.4.3. Stakeholder Influence and the Three Types of Publics 

This model is included to obtain an understanding of the behaviour of the internet users on 

social media. In order to gain this understanding of how the ”complex” communication 

flourishes between stakeholders and companies on social media platforms, the traditional 

categorisation of stakeholders where each stakeholder can be defined as investor, 

government, employee etc. (figure 5) is no longer considered adequate as it is no longer 

possible to know the role of each stakeholder. The flow of communication is important since it 

	 	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	Figure 6: Social-media Communication Model (SMC) (Made by project group. Inspried by Austin, Liu 

and80 Jin 2012) 
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is the organisation’s reputation that is on stake. Therefore, it is in particular the area within 

“understanding” the publics and how they use social media this section will process. These 

publics will be our focus of scope when defining stakeholders on social media. In the following, 

an elaboration of the model will appear in order to understand how stakeholders on social 

media can be defined. 

 

The model describes the interaction between an organisation and three types of public who 

produce and consume information. The three types are represented in the following based on 

Austin, Liu and Jin (2012): 

 

 

“Influential social media creators”: These are publics who “…create [crisis] 

information for others to consume”. This group of influencers are engaging 

actively on social media e.g. through likes, comments, shares etc.  

 

 

“Social media followers”: These are publics who “…consume information 

before, during, and after crisis”. “Crisis” is here replaced by a “post” made 

by the company. These followers can be related to the group of 

stakeholders who e.g. “like” or “follow” a page on Facebook. They are not 

as influential as the “influential social media creators” as they are “only” 

followers. 

 

“Social media inactives”: These are publics “…who may consume influential 

social media creators’ [crisis] communication indirectly through word-of-

mouth communication with social media followers and/or traditional media”, 

who follow the two other influencers. The aspect of crisis is replaced with 

the content that Disney distributes on its Facebook page. 

 

The model indicates how information flows on social media both directly and indirectly 

between the mentioned kinds of public, the organisation, and through traditional and social 

media (figure 5). How the information flows is illustrated in form of arrows and function in 
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the way that e.g. “… [communication] is transmitted directly from influential social media 

creators to social media followers, but potentially indirectly from influential social media 

followers to social media inactives” (Austin, Liu and Jin 2012). In this sense, communication is 

again replaced in the meaning of information that the company distributes. Furthermore, 

Austin, Liu and Jin (2012) state that information is “…transmitted directly between traditional 

media and social media”.  Austin, Liu and Jin (2012) suggest two concepts within the model’s 

framework. A concept of where the information originates from (information source) which 

clarifies whether it is the organisation that distributes the information or the message or “… a 

third party such as an influential social media creator or journalist”. Secondly, a concept of 

“…whether the [information] is transmitted via traditional media, social media, and/or off-line 

word-of-mouth communication” (information form) (Austin, Liu and Jin 2012). 

 

5.5. Interactional Features 

Analysing communicational features can be done in various ways. It all depends on what the 

desired outcomes or focus topics are. As this thesis examines the importance of using 

storytelling as a branding tool on Facebook, an aspect such as interactional features are 

considered an substantial element to include. In order to examine how stakeholders perceive 

the use of storytelling, it is necessary to analyse the communication taking place in the social 

media. In order to do so, Goffman’s theory of the presentation of “the self” in everyday life will 

be outlined (1959). This will be combined with Katz’ “Uses and Gratification theory” (1973) 

together with communicative features in social media posts. 

 

5.5.1. The Social Self  

Stakeholders and interaction play a crucial role in the communication going on on social 

media. In order to analyse the interaction between company and stakeholder, and 

stakeholders in-between stakeholders, it is important to distinguish and outline different 

aspects that can influence the communication because online communication is “…more 

limited and less rich than interactions in which the participants are physically present, it also 

provides new problems and new opportunities in the presentation of self” (Miller 1995).  

 

Erving Goffman was a Canadian sociologist and social anthropologist. Between the 1950’s and 

1980’s he worked with “face-to-face interaction” between people and the structure of the 
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interactive tasks that people are involved in in their everyday life. Goffman used the world of 

theatre to describe different aspects of the self in a communicative situation and in interaction. 

Generally, Goffman’s theory reflects the self in different arenas and how these ‘selfs’ are not 

feigned but they represent different aspect of a personality in different contexts. It is about 

how the individual present himself in the public sphere but also how the individuals’ 

performance is more idealised than authentic (Nørlev 2009) (Trammell and Keshelashvili 

2005). 

 

The model presented by Goffman was outlined long before the internet and social media was 

a part of the everyday life for many. However, the theory explains interaction and relations in 

the meeting with others. This is the reason why we have chosen to use this theory and 

because the concepts can be argued to have been transferred to the globalised, computerised 

world (Miller 1995) (Hogan 2010) (Nørlev 2009) (section 2.3).  

 

Goffman explains the world and life as a stage for activity (B. Hogan 2010). The dramaturgical 

approach presents different aspects of a theatre converted to the presentation of self in a 

social context. This approach assumes that the activities taking place in an interaction is 

bound by time and space. Goffman draws on Roger Barker’s theory of “behavior setting” 

(1968 cited in Hogan 2010) where people’s behaviour are determined on the background of 

norms and guides in specific settings more than an individual response pattern. Goffman 

believes that interaction is creating meaning together with an audience. He refers to this as 

performance and it is created in the way the actor prefers to be understood or perceived 

(Goffman 1959, 17). In this respect Goffman describes this distinction between the idealised 

and the authentic with the dramaturgical concepts of “front stage” and “back stage” also 

referred to as “regions”. According to Goffman (1959, 108), the front stage is the social 

interactions the individual is present in. In this front stage context, the individual represents 

the role of a character. This is how the actor builds up a role for him- or herself that leaves a 

certain impression to others. The front stage shows the self that either the audience expects 

or the self that the individual wants to be perceived as (Eik-Nes 2008). Back stage is where 

the actors or the individual are authentic – this is the real self. In this context, interaction is 

not necessary – it all depends on the individual’s needs and desires. This stage is considered 

the private sphere (Eik-Nes 2008).  
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Goffman is in his book “The Presentation of Self in Everyday Life” (1959) presenting different 

concepts of an interaction. The outline below is an interpretation of Goffman’s concepts is 

inspired by Nørlev (2009) and Kivisto and Pittman (2013). 
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 Concept Description 
Role Actor/Role This is the individual’s role in a given context. The role is the 

image that each individual or actor wants to show (Kivisto and 
Pittman 2013) (Nørlev 2009). 
 

 Script Communication is often impulsive and improvisational. 
Therefore, there are rarely a “one right way” for 
communication to flow. However, there are certain phrases 
and communicational features that imply a certain answer e.g. 
“how are you?” (Kivisto and Pittman 2013). This can help an 
author in communicating with the audience in a way that is 
beneficial. 
 

Front Stage The stage is the social context in which the interaction takes 
place (Nørlev 2009). 
 

Region This is what Goffman refers to as front stage and back stage - 
see description above. 
 

Personal front This is the first-hand impression of the individual. This is the 
audience’s perception of the individual (Nørlev 2009).  
 

Appearance  Appearance is the social role that the individual presents in 
the communicative situation (Goffman 1959, 24).  
 

Dramatic realisation Dramatic realisation describes the way that performances are 
moulded to fit the social context or the norms and 
understandings of the society they are a part of. Dramatic 
realisation presents the idealised view of the situation 
(Goffman 2012). 
 

Setting Settings are the physical layout, decor, and background. It is 
the surroundings of the actors. According to Goffman, this is a 
fixed placed in which the audience must move to understand 
the message (Goffman 2012). 
 

Performance Manner This represents the stimuli which the individual is subject to 
and how the individual handle this stimuli. This is the role that 
the individual wants to play in the interaction (Goffman 1959, 
24). 
 

Teams Audience Audiences are the actors in the communication or context. 
These can be both directly or indirectly involved (Goffman 
2012).  
 

Teams This is the unit that is basis for social analysis according to 
Goffman. Teams are responsible for the creation of perception 
from the audience (Kivisto and Pittman 2013).  
 

Table 7: Representation of Different Concepts of Interaction (Inspired by Nørlev (2009) and Kivisto and Pittman 
(2013). 
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Even though the theory is not meant to describe interaction on social media and is formulated 

well before there was something called social media, this theory can also be used in a social 

media context. The difference is that the communication and interaction is not taking place 

face-to-face but rather computer-to-computer. However, interaction on the web and in social 

media has today in some cases replaced or moved discussions to another forum than the 

actual physical meeting between people. Goffman’s theory of the presentation of self in 

everyday life can also be applied to a more globalised world where communication and 

communicative interaction is taking place in many different settings e.g. in social media 

(Miller 1995)(Hogan 2010) (Nørlev 2009). The main difference between face-to-face 

interaction and social media interaction is that in face-to-face interaction the communication 

is two-way whereas communication on social media can be controlled by the ‘owner’ of the 

social media site (Trammell and Keshelashvili 2005).  

 

5.5.2. Media use for Need and Gratification 

It has often been described and explained how the media use and communicate to their 

audience. The “Uses and Gratification” theory by Katz (1973) seeks to explain how people use 

media platforms for need and gratification – what they do with the various media. “The 

premise of the approach is that media users (viewers, listeners, readers, internet users) are 

members of an active audience, aware of their needs and the ways that they can be provided for, 

and select the means perceived as most appropriate to fulfill these needs” (Lev-On 2012). This 

means that people choose the media they want in a given context – it all depends on the needs 

they seek fulfilled. The choice that media users today are taking when finding the right media 

are much deliberated and depends on the needs and expectations of the users. This theory 

breaks with the idea that media users are passive receivers of communication. 

 

According to Zolkepli and Kamarulzaman (2011) ”Viewing the media, it permits consumers to 

not only ask how media gratify and influence them but also on how and why they adapt media 

into their social institutions”. People are taking a conscious choice when using different media 

platforms – it all depends on the individual choice but also what is perceived correct in the 

context that the audience is in. Information and media channels today vary very much in 

content, interaction, context etc.. Thus the audience is bombarded with information from 
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various sources which makes the choice of media more deliberated and important. It has been 

shown evident that gratification from the audience can have basis in three sources: media 

content, exposure to the media per se, and the social context that typifies the situation of 

exposure to different media (Katz, Blumer and Gurevitch 1974). 

 

This theory is considered to have its basis in interaction and mutual dependencies between 

the media and the audience – not just in a financial perspective. It assumes that people make 

an active choice in their media use and that they make this an integrated part of their lives. 

Furthermore, the media can be seen as a means for the individuals to connect or disconnect 

themselves with other stakeholder groups (Katz, Gurevitch and Haas 1973). These theorists 

outlined five different groupings of needs that an audience can have to or experience with the 

use of media platforms. 

 

Needs Description 
 

Cognitive needs 
 

Needs related to strengthening information, knowledge, and 
understanding (Katz, Gurevitch and Haas 1973). Audiences have the 
need to use media to be informed and gain knowledge. 
 

Affective needs Needs related to strengthening aesthetic, pleasurable, and emotional 
experience (Katz, Gurevitch and Haas 1973). Affective needs are 
when the audience is seeking or has the need for emotions, 
pleasures, and other feelings. 
 

Personal Integrative needs Needs related to strengthening credibility, confidence, stability, and 
status (Katz, Gurevitch and Haas 1973). 
 

Social Integrative needs Needs related to strengthening contact with family, friends, and the 
world (Katz, Gurevitch and Haas 1973). It is possible today that this 
need can be met through the interaction on media platforms. 
 

Tension Free needs Needs related to escape or tension-release which we define in terms 
of the weakening of contact with self and one's social roles  (Katz, 
Gurevitch and Haas 1973). 
 

Table 8: Uses and Gratification (Inspired by Katz, Gurevitch and Haas 1973). 

 
Katz’ theory of “Uses and Gratification” will be used in order to analyse the interaction from a 

stakeholders’ point of view. Yet, this theory has been criticised for being out-dated and has 

therefore been under continuous development. However, the internet has created a new 
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meaning and a revival for the old theory because the choice of media today has become even 

more difficult with the explosion of media channels. This is where the audiences’ need is in 

focus – the choice is even more deliberate and conscious due to the many various media 

channels (Ruggiero 2000). The tendency that has returned from media channels in around the 

1970s is that the internet has often no specific target group – it is mass communication to a 

mass audience. Furthermore, the increased use of internet information and media has made 

interaction even more obvious and vital in the new media channels. This is because the 

audiences and their satisfaction are alpha and omega to internet communication/information 

channels (Ruggiero 2000). 

 

5.5.3. Facebook’s Textual Features 

This thesis concentrate itself on storytelling on social media and the interaction connected 

hereto. Therefore, this section focuses on how storytelling features are visible directly and 

indirectly on the social media platform, Facebook. 

 

Social media – here among Facebook - has become a prominent part of our everyday life. It 

has become a way of gaining and sharing information/knowledge, participating in social 

interaction, and also it is a marketing tool for businesses (Joinson 2008). The new media 

genre has developed its own language and features which constitute the special media that 

social media are today. A unique feature of social media is the concept of posting and 

microblogging. It is a way to communicate to the surroundings what is on your mind – these 

updates all together compose a virtual identity (B. Hogan 2010). Microblogging refers to the 

concept of these status updates; it is short messages on the web designed to tell about the 

individual’s feelings, doings, and thinking but also to participate in interaction, discussions, 

and other social media features. 

 

The first feature where storytelling and social media participation overlap is the one of an 

author/writer and the “storyteller”. Facebook always states the name of each individual 

before an update, a comment, or a post – this information is important to the narrative 

production (self-representation) and reception (to let the audience know who the update 

concern) (Page 2010). Thereby, the author is not only the storyteller; he/she is also a part of 

the story. 
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Furthermore, Georgakopoulou (2007 cited in Page 2010) has outlined different types of 

stories which are small stories presented on the web. These are referred to as “breaking 

news”, “projections”, “past events”, and “shared stories. This is in contrast to original 

storytelling which is often told in a past tense and there is often quite distance in time 

between the authors’ present time and the time of the story. Georgakopoulou’s classification 

is more focused on the present or future tense – this can be seen in connection with social 

media since communication in this context is quick, immediate, and here-and-now interesting 

(Page 2010) (Georgakopoulou 2010).  

“Breaking news updates” are taking place here-and-now or in a near past. The “breaking news” 

classification is when people are sharing information immediately or while the story is 

unfolding. This type of story can be divided into external and internal states. The first state is 

the location of the writer whereas the latter describes feelings or personal attributes (Page 

2010).  

 

“Projection” is when the author reflects on future events or desired events- these are often 

told about a near future. ‘Past events’ are stories told about the author’s past – these are the 

least frequent stories told in social media (Page 2010). The latter is the concept of “shared 

stories”. This is when there is a connection between the audience and the story. 

(Georgakopoulou 2010). “Shared stories” are stories are stories that relate to known or 

previous events. These can are defined as elliptical tellings and are often intertwined with 

other stories in order to tell new stories with reference to something that is known for the 

reader.  

 

The last feature is an elaboration of how Facebook’s features correspond with the concept of 

storytelling. This also shows the contrasts between original storytelling and social media 

storytelling. Storytelling in an original sense focuses on telling a story from start to beginning. 

However, the structure of Facebook does that the story cannot be told continuously from start 

to ending. In this context, it is the most recent posts that matters because the newest posts are 

shown in the top. If the audience wants to create a whole story of an organisation or an 

individual, it is necessary to read all posts but in in a chronological reverse order (Page 2010).  
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On the background of the features outlined in this section, it is possible to say that there is a 

connection between how the context of a story described through dramaturgical terms and 

what “uses and gratification” needs that an audience have. This is because the contextual 

understandings of interaction are also influenced by the way an audience approaches and 

uses a story. In this contexts it is important to understand and interpret each unit of a story or 

a Facebook post in order to understand the whole story whether this is a fairy-tale or a story 

told through social media. 
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6. Chapter: I'M GOING TO DISNEY WORLD! – Analysis 

 
6.1. How is this increased activity on social media influencing Disney’s 

storytelling of its brand on Facebook social media?   

 
6.1.1. The Rise of Facebook Storytelling  

As stated in section 2.4, social media and the internet have made communication faster and 

more efficient which seem to impact stakeholder relations (section 4.1). This section seeks to 

discuss how the growth of social media has increased activity influencing Disney’s brand 

storytelling on Facebook. On the basis of this, this section will elaborate on Disney’s presence 

on Facebook and how it manages to utilise this medium as a communication platform. This 

aspect will be elaborated in order to explore the opportunities given to Disney’s stakeholders 

and their opportunities to influence other stakeholders of Disney. The stakeholder concept 

has been elaborated upon in section 5.4 and an identification of who these stakeholders are, is 

discussed in appendix A. 

 

Since around 2008 there has been an increased use of social media (section 5.2). Web 2.0 is 

one of the reasons why social media today is a popular communication channel because 

technology has moved activity from the desktop to the web. This technology made it possible 

for Disney to move its communication from TV, radio, magazines etc. to online marketing, 

which provides the opportunity of communicating through web-based media channels. 

(section 4.3). Furthermore, according to Georgakopoulou (2007 cited in section 5.5.3), 

storytelling on social media is different than traditional brand storytelling because 

communication here is “quick, immediate and here-and-now interesting” (section 5.5.3). As this 

thesis operates with Disney on the social media platform Facebook, the marketing 

terminology used in this context is social media marketing, because this form of marketing is 

about creating content on social media platforms such as e.g. Facebook, Twitter, YouTube and 

LinkedIn. 

 

Companies’ presence on social media entails that “…consumer time zones have become invisible 

and communication immediate” (section 4.1) which means that internet users from almost all 

around the world can impact a company’s brand. For Disney, this means that it has a broad 



 87 

and diverse range of fans from different parts of the world reaching its Facebook page. 

Furthermore, social media makes it possible Disney to communicate with its users and the 

users to engage with the Disney brand. This means that Web 2.0 has empowered internet 

users as they are now able to give response to Disney’s actions and activities (section 4.1). 

According to section 3.2 it seems that Facebook attracts new subscribers every day and that 

Facebook users connect to the site several times a day. This indicates an opportunity for the 

information or posts Disney distributes to be shared among a user’s circle of acquaintances 

that is estimated to around 300-800 friends (section 3.2). Sharing information is one of the 

aims of Marks Zuckerberg: The aim is to “…facilitate information sharing between individuals 

who have indicated that they are mutual friends”. (section 3.2). If Disney manages to 

communicate professionally and constructively it may succeed, but if they do not handle 

communication efficiently, it may lead to serious challenges in reputation. The point is that 

stakeholders today have a great impact on organisations’ reputation due to the advances in 

technology that makes it possible to twist one-way communication into dialogue (section 6.2).  

 

Web 2.0 makes it possible for social networks to grow due to technology offered today. Also, 

social media can be defined as “…a collection of online services that supports social interactions 

among users and allows them to co-create, find, share, and evaluate the online information 

repository” (section 4.1.4). According to section 4.1, social media platforms are considered a 

communication channel where Disney can distribute content that is shareable among others 

users of the media and a place where content can be evaluated, cf, “the creative users” who 

“…produce much of value-added content…” (section 4.1.3). Disney is one out of many 

organisations that utilises the opportunities to be present on several media platforms and 

since Disney has its own department taking care of online marketing, Disney Interactive, it 

indicates that they are aware of the fact that social media and its users holds great power that 

should not be neglected (section 3.1). This leads to the importance of the organisations’ 

stakeholders. 

 

Web 2.0 and social media offers a foundation for “creative consumers” to interact. In section 

4.1.3 creative consumers are defined as “…customers who adapt, modify, or transform a 

proprietary offering”. In this context the users of Disney’s Facebook page are not necessarily 

customers, but consumers of the information distributed by Disney. A creative consumer, in 
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relation to Disney, is one who can affect Disney either by commenting or liking one of Disney’s 

posts. Here, it can be argued that there are creative consumers that engage on different levels 

depending on their involvement. This aspect will be further elaborated upon in the section 

below. In this thesis, the term “creative consumer” belongs under the definition of 

stakeholders, which has been elaborated upon in section 1.3. 

 

These users of Facebook have the power to contribute with activities that can have significant 

impact on Disney and as emphasised in section 4.1.3, they can be considered an “…important 

force for change and innovation…”.  Through communication and behaviour on Facebook, 

Disney is able to grasp the information given and use it for future use and thereby to reflect 

upon certain or potential areas that need to be reconsidered. According to Postman (section 

4.1.5) a company can enhance brand awareness and perception by acknowledging the 

importance of “influencers”, which in this context are Disney’s users of Facebook. “A company 

can improve its brand perception by being better engaged with so-called “influencers”, like 

customers, employees, bloggers, and journalists, and being seen as connected to, and interested 

in, what’s going on outside the company’s four walls” (Postman 2009, 3). These perspectives 

correspond to the definition of stakeholders offered by Freeman: “Any group or individuals 

who can affect, or is affected by the achievement of the organizations objectives” (section 5.2). 

The stakeholders of Disney on Facebook are defined as users that can affect Disney by its 

involvement on the page and in Disney obviously. Due to the many likes Disney already has 

got, it seems that Disney manages to affect the users in the way they interact and share 

content on its Facebook page. Since Disney has over 300 million likes on Facebook, it can be 

argued that Facebook has become a great means for sharing content and messages. Obviously, 

the platform offers opportunities that make Facebook users an important asset for Disney. 

How and why these users hold such a great power, will be elaborated in the following.  

 

6.1.2. The Power of Stakeholders 

In relation to Disney, content is made in order to provoke emotions (section 5.1), which the 

users have the opportunity to respond to and thereby to comment or like. As mentioned in the 

previous section (6.1.1), Disney Interactive is a department that is responsible for online 

marketing and thereby responsible for observing stakeholder interaction. In relation to our 

survey, it was possible to determine that this department is very much aware of the 
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comments offered by Disney’s Facebook users, since it was quite some challenge to keep our 

posts (requesting users to participate in our online survey) without being deleted (section 

2.2.1.1). We can only offer a guess to Disney Interactive’s strategy as it has not been able to 

access, but this indicates that Disney’s main strategy is to communicate through its 

storytelling and not through dialogue. Also, the way Disney removed our comment box may 

indicate that Disney is aware of the activity on its page and tries to protect its brand by 

avoiding non-relevant material on its posts. However, even though they do not participate in 

dialogues, it may be argued that they pay great attention to the responses they get from its 

stakeholders. One thing is clear; Disney pays great attention to its users, which clearly bear 

the marks of an attempt to protect its image. However, as Disney may do its best for 

protecting and controlling comments on its Facebook site, it will in the following section be 

outlined what a challenge a company’s presence on social media may entails. 

 

SMC is a model that contributes to the understanding of how users on the internet interact on 

social media (section 5.4.3), which is useful when discussing how the activity on Disney’s 

Facebook page impacts the Disney brand. According to our LinkedIn survey, our respondents 

were asked whether they found it important for a company’s success to be present on social 

media platforms. The majority answers yes, however one states in a comment that he finds 

social media second best right after the concept of word of mouth (section 3.3.1, Q 6). In 

relation to the SMC model the aspect of “word of mouth” is considered an important part in 

social media communication because no matter which type of “influencer” (user of the 

internet) one may be, the word of mouth can be used in every scenery of the everyday life that 

can have an impact on every mans’ perception of a brand. Publics that consume information 

from others are defined as a “social media inactive” as they collect knowledge about the 

company through an “influential social media creator”, a “social media follower”, social media 

in general, through traditional media or as mentioned through word of mouth (section 5.4.3). 

This “inactive” public person may be inspired to find out more about the brand and thereby 

find a way to engage with the Disney brand. The inspiration source can inspire the “inactive” 

to search for Disney’s page and maybe to become what Austin, Liu and Jin (section 5.4.3) 

define as an “influential social media creator”. This particular user of Disney’s Facebook site is 

a user that actively engages in the content distributed either by a comment, a “share” or a 

“like”. He will”…create information for others to consume”, which means that his friends on 



 90 

Facebook will see his posts. Such a user is important to Disney as this action can entail that a 

friend of his, who is not engaged in Disney, become interested. If he just follows the page and 

keeps updated with Disney’s posts, he is, according to the SMC model defined as a “social 

media follower”, which means that he is not as influential as an influential social media 

creator. However, he may still be a great asset for Disney since he can spread his word about 

the brand outside Facebook if/when he finds an interesting post that he finds shareable.  

 

The motivations behind liking Disney’s Facebook page are many, and in relation to our 

Facebook survey, the respondents answer that they have liked Disney’s Facebook because 

they like Disney movies and because they like Disney in general. Some answers stand out as 

one is arguing that he has liked Disney’s Facebook page “so my friends can see I have liked it” 

and ”I wanted to show others I like Disney” while another further elaborates: “I guess I liked to 

show the outside world which values I possess”10 and finally, a respondent answers that he liked 

Disney’s Facebook page ”To have conversations with like-minded people [like me], or to have a 

lively debate about things”. (Section 3.3.1, Q 10). With reference to the SMC model and the 

above, the social media inactive is the stage before “connecting” with Disney. He is the one 

who consume or perceive information, which he chooses to act upon if motivated. It seems 

from the answers given from the respondents that there are many social media followers but 

the answers given also indicate that there are many who are influential social media creators 

as they engage by either liking the page or commenting on a post. The motivation to engage 

differs as the highlighted examples indicate. For one it is important that his friends can see 

that he likes Disney because he values the Disney’s image and wants to be connected with 

what the Disney brand stands for. However, this requires that he is active in order for his 

friends to see what kind of content he likes. Another respondent values the opportunity to 

share thoughts with like-minded people. No matter to which degree these respondents are 

active on Disney’s Facebook page, they are considered an important asset as they show their 

surroundings, that they like the Disney brand and it also reflects the popularity on Facebook. 

In continuation hereof, the respondents were also asked if they would sometimes consider 

sharing content from Disney’s Facebook page if they found it interesting. (Section 3.3.1, Q 13). 

                                                        
10 Translated: ”Har nok bare liket for at vise omverdenen, hvilke værdier jeg har” (section 3.3.1, Q 10). 
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The majority answer yes, which again stresses how communication flows on social media and 

with relation to the SMC, how the word of mouth can flourish between users on the internet 

no matter of the degree of involvement and whether they are established on social media yet.  

 

According to our LinkedIn survey our respondents find that interaction on Facebook plays a 

great role, and they emphasise that being present on Facebook is a business opportunity, a 

place to share knowledge, but that interaction also can be considered a challenge (Appendix J, 

Q8). If Disney manages to share content that gain attention from its Facebook users, Disney is 

in a situation where its reputation can reach a new audience as the content may be shared. 

This “share of knowledge” or share of Disney’s content in several networks can lead to 

optimising of profit and thereby be considered a business challenge. Here, it can be argued 

that the increased activity in social media has become a great opportunity but also a place that 

needs to be under observation as word can spread fast, which can lead to situations where 

action needs to be taken in order to avoid a crisis. As stated in section 5.4, stakeholders may 

move onto new stages outside the organisation’s control, hereby meant other social media 

networks or outside the virtual world, which may pose uncertainties for organisations. There 

are opportunities interacting on Facebook as it can make information flourish, but this flow of 

information may also be considered as a challenge if the organisation does not manage to 

communicate its information and content properly.  

 

On the basis of the above, it has been outlined how social media has gained footing in most of 

the world and how Disney can benefit from a social media platform such as Facebook. 

Furthermore, an assessment of the SMC model emphasises how communication flows on the 

internet and how people can affect each other and become related to Disney. This section 

clarifies that social media today has a power that requires professional, efficient and 

constructive communication in order to protect, enhance and reach even more attention to a 

brand. Furthermore, stakeholder participation is important for Disney and it is clear that 

communication on social media can be considered both an advantage and disadvantage. The 

company’s activity on Disney’s Facbook page is important in order for Disney to spread its 

word and to gain new fans or more likes on its Facebook site. In order to gain likes and more 

attention on Facebook, Disney meets a huge challenge in creating content that is interesting 
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enough for others to read, to share and to like. In the next section, a discussion of how Disney 

uses storytelling on Facebook, will occur. 

 

6.2. Which strategies within the spectra of content marketing and storytelling 
does Disney make use of on the social media platform Facebook?  
 
6.2.1. Storytelling in strategy   

Disney is a well-known and very strong brand that focuses on telling and selling stories to a 

broad and diverse audience. Therefore, it is natural and patent that storytelling is not just the 

company’s product – it is also a part of a marketing strategy (section 1.1). In order to 

understand how Disney approaches storytelling on a social media platform such as Facebook, 

it is important to distinguish between different storytelling strategies that the company 

approaches. 

 

Walt Disney’s dream of creating stories that people, children and adults, can relate to and be 

inspired by, is one of the cornerstones of the entire Walt Disney Company (Wasko 2001). One 

of the challenges that Disney faces in an ever changing world is to be attentive to new trends 

and tendencies in society for the organisation and the Disney brand to keep themself at the 

level it is today (Wasko 2001). As stated inConcept definition (section 1.3), a storytelling 

organisation can be defined as “A collective storytelling system in which the performance of 

stories is a key part of members’ sensemaking and a means to allow them to supplement 

individual memories with institutional memory” (Boje 1991).  

In this context, storytelling can be related to branding and does not relate to the internal 

processes where storytelling also can be considered a strategy. According to Boje’s definition, 

storytelling is a means to create bonds between the individual members that in this context 

are Disney’s Facebook fans and the institutional memory which is referred to as the Walt 

Disney Company and its way to approach storytelling in a marketing perspective (section 

6.1.2)(section 5.2).  

 

In appendix F, a section of posts from Disney appears and from this it is evident that Disney 

uses interactivity to engage the users on its Facebook page which can be seen as a cross media 

strategy (Section 4.2). However, this interactivity is influenced bu a transmedia strategy 

where people need to know the specific Disney movie in order to understand the story as a 
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whole (section 4.2). This is all a part of Disney’s branding strategy in which the company uses 

stories to tell the users about its products (animations/movies). The  strategies of cross media 

and transmedia storytelling enlightened in section 4.2 is a means for Disney to reach a broad 

audience through its Facebook users and to tell a story of a brand through interactivity and 

posts by Disney. This is because Disney is present on several media channels, and to create 

coherence between these creates a united experience where interactivity on social media 

plays a great role. It is important for Disney to be aware of how they use different platforms 

for different concepts of storytelling. In order to make a clarification in this respect, Disney’s 

storytelling strategy on social media is a mix of both transmedia storytelling and cross media 

storytelling. However, the main focus is on storytelling in a branding perspective since 

Facebook is a tool to reach interactivity between the users and Disney. 

 

One of Disney’s objectives is to create a brand strategy that involves creating synergy between 

the stories as products and the stories in a marketing perspective (Stein 2011).  Stein argues 

that since the mid-1980s, synergy in marketing has become closely related to Disney. The 

synergy can be explained as e.g how a single movie spins off other Disney merchandise, 

attractions in Disney parks and Broadway shows. However, this synergy is not only limited to 

comprise closely related products. It is also a part of an overall marketing communication 

strategy. Disney has created a company with a specialty in storytelling on many different 

media platforms which can be either through media channel ownerships or partnerships with 

e.g. TV companies (Stein 2011). These platforms can both be a part of a Disney product 

portfolio or a commercial marketing-strategic platform. This gives Disney an opportunity and 

an advantage to promote itself through these diverse platforms.  

 

It is evident from the questionnaire conducted with Disney’s Facebook fans (appendix I, Q5) 

that many different platforms are used when the respondents want to obtain information 

about a company or a new product. The dominating information sources in this context are 

social media, corporate sites and TV commercials (section 3.3.1.). The answers may bear the 

mark of the fact that the respondents are asked through the social media; because when 

looking at the results from the questionnaire conducted on LinkedIn, it is evident from a 

marketing practitioners’ point of view, that the corporate sites are the most influential source 

(appendix J, Q 4). These findings are rather important aspects when considering how Disney’s 
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synergetic marketing strategy influences the way the company approaches storytelling. This 

underlines the fact that it is important for Disney to have different strategies depending on 

the media in which it communicates, because the stakeholders of each media may have 

different reasons or motivations for visiting different sites.  

 

“In building its brand, the Disney Company has perfected the art of synergy, the integration of 

individual parts to form something greater than the whole” (Stein 2011). This statement 

underlines the fact that Disney knows that it may not be enough to separate its 

communication and marketing from the products – it is all interrelated. Furthermore, this 

quote does not only form the basis of Disney’s marketing strategy, it can also be related to the 

way that Disney approaches storytelling on different media platforms., as mentioned above, it 

can be argued that Disney uses both transmedia storytelling and cross media storytelling 

interrelated Furthermore, it is evident from our questionnaire that Disney cannot focus on 

one specific media platform in order to reach its broad and diverse audience (section 

1.3)( appendix A). Therefore, different communication platforms must tell its own but 

independent story in order for the stakeholders to understand the story told by Disney. When 

adding this to the above-mentioned strategy that Disney is aiming at creating synergy in its 

communication strategy, it is not just an aim to create one magic story around e.g. a Disney 

movie. It is also very important for the brand in order to reach many different stakeholders of 

the Disney brand (appendix A).  

When putting this into Boje’s definition of a storytelling organisation, it can be argued that 

Disney is aiming its strategy at reaching many different communication platforms, where the 

brand stories are told in agreement with its products and the stakeholders’ perception of the 

Disney brand. This way, Disney is creating one world where the individual’s perception of the 

Disney brand is unique with that in common that it all revolves around the magical Disney 

story. When doing so, Disney is creating one synergic image of the brand but with a space for 

the individuals’ perception in order to make sense to each specific stakeholder.  

 

6.2.2. Disney Storytelling on Facebook 

"You can design and create, and build the most wonderful place in the world. But it takes people 

to make the dream a reality." 

– Walt Disney (W. Disney 2014)  
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This is a famous Disney quote that describes that no matter how innovative and talented you 

are, it takes someone to recognise and appreciate the doing. When relating this to Disney and 

its storytelling on the company’s Facebook page, it can be argued that Disney can post 

interesting posts, quizzes and news, but it only makes sense because the stakeholders relate 

and interact with Disney’s content. This interpretation can be substantiated by Amanda 

Grants quote (section 1.2) where she states that Disney focuses on two objectives: “…reach 

families and Disney enthusiasts and share content that our guests are compelled to talk about 

and share” (Abramovich 2012). 

 

It can be argued to what extend the content posted on Disney’s Facebook page is storytelling 

or just regular marketing communication. However, when taking Grønborg’s definition of two 

storytelling strategies into consideration, these cannot be entirely separated because 

storytelling is both actual company stories from real life but also a marketing and branding 

tool that is used to create awareness and connectedness with stakeholders (section 5.2.3.).  

Furthermore, Disney’s corporate strategy of creating synergy in all its activities can also be 

argued to encompass the use of Facebook and the creation of one true Disney story. However, 

because storytelling on Facebook can be seen as a challenge in terms of creating a united and 

precise story, the communication must not be approached in a traditional way, the stories 

must be told as “open-ended, branching, hyperlinked, cross-media, participatory, exploratory, 

and unpredictable” (Alexander and Levine 2008)(Section 5.2.5.). 

 

Fog, Budtz and Yakaboylu (2010) describe the interconnectedness between stakeholders, 

storytelling and branding in the model outlined in section 5.2.2. . They argue that in order to 

create a strong brand, it is important to connect with stakeholders - in this context with the 

means of storytelling. This storytelling strategy can consist of both facts and emotions in 

order to appeal to different aspects of the human nature because as Fog, Budtz and Yakaboylu 

(2010, 20) state: “we rationalise and legitimise with our brains, but we buy with our hearts” 

(section 5.2.2.). Appendix F offers an outline of selected posts distributed by Disney. Here, it 

seems that Disney is prioritising the emotional aspect in marketing in order to gain attention 

from the Facebook users (section 5.1.). This is evident through the posts such as “Winnie the 

Pooh gives sweet hugs”, “Happily ever afters often happens when least expecting” and 
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“Remember who you are”. This is in line with the results of the Facebook questionnaire in 

which the Facebook fans were asked to name things that they associated with Disney. In this 

connection, many of the respondents answered “childhood”, “fun” and “magic (appendix I Q9I 

F). These are all words associated with emotions and human characteristics more than they 

are rational and product-descriptive words.   

 

The above-mentioned aspects are considered ways for Disney to use brand storytelling 

because storytelling creates an emotional bond between the company and its stakeholders 

(Fog, Budtz and Yakaboylu (2010) outlined in section 5.2.2.). This can further be 

substantiated by our marketing practitioners where many believe that storytelling serves the 

purpose of creating bond between brand and stakeholders (section 3.3.2.). This is evident 

through these quotes taken from our LinkedIn questionnaire: “It helps people to build an 

emotional connection and loyalty to a company” and “...persons will identify emotionally with 

stories as they have throughout their lives” (appendix J, Q10). On the background of this, it can 

be argued that storytelling seems to be the emotional means to create this bond since “Telling 

and hearing stories is one of our earliest learning modes“. The purpose of this strategy is that 

“…the right storytelling will engage an audience and should build engagement, affinity and 

hopefully sales” (appendix J, Q10).  

However, the strategy of creating an emotional bond can also be considered a disadvantage 

for Disney because there are different motivations for ‘liking’ the Disney Facebook site. The 

disadvantage is that interaction can leave Disney in a difficult position since stakeholders hold 

great power in their interaction on social media e.g. in order to fulfil different needs that 

stakeholders might have(section 5.5.2.). This will be elaborated upon in section 6.3.1.. 

 

6.2.3. The Disney Image 

When approaching Denning’s classification of storytelling types (section 5.2.4.), it can be seen 

through Disney’s posted content (appendix F) that Disney is not telling about the company in 

itself – it is more focused on “fostering collaborations”, “communication who the firm is” and 

“transmitting values” in its storytelling strategy. A part of the Disney brand is to create a 

precise and unambiguous image of the company. This is in line with Alexander and Levine’s 

(2008) interpretation of storytelling on social media where they argue that a challenge of a 

multi-diverse media landscape is to create a coherent image of Disney (section 5.2.5.).  
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It seems that Disney attempts to do so by using the “transmitting values” strategy where 

Disney is using brand storytelling and their products; an example of this can be seen in the 

image below from Disney’s Facebook page (appendix F)( 5.2.4. ). Here, Disney has posted an 

image from ‘The Lion King’ with a text saying “Remember who you are”. In this context, the 

Walt Disney Company and its values are present through the representation of a Disney 

product because it refers to that it is the individual’s history that forms the individual just like 

Disney is who it is today because of its history. This example of transmitting Disney values 

through this “stage” can be seen as the “appearance” where Disney uses its products to 

present the social role and values of the company in a given communicative situation 

(section5.5.1.). It can further be argued that Disney uses the “transmitting value” strategy 

because this strategy often encompasses that the stories are told in past tense or as parables. 

From the latter, it can be argued that Disney’s movies to some extend can be compared to a 

parable since both storytelling strategies is about telling a good story with an important 

morale (J. Hogan 2008).  

 

 

The second approach that Disney seems to adopt in its storytelling strategy on Facebook is 

the one of “communicating who the firm is”. According to Denning (2005), this storytelling 

type is closely connected to branding (section 5.2.4.) and it describes how a given company is 
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communicating about its products or reputation. In this context, Disney is communicating 

about its products through storytelling – it can even be said that Disney’s products, being e.g. 

the animations/movie-stories, are a means in Disney’s brand storytelling strategy. This is in 

line with Disney’s overall strategy of creating synergy between different aspects in the Walt 

Disney cooperation. However, it can be difficult to entirely categorise the stories told by a 

company. The storytelling type “communicating who the firm is” is often associated with 

validating the credibility of the products. Disney is not personally or directly validating this 

credibility but instead Disney is trying to make the stakeholders validate the products by 

sharing content. From a stakeholder perspective, this can be seen as a “personal integrative 

need” that is fulfilled because this need reflects a strengthening of credibility and status 

(section 5.5.2.). Therefore it can be argued that by fulfilling a need by the stakeholders, Disney 

is strengthening its own credibility.    

 

When approaching the storytelling strategy of “fostering collaborations”, the keyword is 

involvement of stakeholders. This strategy implies that “Ideally, that first story sparks another, 

which sparks another. If the process continues, group members develop a shared perspective, one 

that enables a sense of community to emerge naturally”.  (Denning 2005). In this respect, 

Facebook is a perfect medium. However, it can be argued that this storytelling strategy is 

approached because of Facebook’s purpose of a community building communication platform 

(section 3.3.). When looking at the examples outline in appendix F, it is evident that each post 

by Disney offers an opportunity for the stakeholders to interact with the company. This is a 

feature that is characteristic for Facebook but Disney is exploiting this in order to create a 

united experience of a Disney movie/product (section 4.2 – Storytelling and Web 2.0). Yet, it 

should be stressed that there are numerous comments to each Disney post (appendix F). If the 

users only have limited interest in Disney, Facebook or the post, they are likely to discontinue 

reading all comments, and only focus on Disney’s posts or the comments posted by other 

users may not have relevance to the specific post.  

 

"In this volatile business of ours, we can ill afford to rest on our laurels, even to pause in 

retrospect. Times and conditions change so rapidly that we must keep our aim constantly 

focused on the future" (W. Disney 2014). This quote is stated by Walt Disney and describes 

how it is important constantly to focus on the changes in society and technology (Section 3.2). 
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According to our survey conducted with marketing practitioners (section 3.3., Q 11), it is 

evident that a majority believes that storytelling is a branding tool that will survive. As stated 

before, it is a part of Disney’s objective to make a synergetic strategy to incorporate the 

Disney world in all aspects of the company (Stein 2011). Storytelling can in this connection be 

seen as an advantage because according to a marketing practitioner from our questionnaire 

“Disney stays true to their brand and story telling is Disney's forte. The Disney social media 

marketing team keeps the story going and stays true to the roots that Walt created as the 

company grew to what it is today” (appendix J Q 16). An important aspect is that Disney needs 

to follow the technological features and society in order to make the stories an on-going part 

of Disney’s branding.  

 

This section has highlighted Disney’s strategies within storytelling on Facebook but for Disney 

to keep the story going and utilise storytelling as a marketing tool it is imperative that they 

keep up with technological advances within marketing and social media. This section has 

shown that the synergy, Disney aims in its company, is also evident through its marketing 

strategy. Disney attempts to create a united story in its marketing concerning the relation 

between its communication strategies and its products. Furthermore, Disney is trying to 

interact with and involve the Facebook fans in order to create an emotional bond between the 

parties.  Last it is important to emphasise that Disney’s stories are told in a way in which there 

is morale or values transmitted through the stories.  The next section will treat the relation 

between Disney and its stakeholders. 
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6.3. How are Disney’s stakeholders a means to tell Disney’s story through 

Facebook? And how is Disney through Facebook using the stakeholders to brand 

themselves?  

 
6.3.1. Storytelling in Action 

The model outlined by Fog, Budtz and Yakaboylu ((2010) in section 5.2.2) is considered a 

great starting point in this section that seeks to examine how Disney uses its stakeholders to 

brand itself and how stakeholders become a means through Facebook. The reason is that 

Disney uses storytelling as a strategy to brand itself, and thereby to reach its target group, 

which in this context is the users of Disney’s Facebook page (section 6.2). This is, according to 

Fog, Budtz and Yakaboylu (2010), a strategy that aims at creating brand value through 

storytelling in order to attract customers. Previously in this analysis, it was stated that it takes 

someone to recognise and appreciate the doing (section 6.2), which means that in order to be 

acknowledged, someone needs to ascribe value to what has been done. In this this context 

“someone” is Disney’s Facebook users that assess the content distributed by Disney.  

 

There are many ways Disney can tell a story which will be elaborated further upon in the next 

section. However, in relation to the examination of how it tries to persuade its stakeholders 

through Facebook, this section will highlight an example of how Disney tries to “affect” its 

stakeholders, which by Freeman is one of the basic principles when defining the relationship 

between a stakeholder and a company (section 5.4.1). In order to create effective storytelling, 

which by Denning (2006) is concerned with an external communication strategy, one 

narrative pattern will be highlighted and discussed and additional aspects of interactional 

features will be included. However, it is important to stress that Disney makes use of different 

strategies in its storytelling and that the highlighted example is not exclusive (section 6.2).  

 

“Communicating who you are” is a strategy where the credibility of storytelling depends on 

the trust that the audience ascribe to the author. Also, the author seeks to attribute knowledge 

to the audience about who the author is and to create a personal relation. Furthermore, this 

strategy is often told with colourful detail and context. (section 5.2.4). On Disney’s Facebook 

page, Disney has posted a picture of “Winnie the Pooh” with a small text (see picture below). 

This post has gained 20,751 likes, 192 comments and shared in other networks 1,396 times 



 101 

(Appendix F, May24th). This post has been chosen due to the amount of responses that stand 

out as one of the more popular posts. When looking through Disney’s Facebook page, it seems 

to be evident that posts that relate to people’s minds, are the most valued posts. In the picture 

below, the picture might reflect something that everybody strives for – namely caring and 

hugs, “Winnie the Pooh gives sweet hugs”, while other posts are relating to people in quotes 

such as: “Happily ever after is never as far away as it seems” (1596 shares), “Love can surprise 

you” (1857 shares) “Be the person you are destined to be” (3169 shares) etc. (Appendix F). On 

the basis of these highlighted examples that have reached great attention, the storytelling 

strategy ”communicating who you are” is an interesting strategy to elaborate further on.     

 

This picture may have worked in itself independently without text as Disney fans typically 

would know of Winnie the Pooh and his lovely large-minded character. This in itself would 

meet the characteristics from the storytelling strategy “communicating who you are”, since it 

makes use of a character that one can reflect himself in. However, it can be considered that 

the text added, creates additional value to the story as the action that takes place is directly 

communicated in text (this text can be referred to as “stage”, which will be elaborated upon 

later in this section). Here, it may be argued that Disney is trying to create a relation since it 

makes use of a well-known character that most people know and a gestus that everyone cares 

about – hugs. The comments and shares that are made by Disney’s users underline this 

relationship e.g. one refers to her childhood while another tags her presumable lover (see 

picture below). The first example indicates a relation to Disney, as Disney movies have been a 
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part of many childhoods. This is substantiated by our Facebook survey where a large part of 

the respondents have liked the Disney Facebook page as they associate Disney with movies 

and the movie characters (section 3.3.1, Q10). The other example may appeal to the fact that 

Winnie the Pooh loves honey, and the message she wants to share, is her affection to the man 

tagged in her comment (this communication form can be related to Goffman’s “script”, which 

will be outlined further below). These comments mentioned above relate to one of the 

Facebook respondents answers regarding her motivation being on Disney’s Facebook page: 

“Just to see the pictures they upload on facebook. I like to be reminded of certain stories and 

quotes, sometimes it even fits to my own situation or I just feel thrown back in my childhood. I 

still love fantastical stories and watch disney films a lot. It's just making my days more easy-

going” (section 3.3.1, Q10). This underlines the strategy used by Disney where it manages to 

build a personal relation between its stories and its users.  

 

Furthermore, many have shared the “Winnie the Pooh” -post with their network adding their 

own text, which implies what meaning they ascribe to the post: “Who doesn’t love sweet hugs”? 

“Good Sunday work” and as a final example; “Oh Pooh … you did it again! You made me smile ”  

(Facebook 2014). This matches with the answers from our Facebook survey, where the 

respondents are asked if they would consider sharing a post if they find it interesting enough 

(section 3.3.1, Q 13). Over half of the respondents answered yes, which implies aspects of 

openness, interest and empathy, the users have towards the content they read. In relation to 

the picture highlighted in the above, most people in the world know the feeling of a hug, and 

most people know that a hug is a proof of caring. Disney seems to manage to add value to the 

post as it refers to Winnie the Pooh which may 

embrace aspects of happiness, friendships etc.   

 

This narrative strategy, “communicating who you 

are”, seems to provoke feelings from the users, 

which indicates that Disney manages to reach out 

to its audience’s “affective needs”. According to 

Katz, Gurevitch and Hass (1973) in section 5.5.2, 

this need is when the audience are seeking or 
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having the need for emotions, pleasure and other feelings. Disney manages to create a sense 

of community and an emotional connection through its storytelling (section 5.2), which 

indicates that Disney is using a strategy here that works. Furthermore, it can be argued that 

aspects of the “personal integrative needs” are present as it represents the need for 

strengthening credibility, confidence, stability and status. Disney’s users can through its posts 

share the content in their network and thereby send a message to the world around him, that 

he e.g. needs a hug, cf. picture above. Also, the social integrative needs seem to be present in 

the response from the users as it concerns with needs related to strengthening contact with 

family, friends, and the world. Here, Disney seems to provide stories that can reflect personal 

needs and if the user chooses to share the content, he signals that he needs some sort of 

affirmation from his surroundings. Finally, a part of Disney’s image and storytelling strategy is 

also to further its imaginative world and create a world in which people can escape. Disney’s 

dream world is a world in which fundamental human desires are fulfilled e.g. with people 

flying and animals talking (Dover 2014). According to Katz, Gurevitch and Haas (1973) this 

can be referred to as fulfilling a “tension free need” because Disney through this dream world 

is creating a space in which the user can escape or relief himself from the contact with the self 

and the users’ social roles (section 5.2.2). In relation to Winnie the Pooh, a person may hide 

behind the Disney character in order to express his feelings although the character takes form 

as a talking teddy bear. 

In order to meet these needs, it is necessary for the individual to share the content to gain 

response from its own network. The Disney Facebook page may not offer the same support as 

expected on a profile as it is targeting several individuals from all over the world.  

 

Disney uses storytelling to brand themself, and it seems that some users of the Facebook page 

have found a place where needs and gratification can be found as they can use Disney’s stories 

to promote themselves. According to Goffman (2012), this is a strategy used by Disney to 

interact with its audience (section 5.1.1). Goffman refers to the front stage in which the social 

interaction takes place where the individual is present – the individual represents the role of 

the character. The back stage represents the individual’s private sphere. In relation to picture 

above, Disney offers a story that a user may reflect herself in. This represents the front stage 

as she can find herself in the exact situation, which in reality implies, which she also 

communicates through text, she wishes for a hug (back stage). Furthermore, Goffman offers 
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the definition of “stage” which means the social context in which the interaction takes place 

(section 5.1.1). The stage is present in the post as text is placed above the picture of Winnie 

the Pooh. This creates a social context as text and picture are connected and together creates 

a meaning for the audience. Finally, the Goffman’s “script” is highlighted due to the comment 

above, where one is tagging a man showing him her affection. “Script” refers to 

communication that is often impulsive and improvisational. This woman may have run over 

the posts and right away posted her comment. These examples emphasise the strategies used 

in its storytelling in order to engage with its audience, which in these cases implies that other 

people than just Disney’s Facebook users are included in the storytelling.  

 

Due to the way Disney manages to communicate its stories on Facebook it seems that a great 

amount of users either like, comment or share the posts. Through these actions, the network 

around the particular user of Disney’s Facebook page gets notified. The way Disney appeals to 

the users lives, the user may be more prone to share and comment the posts (section 3.3.1, Q 

13). As argued in section (section 5.4 + section 6.1) Austin, Liu and Jin offers a model that 

indicates how communication flows on the internet. Due to the responses that Disney receives 

from its users on Facebook, it can be argued that Facebook and the users are a great means 

for the Disney brand as content flourish between different kind of publics, traditional media, 

social media – either through likes, comments, shares or as identified as the most important 

feature, word of mouth (section 6.2). 

 

6.4. How is brand equity perceived in Disney’s use of content 

marketing/storytelling on Facebook? 

 

6.4.1. The Disney Spell – creation of a magic brand  

As outlined in section 3.1, the Walt Disney Company was founded by an imaginative and 

innovative man whose vision was to share his ideas and stories with the whole world. Walter 

Disney was a visionary, and he managed to create a company whose focus today is the same 

as in 1923 – to tell fantastic and catchy stories that engage the audience regardless of age, 

nationality and beliefs. These magical stories have influenced the company in every 

imaginable way. Disney’s company culture and brand strategy seem to be influenced by 

Walter Disney’s visions (section 6.2.1.). These visions have become the Disney brand. This 
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section seeks to examine how storytelling can influence Disney’s brand strategy and brand 

value. 

 

Disney is the 17th most valuable brand in the world according to the business magazine 

Forbes (section 3.1). Through numerous years, the company has managed to be among the 

leading companies in the world with the aim of being “the most creative, innovative and 

profitable entertainment experiences and related products in the world” (The Walt Disney 

Company 2014). In order to examine this objective from a branding point of view, the 

marketing practitioners in the LinkedIn survey were asked about their associations regarding 

Disney and its branding strategy (appendix J Q13). Here, it is evident that these respondents 

perceive Disney as a strong, innovative and creative brand since the dominating tendencies 

indicate that Disney’s branding strategy is being perceived as “professional”, “fanciful”, 

“targeted”, and “innovative”. Disney’s means to achieve this goal is “…to produce unparalleled 

entertainment experiences based on the rich legacy of quality creative content and exceptional 

storytelling” (Disney 2012). Therefore, it can be said that content marketing and storytelling 

are means for Disney to create brand value. In order to describe the relation between these, it 

has been argued in section 5.1, that “Content marketing without a story will address the 

organisations needs instead of their interest in their customers”. Disney’s strategy of 

storytelling and content marketing on Facebook serves the purpose of creating a relationship 

with Disney’s stakeholders by engaging them in order to gain brand value and awareness 

(section 5.1). 

According to the LinkedIn respondents, Disney’s unique brand is associated with the Disney 

characters, its ability to tell stories and its fantasy world (appendix J Q 15). These are aspects 

that correspond with Disney’s strategy of creating synergy in all the company’s activities 

(section 6.2.1.). In section (6.2.3.), the findings showed that one of Disney’s Facebook 

strategies is to create an emotional bond to the brand in order to create value for the users. 

The LinkedIn respondent’s perception of the Disney brand underlines the importance of 

creating this emotional bond because it shows that these perceptions and understandings of 

the Disney brand foster an image of a homogenous and relatable brand. This bond between 

the Disney brand and the Facebook users can be referred to as brand equity which 

means: ”The value of the brand’s name, symbols, associations and reputation too all target 

audiences who interact with it” (Pickton and Broderick 2005 cited in section 5.3.2 ). 
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A part of brand equity can among others be described as a brand’s distinctiveness, also 

referred to as “brand description”. This is the outcome of three components “the perceived 

quality of the brand”, “brand associations” and “brand value” (section 5.3.2.). Within the term 

brand brand association is the concept of “user experience” which is the perception of 

Disney’s Facebook page in the context. The social media platform Facebook is an important 

tool in the creation of the “user experience” and the bond between stakeholder and Disney 

(section 1.3)(appendix A). According to approx. 78 % the Facebook respondents, the presence 

of Disney on this social media site plays a great role for them in order to be updated about 

Disney, obtain easy accessible information and enter a dialogue with Disney (appendix I Q 6). 

This makes the connection with the users closer and it is easier for Disney to reach its 

audience. However when observing Disney’s Facebook page, it can be argued that an actual 

dialogue is limited because Disney is only posting content but the company is not responding 

to the users’ comments or questions.  

 

The connectedness between Facebook user and Disney is important as it can be argued that 

storytelling and Facebook are a means to create a unified and homogenous image and a 

strong corporate brand (section 5.2.6.. Furthermore, the “user experience” can also be related 

to how Disney seeks to create an experience for the Facebook users in order to influence the 

stakeholders’ perception and use Disney’s Facebook page. As examined in section 6.3.1., 

Disney creates content which can have a two-fold function; the first is to create value and 

awareness with the users, second it is that the users can share information to their network. 

In the latter approach, Disney becomes the voice to express the users’ needs and gratifications.   

 

As mentioned in section 6.2.1., Disney is trying to create synergy between different aspects of 

the company e.g. by relating the company’s products to the marketing strategy. It can be 

argued that Disney is using its storytelling concept to create value for the Facebook users by 

posting pictures relating to its products and a Disney statement. This can be seen in appendix 

F where Disney tries to engage and to reach the audience by creating content that relate the 

user to an experience in the Disney universe e.g. “Are you more Miss Piggy or Kermit the Frog? 

Take this quiz to find out”(March 19th) or “It could happen to you” (Bambi, March 29th). In this 

context, Disney creates a bond between the brand and the user by using “brand attributes”. 
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These are features, which personalise the brand and add characteristics to the brand (section 

5.3.1.). Therefore, it seems that Disney is using its “brand attributes” to create brand equity. 

Furthermore, as mentioned above a way to produce brand equity is by personalising the 

brand. It is evident from our Facebook questionnaire that many of the users’ associations are 

human characteristics or emotions such as “happiness”, “childhood” and “fun” (appendix I Q 9). 

This can be further substantiated by the fact that Disney is being characterised as a company 

creating a fantasy world and dream world (appendix I Q14). As stated in section 6.3.1., 

storytelling is used to inform about the company by creating a world in which the unrealistic 

desires and needs and be fulfilled. This dream world is also a part of the connection between 

brand and Facebook user referred to as brand equity (section 5.3.).  

 

In order to create content that is relevant and interesting to the users of Facebook, Disney 

uses storytelling to generate an emotional bond to these users. In relation to this it has been 

important to examine Disney’s storytelling strategy which is a part of the overall Disney 

branding strategy that focuses on creating a strong, relatable and homogenous brand (section 

3.1. and 6.2.1.). This emotional bond Disney aims at creating can be referred to as “brand 

equity”. This is an essential part of the relation between the users of Facebook and Disney. 

This section has examined how “brand associations” influence this relation and thereby 

creates awareness, connectivity and value for the Disney brand.  

 
6.4.2. Staging Disney – merit in a storytelling context 

Brand equity is crucial for Disney when approaching the users of the company’s Facebook 

page because these stakeholders have become an important but attention-demanding part of 

Disney’s branding (section 6.1.1.). This section seeks to examine Disney in connection with 

brand value and strength by using different storytelling types. 

 

Facebook is a medium that offers numerous ways for Disney to brand itself. It can be used to 

communicate to and with users of Disney’s Facebook page in order to create a virtual identity 

in which the overall company image must be reflected (section 5.5.3.). In order to create 

awareness of the brand, Facebook is an important tool for Disney to call attention to itself. 

Disney is as mentioned previously a strong and well-known brand in many parts of the world 

(section3.1.). Therefore, it can be argued that the level of awareness in relation to Disney can 
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be referred to as “unprompted awareness”. In this 

level of awareness “[t]he brand name is “top-of-the-

mind” when a product category is suggested” 

(section 5.3.3). This can be substantiated by the fact 

that our Facebook respondents’ associations with 

the Disney brand are rather identical with the 

Disney products and the Disney world (appendix I 

Q9)(section 3.1.). The words most stated in the 

questionnaire can be seen in the picture where the 

size of the words reflects the frequency of the 

words appearance in our respondents’ answers. On 

the basis of this, it can be argued that Disney pays great attention to that its brand message is 

coming across. This awareness represents the strength of the brand and also the value of a 

homogenous image.  

 

Even though it has been discussed that Disney is aiming at creating a streamlined and precise 

image (section 6.2.2.), the stories told through Disney’s Facebook page is not interlinked and 

appear independently in each post (appendix F). When using Christensen’s classification of 

branding strategies (section 5.2.3), it is evident that Disney in this connection is using 

“external branding/organisation development”. This is because the stories told by Disney on 

its Facebook page are fragmented stories with different purposes. According to 

Georgakopoulou (2007 cited in section 5.5.3.), storytelling on social media is different than 

traditional brand storytelling because communication here is “quick, immediate and here-and-

now interesting” (section 5.5.3.)(section 6.1.2.). This implies that Disney’s actions on Facebook 

are an immediate way for the company to reach the users as fast and informal communication. 

This can be elaborated further upon by using Georgakopoulou’s different types of stories on 

social media: ”breaking news”, “projections”, “past events” and “shared stories” (section 

5.5.3.). Disney uses “projections” to inform about upcoming events or releases. An example of 

this can be seen in the Disney post from April 2, 2014 in appendix F. In this post, Disney 

promotes a new release of old Disney songs. In this way Disney is telling the story of an old 

brand and old products but in a new context. Here, Disney is using the “functional appeal” in 

order to create a need and desire with the users by evoking an interests and excitement about 
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the new product (section 5.5.3.). This manifests itself in the fact that the 946 people have liked 

the post and 32 shared it to their network. In this respect, Disney is trying to create value and 

curiosity of the upcoming release in order for the users to keep interested and intrigued. This 

will most likely entail increased attention to the Disney site and thereby increase awareness 

and interest in the Facebook site.  

 

Disney’s preferred story type is the one of “shared stories”. This storytelling type is where 

stories can be seen as an elliptical telling that refers to a previously told story or previous 

events (section 5.5.3.). This can be seen as a main feature of Disney’s storytelling because the 

company’s way of telling their stories is by using previously told stories in form of known 

Disney characters and old Disney movies. An example of this was outline in section 6.3.1. 

where Disney is using a known and old character in form of Winnie the Pooh (appendix F) to 

tell a new Facebook story. This strategy is being used to a great extent by Disney because it 

underlines interconnectedness between Disney and the users. This storytelling type is in close 

relation with the one of “past events” which is also a preferred storytelling type in Disney’s 

posts. An example of this can be seen in the post from March 18th (appendix F) where Disney 

refers to the opening of Pirates of the Caribbean from 1967. According to Georgakopoulou, 

this is the least used social media story type (section 5.5.3.) – but this is not the case with 

Disney. It can be seen through an examination of Disney’s Facebook page that the “past events” 

are a regular feature in Disney’s posts. These posts have the headline: “Disney History”. By 

referring to past events, Disney seems to be aiming at creating a nostalgic atmosphere in 

which the users can be reminded of past Disney cartoons or events. This can be substantiated 

by our respondents who e.g. think that: “…it's nice reminding all those anecdotes about our 

favorite films” (appendix I Q10). This can be argued to create “brand value” for the users 

because it gives the users an experience of belongingness and affiliation (section 5.5.3.). In 

terms of Christensen’s branding strategies this can be seen as an “external marketing 

perspective”-strategy in which Disney relates former products in a storytelling perspective in 

order to entertain and engage the users to the brand (section 5.2.3.). 

 

The “External marketing perspective” focuses on storytelling as fictional. It is about creating 

one story about the corporate brand. This is where the company’s products are linked to the 

company by telling a story that entertain and engage customers/stakeholders to the brand 
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(section 5.2.3.) (section 6.2.2.). Furthermore, brand equity is a crucial and important term 

when examining Disney’s storytelling on Facebook.  

The relation between the users of Facebook and Disney depends heavily on the content that 

Disney shares on this platform. The different storytelling types are content shared by Disney 

in order to enhance brand equity and brand awareness. In the case of Disney, all these 

different stories are creating a universe in which the users can identify themselves and 

thereby create their own perception and brand value. 

 

Disney is a company with great focus on how it creates a bond between the company and the 

Facebook fans. Often, Disney is relating its stories to the characters from Disney movies and 

animations in order to substantiate a close bond and awareness of the Disney brand. In this 

connection, Disney is posting content that are relevant and engaging for the users to examine 

and participate in. Disney pays great attention to that its brand message is coming across and 

the means to reach the users is by the brand strategy storytelling. 
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7. Chapter: Happily Ever After - Findings/Conclusion 

The purpose of this thesis has been to examine why Disney’s storytelling is an important part 

of the company’s branding strategy on a social media platform such as Facebook. As 

mentioned in section 1.2, four research questions have been included to analyse the 

stakeholders role on social media, which storytelling strategies Disney makes use of, how 

these strategies create value and finally how brand equity is perceived in Disney’s use of 

storytelling on Facebook. 

 

The development of web 2.0 has facilitated the blossoming of social media, which has 

empowered Disney’s users on Facebook as they now have the opportunity to influence 

Disney’s brand in different ways. When users of Disney’s Facebook page either like, comment 

or share posts from Disney, the users influence the brand as their actions will appear on both 

their personal profile but also on Disney’s own profile – and thereby the brand can attain 

awareness through word of mouth. In this way, Disney’s storytelling will reach far as people 

around Disney will function as jungle drums that help to increase awareness of the Disney 

brand. Although Facebook can be considered an advantageous communication channel, it is 

also important to stress that interaction on Facebook, due to fast and effective communication 

can become a challenge because Disney may not always be able to control communication 

entirely, which can affect its image. 

 

Disney is using storytelling combined with product features as a strategy in order to catch and 

engage its users. This strategy is a combination of a cross media strategy and a transmedia 

storytelling strategy because the stories are influenced by interaction but the users need to 

know Disney’s stories from other media in order to understand the content that Disney shares. 

In this way Disney is creating a world where it is up to the individual user how to perceive 

and interpret the stories told while referring to its product. Although Disney is using its 

storytelling as a marketing tool, it is considered necessary to keep up with technological 

advances within marketing and social media since this influences how the stories are told on 

Facebook.  
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The overall storytelling has been defined and it seems from the chosen examples that Disney 

manages to create stories that its users respond to, either by liking, commenting or sharing 

the content which is spread out to the individuals’ network. By using interactional features, 

such as stories that relate to the users’ lives and appeal to emotions through product features 

(e.g. well-known characters), the users are obviously prone to share the stories created by 

Disney. In this way, Disney manages to tell stories that affect its users and thereby the users 

become a means for Disney through Facebook.  

 

Storytelling is a means for Disney to create brand value which is evident in the way that 

Disney seeks to create a relationship with its users on Facebook. Brand equity is in this 

context gained in the attempt to create relevant and interesting content and in the attempt to 

create a bond between the Disney brand and the user. Personalising the brand in which the 

user can identify himself, can be considered a useful strategy in order to earn brand equity. 

Furthermore, value is also created by the fact that Disney aims at creating synergy between 

different aspects of the company. This makes storytelling an obvious branding strategy for 

Disney because the core concept of Disney is to tell stories through animations or movies.  

 
On the basis of the way Disney has managed to engage itself through storytelling strategies, it 

is found that Disney’s storytelling on Facebook is an important part of its branding strategy. 

Disney makes use of a brand storytelling strategy that mix the involvement of its users and its 

products. Disney’s ability to employ storytelling strengthens the brand value which seems to 

rouse attention and create awareness beyond Disney’s Facebook page. Overall, Disney’s way 

to engage with its users on Facebook is an important strategy, and it is found that the 

company makes use of a two-fold storytelling strategy. On one side, Disney can be said to have 

the perfect brand because everything in the company is related to the traditional perception 

of storytelling where Disney has created his own imaginative world. In this context it is 

storytelling about storytelling. On the other hand, in order to create awareness around the 

brand through storytelling someone has to appreciate the doing. Here, Disney makes use of 

different communicative tools in order for the users to become captivated by the stories. On 

the basis of this, Disney’s storytelling strategy on Facebook is considered important as a part 

of its branding strategy because this social media platform offers opportunities where content 

can flourish as quickly as one of the quickest communication channels; word of mouth. This 
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strategy can improve brand awareness and thereby strengthen Disney’s corporate as well as 

product brand. 
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8. Chapter: Epilogue – It’s All about Happy Endings  

…It all began with one man – a man with a vision to share his imaginative world with 

others. This dream became a reality and today his Disney company is among the most 

popular and known companies in the entire world.  

 

However, as the times changed rapidly and the company and the rest of the world 

kingdom were facing a dark shadow in which no man had ever set foot. Everything was 

very uncertain and terrifying because no one knew how to approach this darkness but at 

the same time everyone was very curious of what was inside this shadow.  

Time went by and people in the kingdom slowly accepted the presence of the darkness and 

they all tried cautiously to approach the phenomenon. When nearing darkness, they found 

a creature. It was named Facebook.  This creature seemed frightening and forbidding – it 

was difficult to see whether this creature were a dark monster or indeed a friend to help 

the kingdom navigate in the darkness. One of those who approached this creature was the 

Disney Company. The creature welcomed those who dared. 

 

The Disney Company was very aware of this creature and had it under constant 

observation because Disney did not feel convinced that the creature would not hurt them 

until one day. This day was an important day for the whole kingdom. When the Disney 

Company began to tell the creature stories, it slowly came out of the darkness. The 

creature loved the stories – it even shared these stories with other people from the 

kingdom who sought the creature for help. After Disney found out that it was a not a bad 

creature and that stories is the way to every person’s life, they all lived happily ever after. 

The end… 
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Appendix A: Who are the users of Disney’s Facebook page? 
On Disney’s Facebook, Disney has got several “likes” which is an indication of the recognition 

of the Disney brand. These “likes” are given by people who has an interest in Disney, but in 

order for Disney to target and retain its stakeholders, it must have an idea of what they like 

and want to hear more about in order to create content that is interesting enough for them to 

read and maybe to share with others. According to Freeman (1984) “Stakeholder theories have 

been developed to map the organizational terrain and to help organizations identify and 

balance the different needs and voices around them” (section 5.4). By identifying these needs 

and interests, a company have the first indications of which aspects its should work on in 

order to develop a strategy that can “convince” people to stay with the brand and/or even buy 

more products.  

 

The stakeholder concept as a terminology seems to be quite clear as it according to Freeman 

(section 5.4) is “Any group or individuals who can affect, or is affected by the achievement of the 

organizations objectives”. However, when dealing with a storytelling organisation that 

operates on social media platforms, a company has especially one challenge: “…they do not 

know who the audience is” (section 5.2). As determined in section 1.3, the terms “stakeholder”,  

“internet user”, “creative consumer”, “audience”, “Social media inactive”, “Social media 

follower” & “Influential social media creator” are used as synonymously for the people that 

are active on Facebook. However, to offer a more clear definition of who they are, a short 

outline will appear to offer an overview of who Disney is targeting in its storytelling - 

although, the users of Facebook are a diverse group of people which is why it can be difficult 

to outline the users’ motivation for having interest in Disney. 

 

First of all, the identification of stakeholders is important and as emphasised in section 

(section 5.4): “Stakeholder management is important to include in a corporate strategy as the 

company can benefit from its stakeholders through constant dialogue which can keep balance in 

expectations and demands”. In relation to Disney, it is clear from our questionnaire (Appendix 

F, question 10) that Disney’s users on Facebook have great interest and passion for Disney 

movies. This indication compared to the content on Facebook suggests that Disney is trying to 

reach its stakeholders through their interests and holds a strategy on how to reach its users. 



Furthermore, when identifying the stakeholders Disney’s Facebook page, it is evident that it is 

stakeholders that hold interest in Disney and its broad product portfolio. Our respondents, a 

small part of Disney’s users on Facebook, represent their interests in Disney: Some is 

interested in getting notified about news, read interesting posts, experience cute and beautiful 

pictures, gain inspiration from quotes, receiving uplifting posts and to connect with other fans 

and to have conversations with like-minded people. The motivations differ which may be 

related to their relation to Disney (Appendix F, question 10). 

 

According to Disney’s stakeholder group on Facebook it is clear from our survey (Appendix F 

question 3) that Disney has many different stakeholders from all over the world in different 

layers of the society, so when defining Disney’s stakeholder or users of its Facebook page, it 

may be a short answer. The group or individual that holds an interest in Disney, being an 

archaeologist who has children, a student who studies psychology who wants to be updated 

on the latest movies, or a financial analysis who has experienced one of Disney’s theme parks 

etc. Facebook opens the opportunity to create a profile/an identity for others to see, however, 

it may not always be possible to see who hides behind the profile.  

 

Therefore, in order to identify 

Disney’s users on its Facebook 

page, its users will be divided into 

three kind of public that varies due 

to their level of influence. This 

aspect will be further elaborated in 

section 6.1. 

 

 

 

 

 

An outline of stakeholders related to Disney on Facebook (Question 3, Appendix F). 

 



Appendix B: Tables of Research 
In order to differentiate the questions and to substantiate the research method, we have 

chosen to follow Bryman’s classification of questions types in order distinguish the knowledge 

we gain from respondents through our questions (Bryman 2012, 253). 

Personal Factual Questions: This is personal information gathered from the respondent such 

as age, name and occupation. This kind of question also covers behaviour of the respondent 

with relation to memories and/or habits. 

 

Factual Questions about Others: These questions are in close connection with the previous 

type. This is information related to personal information about others such as relatives, 

household etc.  

 

Informant Factual Questions: Information gathered through this type of question is related to 

knowledge. This is questions about characteristics of a thing/entity which the respondent has 

knowledge about. However, this can also concern knowledge of behaviour in e.g. families and 

households. 

 

Questions about Attitude: Here, the questions are concerned with the respondent’s attitude 

towards something. 

 

Questions about Beliefs: These questions are related to what people believe in when talking 

about e.g. religion or politics but also whether a respondent think a certain statement is true 

or false.  

 

Questions about Normative Standards and Values: Normative standards and beliefs mean 

what principles of behaviour might influence them. These questions are closely related to 

questions about attitudes and beliefs. 

 

Questions about Knowledge: The last classification type is knowledge-related. Questions can 

e.g. be asked in a way to test the respondents’ knowledge within a certain area.  

 



According to Bryman (2012, 253), questionnaires are often blend of these different 

classification types. We have in the tables below sought to use this classification in order to 

understand which knowledge we would gather through the asked questions.   

Questionnaire for Disney’s Facebook Fans 
 

 Question Background for question Theoretical 

foundation 

Research Design 

1 Gender? These questions are placed in the 

beginning of the questionnaire, 

because it is easy for the 

respondent to answer (Andersen 

2009, 178). Furthermore, it is can 

prove necessary for us in our 

analysis to know the background of 

our respondents and what might 

influence them in their answers. 

 

 Closed question 

Personal factual 

question 

 

2 Age?  Closed question 

Personal factual 

question 

 

3 Profession?  Closed question 

Personal factual 

question 

 

4 Do you have 

children? 

 Closed question 

Personal factual 

question 

 

5 When interested in 

a new product or in 

a company, where 

do you find 

information about 

it? (Multiple choice) 

With this question we wanted to 

examine where social media users 

gather information about 

companies or products. It is an 

attempt to see a tendency in 

internet behaviour.  

Questions 

related to 

social media 

platforms 

 

Closed question 

Informant factual 

question 

6 What does it mean 

to you that Disney is 

available on 

The purpose of this question was 

to see whether it is important for 

people that companies to be 

Questions 

related to 

social media 

Closed question 

Questions about 



 Question Background for question Theoretical 

foundation 

Research Design 

Facebook? present on social media platforms. platforms 

Interactional 

features 

attitude 

7 How important is it 

to you that you have 

the opportunity to 

comment on 

company posts on 

Facebook? 

This question was asked in order 

to examine the importance of 

interaction on social media 

platforms. This is now specifically 

in a Disney context because it was 

a tendency in general that were 

important for us to get an answer 

to. 

Questions 

related to 

social media 

platforms 

Interactional 

features 

Closed question 

Vertical or 

horizontal 

question 

8 Have you 

experienced any 

companies that use 

the social media to 

tell a story about 

themselves – a story 

that you can relate 

to? 

With this question we wanted to 

find out whether people 

understand the concept of 

storytelling in a branding 

perspective without it being 

introduced to them. Instead of a 

no/yes answer this question were 

formulated in a way that if the 

concept would have been known, 

the answers would if been a 

dominating yes.  

Storytelling Closed question 

Question about 

knowledge 

9 Please name at least 

3 things/words you 

associate with the 

Walt Disney 

Company? 

This is a question that seeks is to 

examine what the respondents 

associate with the Disney brand. 

By asking the question in this way, 

it may give us a varied picture of 

the brand in accordance with the 

respondents. We do not only get 

the primary association but a more 

detailed view on our respondents’ 

thoughts. Furthermore, this 

question were asked as an open 

question which give the 

respondents an opportunity to 

elaborate on their perception of 

Disney. This can be an advantage 

for our questionnaire because the 

answer possibilities are not limited 

Brand equity Open question 

Personal factual 

questions 



 Question Background for question Theoretical 

foundation 

Research Design 

to our associations (Thisted 2010, 

113) 

10 Why have you 

‘liked’ the Disney 

Facebook page 

We wanted to examine the relation 

between the respondents and 

Disney with special attention to the 

respondents’ attitude towards 

Disney. 

Brand equity Closed question 

Question about 

attitude 

11 Please visit Disney’s 

Facebook page for a 

short overview:  

 

What is your first-

hand impression of 

the Facebook page? 

(Multiple choice) 

 

This question is two-dimensional. 

First, we ask the respondent to 

visit Disney’s Facebook page – 

which requires further 

involvement of another media – 

this could be a pitfall as he may 

skip this question, because the 

respondents must open another 

site in order to answer the 

following questions. Second, we 

wanted to know what the 

respondents thought of the Disney 

Facebook page. The purpose of this 

is to examine the reactions of the 

respondents- whether positive or 

negative.  

Brand equity Closed question 

Question about 

attitude 

Question about 

belief,  

Personal 

information 

questions 

 

12 When visiting 

Disney’s Facebook 

page, which 

activities are 

interesting to you? 

(Multiple choice) 

This is for us interesting because it 

can give us an indication of how 

the respondents are using Disney’s 

Facebook page and what their 

purpose of interaction might be. 

Furthermore, we wanted to 

explore what the respondents are 

valuing in a Facebook context.  

Stakeholder 

theory 

Interactional 

features 

Closed question 

Personal factual 

question  

 

13 If a post by Disney 

appears on your 

wall and you find it 

interesting, would 

you sometimes 

consider sharing 

this ”message, 

movie etc.” with 

This question will be used to 

support claims and assumptions 

about social media users. 

Furthermore, it will function as an 

indication of how social media 

users involve and participate in 

Disney’s Facebook page. 

Stakeholder 

theory 

Facebook 

section 

Closed question 

Question about 

attitude 



 Question Background for question Theoretical 

foundation 

Research Design 

your friends or with 

other social media 

platforms? 

14 In your opinion, 

what makes the 

Disney brand 

unique? (Multiple 

choice) 

We asked this question in order to 

observe how the respondents 

perceive the Disney brand and 

which features that make this 

brand ‘one-of-a-kind’. The 

respondents were given the 

opportunity to give multiple 

answers because there might be 

just more than one word that 

describes their attitude towards 

Disney (Thisted 2010, 115). 

Brand equity Closed question 

Question about 

attitude 

15 Whose story do you 

think Disney is 

telling on 

Facebook? The one 

of: 

The purpose here is to see how 

people have understood 

storytelling as a concept and to 

examine how the respondents 

interpret the information that 

Disney is distributing. 

Brand equity, 

Storytelling, 

Interactional 

features 

Closed question 

Question about 

attitude 

 

16 May we contact you 

to ask a few 

additional 

questions? 

 

We have asked the respondents 

whether further contact was 

possible, because at the time the 

questionnaire was formulated and 

distributed we wanted to have the 

opportunity to contact the 

respondents for further 

information or elaboration of 

attitudes (Andersen 2009, 167). 

  

 

  



Questionnaire for LinkedIn Practitioners 
 
 Question Background for question Theoretical 

foundation 
Research Design 

1 Gender? These questions are asked in order 
to know the background of our 
respondents. In addition to this it 
is important to validate the 
profession of our respondents 
since the background for this 
questionnaire was to examine 
tendencies within marketing 
practitioners. These questions are 
placed in the beginning of the 
questionnaire, because it is easy 
for the respondent to answer 
(Andersen 2009, 178). 
 

 Personal factual 
question 
Closed question 
 

2 Age? 
 

 Personal factual 
question 
Closed question 
 

3 Profession? 
 

 Personal factual 
question 
Closed question 
 

4 When interested in 
a new product or in 
a company, where 
do you find 
information about 
it? 
 

With this question we wanted to 
examine where social media users 
and marketing practitioners gather 
information about companies or 
products. It is an attempt to see a 
tendency in internet behaviour 
among professional marketers. 
 

Questions 
related to 
social media 
platforms 
 

Closed question 
Informant factual 
question 

5 What does it mean 
to you that 
companies are 
available on social 
media platforms? 
 

The purpose of this question was 
to explore whether it is important 
for marketing practitioners that 
companies are present on social 
media platforms. 
 

Questions 
related to 
social media 
platforms 
 

Open question 
Questions about 
attitude 

6 Do you think that it 
is important for a 
company’s success 
to be 
present/visible on 
social media 
platforms?  
 

Even though social media 
platforms are a tool for marketers 
to reach a broad audience, it also 
requires special attention to 
professionals. We wanted to know 
whether this relatively new media 
genre is a must-do for companies.  
 

Brand equity 
Content 
marketing 

Closed question 
with the 
opportunity to 
elaborate (open 
question) 

7 Please specify 
 

Here, the respondents have the 
opportunity to elaborate on the 
previous question in order to get a 
broader understanding of the 
importance of social media 
platforms in today’s marketing. 
 

Brand equity 
Content 
marketing 

Open question 
Question about 
attitude 

8 What is your 
opinion about 
interaction on 
Facebook? It is.. 

With this question we wanted to 
know what practitioners think of 
the features of marketing on social 
media platforms. The purpose is to 

Stakeholder 
theory 
Interactional 
features 

Closed question 
Question about 
attitude 
 



 Question Background for question Theoretical 
foundation 

Research Design 

 understand how 
marketers/practitioners perceive 
its audience. 
 

9 Do you hold 
experience within 
marketing/the 
storytelling 
concept? 
 

Here, the purpose was to examine 
and cross-check the background of 
our LinkedIn-target group. 
 

 Closed question 
Personal factual 
question 

10 Which advantages 
or disadvantages do 
you see that 
storytelling has as a 
branding strategy? 
 

The purpose of this question is to 
understand how our target group 
perceives brand storytelling and 
the challenges related hereto in 
order to understand the 
background for Disney’s 
storytelling choices on their 
Facebook page. We wanted to 
support theoretical views on the 
storytelling process with a more 
practical approach.  
 

Storytelling  
Brand equity 

Open question 
Personal factual 
Knowledge 
question 

11 Do you believe that 
storytelling on 
social media 
platforms has a 
future? 
 

We wanted to understand whether 
the concept of brand storytelling is 
a phenomenon that has moved 
from conventional media platforms 
to social media with success – or if 
it is a failing strategy. 
 

Storytelling Closed question 
Questions about 
attitudes 
Question about 
beliefs 
 

12 Why/why not? 
 

With this question, we give our 
target group an opportunity to 
elaborate on the previous question. 
This is because we want the 
reasons behind their answers in 
order to use it in our analysis 
concerning Disney and their 
storytelling on social media 
platforms. 
 

Storytelling Open question 
Question about 
attitude 

13 Which words do 
you associate with 
Disney and their 
branding strategy? 
 

It was important for us to examine 
how our LinkedIn target group 
perceived Disney’s marketing 
strategy since we were not able to 
get an answer from Disney. We 
wanted a professional opinion in 
order to support our analysis. 
 

Brand equity Closed question 
Question about 
attitude 
 

14 Please visit Disney’s 
Facebook page for a 

This question requires that the 
respondent visits Disney’s 

Brand equity Closed question 
Question about 



 Question Background for question Theoretical 
foundation 

Research Design 

short overview:  
https://www.faceb
ook.com/Disney?fre
f=ts 
 
What is your first-
hand impression of 
the Facebook page? 
 

Facebook page. This might be 
challenging since the questionnaire 
was distributed through LinkedIn – 
we assume that the respondents 
had the opportunity to visit 
Facebook.  
We wanted to know what the 
respondents thought of Disney’s 
Facebook page. The purpose of this 
is to examine the reactions of the 
marketing practitioners- whether 
positive or negative. 
 

attitude 
Question about 
belief, Personal 
information 
questions 

15 In your opinion, 
what makes the 
Disney brand 
unique? 
 

Here, we wanted to examine how 
the marketing practitioners 
perceive the Disney brand and 
which features that make this 
brand ‘one-of-a-kind’. The 
respondents were given the 
opportunity to give multiple 
answers because there might be 
just more than one word that 
describes their attitude towards 
Disney (Thisted 2010, 115). 
 

Brand equity Closed question 
Question about 
attitude 

16 How do you 
perceive Disney’s 
storytelling 
performance on 
Facebook? 
 
 

It was important for us to examine 
how our target group thought 
Disney is performning in brand 
storytelling because our problem 
thesis concerns Disney and their 
performance and how the 
stakeholder interaction might 
influence this process.  
 

Storytelling Open question 
Question about 
attitude 
 

17 Whose story do you 
think Disney is 
telling on 
Facebook? The one 
of.. 
 

The objective with this question is 
to see how the practitioners 
understood storytelling as a 
concept and to examine how the 
respondents interpret the 
information that Disney is 
distributing. 
 

Storytelling 
Interactional 
features 

Closed question 
Question about 
attitude 
Question about 
knowledge 

18 To what degree do 
you think that 
Disney uses 
storytelling on 
Facebook? 

We asked our LinkedIn target 
group this question because we 
wanted to know whether 
practitioners perceive Disney as 
using brand storytelling on their 
Facebook page. This will be used to 
support our claims in the analysis. 

Storytelling Closed question 
Question about 
attitude 
Question about 
knowledge 



 Question Background for question Theoretical 
foundation 

Research Design 

19 How do you 
perceive Disney’s 
approach to its 
audience? 
 

We wanted to examine how the 
marketing practitioners perceive 
the interaction between Disney 
and their Facebook stakeholders. 
The purpose is to understand how 
professional companies interact 
with its stakeholders’ and how 
Disney is performing in this 
respect.  
  

Stakeholder 
theory 
Interaction 

Open question 
Question about 
attitude 
Question about  
normative 
standards and 
values 

20 Is it your 
impression that 
interaction on e.g. 
Facebook makes 
storytelling harder? 
 

This is a question that aims at the 
practitioners’ knowledge within 
social media in a marketing 
context. We want to know how this 
specific target group interpret the 
storytelling concept on social 
media and whether brand 
storytelling is a challenge on 
Facebook. 
 

Stakeholder 
theory 
Storytelling 
 

Closed question 
Question about 
attitude 
Question about 
knowledge 

21 May we contact you 
to ask a few 
additional 
questions? 

We have asked the respondents 
whether further contact was 
possible, because at the time the 
questionnaire was formulated and 
distributed we wanted to have the 
opportunity to contact the 
respondents for further 
information or elaboration of 
attitudes (Andersen 2009, 167). 
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Appendix F – A Section of Disney’s Facebook Page 

 

May 24th 

 

May 22nd 

 

 



May 18th-19th  

 

May 16th 

 

 



April 9th-11th 

 

April 1st-2nd  

 

  



March 29th-30th  

 

 

March 22nd -25th 

 

  



March 20th  

 

March 18th/19th 

 



Appendix G: Facebook Users in the World 
  

 

Facebook Usage and Facebook Growth - Statistics By World Geographic Regions (Miniwatts Marketing 

Group 2 2012) 

  



Appendix H: Frequency of Social Media Use 

 



Appendix I: Facebook Questionnaire with Answers 



Research	on	Disney	and	Social	Media	(Facebook)

1	/	30

15,79% 21

84,21% 112

Q1	Please	answer	the	following	questions
about	yourself	Gender?

Besvaret:	133	 Sprunget	over:	5

I	alt 133

Male

Female

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Svarvalg Besvarelser

Male

Female
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30,88% 42

52,94% 72

5,88% 8

5,15% 7

5,15% 7

Q2	Age?
Besvaret:	136	 Sprunget	over:	2

I	alt 136

15-20

21-30

31-40

41-50

51+

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Svarvalg Besvarelser

15-20

21-30

31-40

41-50

51+
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3	/	30

Q3	Profession?
Besvaret:	116	 Sprunget	over:	22

Nr. Besvarelser Dato

1 Student 16-05-2014	10:25

2 Student 16-05-2014	09:31

3 Student 16-05-2014	09:18

4 Marketing 16-05-2014	08:26

5 University	student 16-05-2014	08:21

6 Professor 15-05-2014	23:18

7 Medical 15-05-2014	23:10

8 Student 15-05-2014	23:00

9 Student. 15-05-2014	19:54

10 Homemaker 15-05-2014	19:32

11 Home	maker 15-05-2014	19:30

12 Personal	Trainer 15-05-2014	19:28

13 Financial	Analyst 15-05-2014	19:28

14 Student 15-05-2014	10:20

15 Retired.	Teacher 15-05-2014	08:57

16 Archaeologist 14-05-2014	13:18

17 manager 13-05-2014	23:52

18 Kontorelev	inden	for	staten 13-05-2014	23:50

19 Teacher 13-05-2014	23:50

20 Homemaker 13-05-2014	23:49

21 Student 13-05-2014	23:43

22 Teacher 13-05-2014	23:40

23 Student 13-05-2014	14:40

24 PhD	student 13-05-2014	12:19

25 ballet	professor 13-05-2014	09:10

26 Student 12-05-2014	15:22

27 Student 12-05-2014	15:18

28 Café	assistant 12-05-2014	15:16

29 2D	Animation	graduate	student 12-05-2014	14:08

30 Nanny 12-05-2014	08:45

31 Psychologist 11-05-2014	13:06

32 Student 11-05-2014	12:33

33 Secretary 11-05-2014	11:56

34 Food	service 11-05-2014	11:05
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35 Pharmacy	technic ian 11-05-2014	10:39

36 Barista 10-05-2014	21:30

37 Part	time	waitress	and	full	college	student.	I	am	also	a	Princess	Party	Performer,	so	I	perform	for
children's	birthday	parties.

10-05-2014	21:05

38 Student 10-05-2014	19:20

39 History	Student 10-05-2014	19:10

40 work	in	theatre 10-05-2014	13:45

41 Student	Nurse 09-05-2014	13:31

42 student 09-05-2014	09:54

43 Chartered	Accountant 09-05-2014	09:52

44 student 08-05-2014	11:42

45 BAker 08-05-2014	09:02

46 Executive	Personal	Assistant 06-05-2014	14:52

47 Engineer 06-05-2014	13:41

48 sti l l 	a	student 06-05-2014	12:12

49 Software	Programmer 06-05-2014	09:11

50 Law	Student 05-05-2014	13:15

51 Housewife 05-05-2014	10:58

52 Student 05-05-2014	08:32

53 Creative	Artist 02-05-2014	16:24

54 programmer 01-05-2014	22:41

55 Press	officer 01-05-2014	22:20

56 Homemaker 01-05-2014	00:09

57 Student 30-04-2014	23:56

58 Retired	Preschool	teacher 30-04-2014	23:10

59 Nursery	teacher 29-04-2014	20:46

60 Accounting	manager 29-04-2014	20:43

61 Carer 29-04-2014	20:41

62 Student 29-04-2014	20:38

63 Accountant 29-04-2014	20:36

64 Counseling 29-04-2014	20:36

65 Horeca 28-04-2014	09:30

66 Marketing	project	manager 28-04-2014	08:17

67 Temporary	Job	Corp. 28-04-2014	07:29

68 Student 28-04-2014	07:21

69 Student,	Psychology 25-04-2014	16:30

70 Student 25-04-2014	15:59

71 Graphic	Designer 23-04-2014	15:36

72 Education 23-04-2014	12:36

73 English	Heritage 23-04-2014	11:36
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74 Personnel	Manager 23-04-2014	10:45

75 Student 23-04-2014	10:40

76 Student 23-04-2014	10:15

77 Student 23-04-2014	10:14

78 Student 23-04-2014	09:05

79 Student 23-04-2014	09:02

80 psychology	student 23-04-2014	08:28

81 Administrative 23-04-2014	07:37

82 Administrative	Assistant 22-04-2014	23:15

83 doctor 22-04-2014	23:12

84 student 22-04-2014	12:14

85 Occupational	therapist 22-04-2014	10:53

86 University	student 16-04-2014	13:52

87 Student 15-04-2014	13:21

88 Entertainer 15-04-2014	12:42

89 Student 15-04-2014	12:24

90 Student 15-04-2014	10:34

91 Mental	health	worker 15-04-2014	09:26

92 Accountant 15-04-2014	09:19

93 Student 15-04-2014	08:38

94 Businesswoman	(apprenticeship) 15-04-2014	08:30

95 Customer	service	advisor 15-04-2014	08:27

96 Student 15-04-2014	07:46

97 student 14-04-2014	13:30

98 Student 14-04-2014	11:11

99 IT-supporter 14-04-2014	10:45

100 Graphic	designer 13-04-2014	13:47

101 student	of	social	work 13-04-2014	13:40

102 Student 13-04-2014	11:51

103 Assistent	manager	retail 13-04-2014	11:07

104 Student 13-04-2014	09:57

105 Dog	groomer 13-04-2014	09:52

106 Teacher 13-04-2014	09:45

107 Sales	Manager 13-04-2014	09:33

108 Administration 13-04-2014	09:31

109 Student 13-04-2014	09:15

110 Law	student 13-04-2014	09:00

111 Student 13-04-2014	08:50

112 Student 13-04-2014	08:40

113 student 13-04-2014	08:39
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114 student 13-04-2014	08:36

115 Crossing	supervisor 12-04-2014	22:51

116 None 12-04-2014	22:41
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14,50% 19

80,92% 106

4,58% 6

Q4	Do	you	have	children?
Besvaret:	131	 Sprunget	over:	7

I	alt 131

Yes,	liv ing	at
home

No

Children	not
liv ing	at	home

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Svarvalg Besvarelser

Yes,	l iving	at	home

No

Children	not	l iving	at	home
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44,44% 56

62,70% 79

35,71% 45

7,94% 10

66,67% 84

7,14% 9

Q5	When	interested	in	a	new	product	or	in
a	company,	where	do	you	find	information

about	it?	(Multiple	choice)
Besvaret:	126	 Sprunget	over:	12

Respondenter	i	alt:	126

Nr. Other	(Please	specify) Dato

1 google 16-05-2014	08:21

2 Friends 10-05-2014	21:30

3 Friends 05-05-2014	13:16

4 Family	and	friends 05-05-2014	10:59

5 magazines 02-05-2014	16:24

6 google 23-04-2014	09:03

7 People 15-04-2014	07:47

Tv 	commercials

Company	sites

External	web
pages	(e.g....

Newsletters

Social	media

Other	(Please
specify)

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Svarvalg Besvarelser

Tv	commercials

Company	sites

External	web	pages	(e.g.	trust	pilot)

Newsletters

Social	media

Other	(Please	specify)
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8 From	friends 13-04-2014	08:41

9 friends 13-04-2014	08:39
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44,63% 54

23,14% 28

9,92% 12

36,36% 44

2,48% 3

0,83% 1

Q6	What	does	it	mean	to	you	that	Disney	is
available	on	Facebook?

Besvaret:	121	 Sprunget	over:	17

Respondenter	i	alt:	121

Nr. Other	(Please	specify) Dato

1 It	would	just	be	an	advertising	tool.	I	would	love	it	i f	there	was	an	open	dialogue	but	it	wouldn't	be.
So	I	want	to	be	optimistic 	about	it,	my	realism	gets	in	the	way.

13-04-2014	09:19

A	lot	–	I	like
the	idea	tha...

It	means	a	lot
-	informatio...

It	means	a	lot
-	there	is...

Neutral	–	I
just	like...

Neutral/Do	not
know

Other	(Please
specify)

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Svarvalg Besvarelser

A	lot	–	I	l ike	the	idea	that	I	can	be	updated

It	means	a	lot	-	information	is	easy	accessible

It	means	a	lot	-	there	is	opportunity	for	dialogue

Neutral	–	I	just	l ike	Disney

Neutral/Do	not	know

Other	(Please	specify)
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12,40% 15

24,79% 30

34,71% 42

18,18% 22

9,92% 12

Q7	How	important	is	it	to	you	that	you	have
the	opportunity	to	comment	on	company

posts	on	Facebook?
Besvaret:	121	 Sprunget	over:	17

I	alt 121

Very	important

Important

Not	very
important

Not	important
at	all

Do	not
know/neutral

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Svarvalg Besvarelser

Very	important

Important

Not	very	important

Not	important	at	all

Do	not	know/neutral
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18,18% 20

81,82% 90

Q8	Have	you	experienced	any	companies
that	use	the	social	media	to	tell	a	story
about	themselves	–	a	story	that	you	can

relate	to?
Besvaret:	110	 Sprunget	over:	28

I	alt 110

Nr. If	yes,	who	and	how Dato

1 Disney,	of	course.	They	are	a	family	brand	who	makes	family	movies,	and	they	try	to	make	sure	they
are	always	seen	that	way.

15-05-2014	23:03

2 Disney 15-05-2014	19:29

3 Coca	cola	history 14-05-2014	13:19

4 Argan	oil	-	der	var	en	masse	flot	hår	og	hvem	ønsker	ikke	det	:-). 13-05-2014	23:54

5 Um..	Duncan	studio	animation	tells	behind	the	scenes	stories	on	past	projects.	The	Shaytards	vlogs
(Maker	studios)	extend	their	vlogs	with	bonus	photos	&	stories.

12-05-2014	14:14

6 Deodorant	or	Proactive	or	any	type	of	hygiene	commercial	always	try	to	relate	to	people	on	a
regular	basis.

10-05-2014	21:07

7 Monster	High 08-05-2014	09:03

8 Phoenix	Children's	Hospital 02-05-2014	16:25

9 Disney 29-04-2014	20:38

10 Edeka	supermarket	in	Germany,	they	say	all	their	customers	and	products	are	great 12-04-2014	22:44

Yes

No

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Svarvalg Besvarelser

Yes

No
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Q9	Please	name	at	least	3	things/words
you	associate	with	the	Walt	Disney

Company?
Besvaret:	107	 Sprunget	over:	31

Nr. Besvarelser Dato

1 *	Mickey	Mouse	*	Disney	Princess	*	Frozen 16-05-2014	09:32

2 Animation	The	extent	of	the	company	Children 16-05-2014	09:21

3 Magic,	fun,	amazement 16-05-2014	08:27

4 Mickey	Mouse,	Fairytale,	Disneyland 16-05-2014	08:22

5 magic	dreams	mickey	and	Minnie	mouse 15-05-2014	23:27

6 Fun.	Money.	Art 15-05-2014	23:20

7 childhood,	fairytale,	happiness 15-05-2014	23:11

8 Princesses	Theme	Parks	Movies 15-05-2014	23:03

9 Magic,	happiness,	childhood 15-05-2014	19:55

10 Mouse,	Family,	Entertainment 15-05-2014	19:53

11 Fairy	tales	Memories	Family 15-05-2014	19:33

12 Mickey,	happiness,	and	princesses 15-05-2014	19:31

13 Quality	Imagination	Happiness 15-05-2014	19:30

14 Magic,	childhood,	wonder 15-05-2014	19:30

15 Excellence	Fun	Mickey 15-05-2014	08:59

16 Cute	fun	youth	drawing	sentiment 14-05-2014	13:20

17 Kampen	mellem	det	gode	og	det	onde	Produktudvikling	Eventyr 13-05-2014	23:55

18 Mickey	Mouse	Princess	Movies 13-05-2014	23:52

19 Childhood,	Mickey	and	Minnie	Mouse,	Movies 13-05-2014	23:46

20 Mickey	Animation	Frozen	(movie) 13-05-2014	14:42

21 Magic,	childhood,	love 13-05-2014	12:20

22 Joy,	childhood,	wishing	upon	a	star	:) 13-05-2014	09:11

23 Fairytales	Multimil l ions	Music 12-05-2014	15:25

24 Dreams,	Mickey	Mouse,	Disneyland 12-05-2014	15:23

25 dreams,	children,	imagination 12-05-2014	15:19

26 Animation,	Fairy	Tales,	Optimism 12-05-2014	14:16

27 Quality,	Positivity,	Fun 12-05-2014	08:50

28 Movie,	books	and	theme	parks 12-05-2014	08:47

29 magic,	animation,	childhood 11-05-2014	12:37

30 Mickey	Films	Princesses 11-05-2014	11:59

31 Professionalism 11-05-2014	11:06

32 Pooh	bear,	Disneyland,	family	movies 11-05-2014	10:41

33 Childhood,	Princess/Prince,	Dreaming,	WW2 11-05-2014	10:41
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34 Magic	Fun	Home 10-05-2014	21:31

35 Family	oriented	Magical	Expensive	Memories	Life	changing 10-05-2014	21:09

36 Fantasy	Childhood	Magic 10-05-2014	19:22

37 Childhood,	fairytales,	winnie	the	pooh 10-05-2014	19:12

38 the	logo	disney	the	D	basically	mickey	mouse	the	castle 10-05-2014	13:46

39 Dreams	Love	Lessons 09-05-2014	13:33

40 Mickey	Mouse	Minnie	Mouse	Goofy 09-05-2014	09:56

41 cute,	childhood,	memories 09-05-2014	09:54

42 mickey	hercules	poccahontas 08-05-2014	11:44

43 happy	child-l ike	imagination	and	exploration 08-05-2014	09:56

44 fun	childhood	happy 08-05-2014	09:03

45 Childhood	memories	happiness 06-05-2014	14:55

46 Magic,Princess,Movies 06-05-2014	12:19

47 Effic iency	World	c lass	service	Fun 06-05-2014	09:39

48 Childhood	Heros	Mickey	Mouse	and	Disney	princesses 06-05-2014	09:13

49 fun,	child-hood-memories,	charming 05-05-2014	13:19

50 Family	Young	at	heart	Lessons 05-05-2014	11:01

51 Magic,	family,	fun 05-05-2014	08:36

52 Quality,	Tradition,	magical	memories 02-05-2014	16:27

53 childhood,	movies,	animation	technology 01-05-2014	22:43

54 Donald	Duck	piglet	princesses 01-05-2014	00:11

55 Happy,	Mickey	Mouse,	Marvel 30-04-2014	23:58

56 Fun	Quality	Fantasy 30-04-2014	23:12

57 Anti	semantic 	Sexual	discrimination	Music 29-04-2014	20:47

58 Happy	Family	Time	Mickey	Mouse	Most	respected	company 29-04-2014	20:45

59 Fun	Films	Parks 29-04-2014	20:44

60 Magic,	happy	endings,	songs 29-04-2014	20:38

61 Princesses	Vacations	Movies 29-04-2014	20:38

62 Magic,	Childeren,	learning 28-04-2014	09:33

63 Movies	/	dream	/	childhood 28-04-2014	08:18

64 Family.	Music.	Animation.	Storyteller.	Intell igent	Business	Stradegies.	Great	Marketing.	Happiness 28-04-2014	07:39

65 Happiness,	movies,	childhood 28-04-2014	07:22

66 Moral,	Fantasy,	Childhood,	Fun 25-04-2014	16:32

67 childhood,	animation,	movies 25-04-2014	16:01

68 fairy	tales,	family,	happyness 23-04-2014	15:39

69 Children	Friendly	Music 23-04-2014	12:38

70 Childhood	Fun	Magic 23-04-2014	11:38

71 Fun	Energetic 	Creative 23-04-2014	10:47

72 childhood,	magic,	pretty	images/drawings 23-04-2014	10:42

73 Happiness,	movies,	music 23-04-2014	10:16
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74 Magical,	friendly,	nostalgic 23-04-2014	09:19

75 Characters,	music,	pixar 23-04-2014	09:06

76 wonderful	stories	and	characters	my	childhood	big	market 23-04-2014	08:31

77 Children	Fun	Movies 23-04-2014	08:29

78 Disney	World,	Disney	Cruises,	Mickey	Mouse 22-04-2014	23:17

79 wonderful	hope	need 22-04-2014	12:16

80 G 22-04-2014	11:44

81 Magical	Effective	Fun 15-04-2014	13:23

82 Mickey,	Magic,	Childhood 15-04-2014	12:43

83 Magic,	Fairytales	and	Dreams 15-04-2014	12:26

84 Disney	Princesses	Mickey	and	Minnie	Mouse	Disneyland 15-04-2014	10:36

85 Moral	mickey	mouse	beautiful 15-04-2014	09:28

86 Mickey	mouse	Disneyland	Animation 15-04-2014	09:22

87 Childhood,	Dreams,	Melody 15-04-2014	08:33

88 Fun	childhood	animation 15-04-2014	08:29

89 Succesfull,	large,	family 15-04-2014	07:48

90 Fun	Happy	Expensive 14-04-2014	13:57

91 mickey	mouse,	disneyland,	childhood 14-04-2014	13:33

92 fantasy/magic	creativity	love 13-04-2014	13:50

93 childhood	dreams	fun 13-04-2014	13:44

94 Magical,	Smile,	Love 13-04-2014	11:54

95 1	.	Fairy	2	.	Happy	ending/	feel	good	3.	Songs 13-04-2014	11:11

96 Poised,	aware	(of	its	consumers),	well-marketed 13-04-2014	09:59

97 Magic,	Princess,	Dreams 13-04-2014	09:35

98 Mickey,	Movies,	Theme	parks 13-04-2014	09:32

99 Fkkgfvj 13-04-2014	09:25

100 The-wrong-priorities,	candy-apple,	art 13-04-2014	09:23

101 Princesses.	Castle.	Happy	endings. 13-04-2014	09:03

102 Family,	comfort,	happiness 13-04-2014	08:52

103 adventure,happy,magic 13-04-2014	08:43

104 Love,	songs,	pretty	princess,	pretty	animations,	good	endings,	my	childhood 13-04-2014	08:43

105 Lion	King	Lilo	&	Stitch	Donald	Duck	Mickey	Mouse	Scrooge	McDuck	Bambi 13-04-2014	08:41

106 Magic	,	Mickey	,	family	. 12-04-2014	22:57

107 Fun,	Expensive,	creative 12-04-2014	22:45
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Q10	Why	have	you	‘liked’	the	Disney
Facebook	page

Besvaret:	105	 Sprunget	over:	33

Nr. Besvarelser Dato

1 Because	I'm	a	huge	Disney	fan:	movies,	music,	... 16-05-2014	09:32

2 To	get	some	Disney-news	on	my	facebookwall. 16-05-2014	09:25

3 Because	i	love	all	things	Disney 16-05-2014	08:28

4 Because	I	l ike	Disney 16-05-2014	08:22

5 because	i	love	Disney	and	want	to	work	for	them	when	im	older 15-05-2014	23:27

6 I	l ike	disney 15-05-2014	23:20

7 I	haven't,	just	didnt	think	to	do	it 15-05-2014	23:12

8 If	they	have	any	updates	or	previews,	I	want	to	see	them 15-05-2014	23:04

9 I	love	all	things	Disney	and	appreciate	the	opportunity	to	be	updated	on	the	company	as	well	as
being	able	to	give	feedback.

15-05-2014	19:56

10 Learn	about	new	projects	-	movies,	events-	that	are	coming	up 15-05-2014	19:53

11 I'm	a	big	disney	fan	and	l ike	to	know	what's	going	on 15-05-2014	19:34

12 I	l ike	the	Disney	company,	have	stock	in	it,	Like	their	movies,	and	I	have	an	annual	Pass	to	Disney
land	so	I	l ike	to	know	if	special	events	are	occurring.

15-05-2014	19:31

13 Updates	on	Park 15-05-2014	19:31

14 Because	it	is	apart	of	my	childhood 15-05-2014	19:30

15 Duh.	It's	disney 15-05-2014	08:59

16 I	l ike	disney	movies 14-05-2014	13:20

17 Jeg	er	vokset	op	med	Disney	fi lm,	især	dem	fra	før	år	2000,	hvor	jeg	efterhånden	var	blevet
teenager	Jeg	tror,	at	Disneyfi lm	får	mig	ti lbage	ti l 	barndommen,	hvor	l ivet	var	ukompliceret.	For	at
komme	ti lbage	ti l 	den	'state	of	mind'	sætter	man	lige	l idt	Disney	over.	Det	kræver	ikke	dybe
analyser,	men	har	all igevel	vigtige	budskaber	for	både	børn	og	voksne:	tolerance,	venskab,	l ivets
kampe	osv.	osv.	Men	mest	af	alt	er	det	bare	hyggeligt	Disneys	facebookside	bruger	jeg	ikke	rigtigt.
Har	nok	bare	l iket	for	at	vise	omverdenen,	hvilke	værdier	jeg	har.

14-05-2014	00:02

18 I	grew	up	watching	Disney	movies	and	now	my	kids	watch	them,	too.	Just	plain	great	kids	movies. 13-05-2014	23:54

19 Cause	I	wanted	to	be	informed	about	new	movies	and	things	l ike	that.	Well,	you	also	post	this	cute
pictures,	I	really	l ike.

13-05-2014	23:49

20 So	my	friends	can	see	I	have	l iked	it,	and	so	that	I	am	updated	with	offic ial	news	constantly 13-05-2014	14:43

21 Disney	Fan! 13-05-2014	12:21

22 Disney	was	a	huge	part	of	my	childhood	and	being	the	nostalgic 	person	I	am,	it	brings	back	so
many	memories	and	helps	me	connect	with	other	disney	fans	alike.	Also,	it	keeps	the	c lassic	disney
alive	within	the	ever	growing	need	for	social	media	within	society	and	our	youth.

13-05-2014	09:13

23 Because	Disney	is	awesome! 12-05-2014	15:25

24 I	enjoy	a	lot	of	their	fi lms. 12-05-2014	15:23

25 I	get	inspired	by	some	of	the	quotes.	It's	fun	to	read	too. 12-05-2014	15:20

26 Because	I'm	a	l ifelong	fan,	to	get	updates	or	fun	things	to	look	at,	to	comment	on	fi lms. 12-05-2014	14:18

27 To	stay	up	to	date 12-05-2014	08:51
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28 Because	i	love	hearing	about	disney	updates 12-05-2014	08:47

29 Keep	updated	on	Disney	news 11-05-2014	12:37

30 Because	I	l ike	Disney's	fi lms	a	lot	and	in	this	page	we	can	see	really	beautiful	pic tures	of	the	fi lms
and	sometimes	we	have	quiz	to	do	which	are	fun.	We	can	also	have	some	info	on	the	future	fi lms.

11-05-2014	12:01

31 I	didnt 11-05-2014	11:06

32 I	l ike	to	updated	information	posted	about	all	things	Disney.	It	makes	me	feel	l ike	a	kid	again 11-05-2014	10:42

33 Because	I	l ike	Disney	and	i	met	it	on	fb	by	accindent 11-05-2014	10:42

34 I	love	Disney 10-05-2014	21:31

35 Because	I	use	Disney	in	my	every	day	l ife,	not	only	am	I	a	Disneyland	annual	pass	holder	but	I
recreate	famous	princess'	for	children	on	there	birthdays	every	weekend!	Disney	has	shaped	all	of
us	in	some	way,	and	for	me	it	has	always	been	positive.

10-05-2014	21:10

36 Because	I	have	always	loved	Disney,	and	even	if	I	am	21,	I	l ike	everything	about	Disney,	I	sti l l
watch	fi lms	and	have	gadgets.	I	just	don't	want	to	loose	this	world

10-05-2014	19:24

37 Love	Disney	fi lms,	always	have 10-05-2014	19:13

38 its	nice	to	know	whats	coming	out 10-05-2014	13:47

39 I	am	a	huge	Disney	fan 09-05-2014	13:33

40 For	its	uplifting	posts 09-05-2014	09:57

41 because	I've	loved	Disney	since	I	was	a	kid 09-05-2014	09:55

42 i	l ike	the	movies 08-05-2014	11:44

43 it	connects	me	other	fans	and	with	information	on	upcoming	projects	-	l ike	movies	and	new
attractions	at	the	theme	parks.

08-05-2014	09:58

44 Love	all	things	Disney 08-05-2014	09:03

45 I	just	l ike	Disney 06-05-2014	14:55

46 Because	I	love	Disney 06-05-2014	12:19

47 Love	disney 06-05-2014	09:39

48 Because	I'm	a	Disney	fan.	I	l ike	their	movies	since	I	was	l ittle. 06-05-2014	09:13

49 Because	i	adore	disney-movies,	i	l ike	the	disney	theme	parks	and	it's	nice	to	be	updated	from	time
to	time

05-05-2014	13:20

50 As	I	used	to	l ive	in	America	I	used	to	visit	Disneyland	regularly	and	it	reminds	me	of	childhood,
family	and	happy	times.

05-05-2014	11:02

51 Disney	is	my	most	favorite	company. 05-05-2014	08:36

52 I	love	Disney	so	much	that	my	daughter's	legal	name	is;	Disney	Magic! 02-05-2014	16:28

53 to	stay	updated	on	new	Disney	movies 01-05-2014	22:43

54 I	love	Disney 01-05-2014	00:11

55 I	enjoy	seeing	cute	posts	about	the	characters	and	stories	I	enjoy 30-04-2014	23:58

56 To	keep	up	to	date	with	news	and	progress	on	new	attractions	and	fi lms. 30-04-2014	23:13

57 John	carter 29-04-2014	20:48

58 I	love	disney	a	lot	and	have	over	200	fi lms	and	have	been	to	3	of	the	Disney	worlds 29-04-2014	20:46

59 Updates	and	happenings	of	anything	Disney. 29-04-2014	20:46

60 I	love	Disney.	Plus	they	give	away	trips	&	cruises	etc 29-04-2014	20:38

61 I	love	Disney	and	traveling	to	Disney 29-04-2014	20:38

62 I	l ike	disney	and	it's	nice	to	read	some	facts	now	and	again	about	the	movies	they	made 28-04-2014	09:34
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63 I'm	a	fan	of	Disney	and	i	l ike	to	be	updated	on	what's	coming	up	!	The	facebook	page	seemed	to
be	up	to	date	(nothing	worse	than	a	"dead"	fan	page	where	you	have	news	every	2	months	!!)

28-04-2014	08:20

64 To	see	what	new	things	Disney	is	creating.	To	stay	intouch	with	what	the	company	is	doing.	To
have	conversations	with	l ike	minded	people	l ike	me,	or	to	have	a	l ively	debate	about	things.	Also,	I
really	l ike	Disney!

28-04-2014	08:04

65 Because	I	am	a	fan	of	the	Disney	movies. 28-04-2014	07:23

66 Just	to	see	the	pictures	they	upload	on	facebook.	I	l ike	to	be	reminded	of	certain	stories	and
quotes,	sometimes	it	even	fits	to	my	own	situation	or	I	just	feel	thrown	back	in	my	childhood.	I	sti l l
love	fantastical	stories	and	watch	disney	fi lms	a	lot.	It's	just	making	my	days	more	easy-going.

25-04-2014	16:34

67 I	just	l ike	Disney 25-04-2014	16:02

68 cause	I	l ike	Disney	and	their	movies 23-04-2014	15:39

69 News 23-04-2014	12:38

70 I	love	Disney	Movies	and	want	to	get	their	notifications	as	well	as	being	a	part	of	their	fan	base. 23-04-2014	11:38

71 I	l ike	all	Disney	movies 23-04-2014	10:47

72 to	see	their	posts 23-04-2014	10:42

73 To	be	updated	on	new	stuff,	and	to	remember	old	things 23-04-2014	10:16

74 Because	I	love	the	brand	and	I	have	been	a	fan	for	many	years	and	wants	to	know	what's	up	and
coming.

23-04-2014	09:19

75 Because	i	l ike	disney 23-04-2014	09:06

76 Because	I	love	Disney 23-04-2014	08:31

77 Get	to	talk	to	other	people	who	are	interested	in	Disney 22-04-2014	23:18

78 Just	I	loooooove	Disney,	I	need	it	! 22-04-2014	12:17

79 F 22-04-2014	11:44

80 To	get	updates	on	new	movies,	rides	and	other	information	about	the	Parks 15-04-2014	12:44

81 Because	I	l ike	Disney	and	it's	nice	reminding	all	those	anecdotes	about	our	favorite	fi lms.	Also	in
that	way	I'm	informed	of	future	fi lms	to	see	them	with	my	cousins.

15-04-2014	12:28

82 So	that	I	can	keep	up	to	date	with	anything	new	whilst	looking	at	the	older	fi lms	that	are	starting	to
resurface

15-04-2014	10:37

83 Cos	I	lurve	everything	disney! 15-04-2014	09:28

84 I	love	disney	and	l ike	all	the	posts 15-04-2014	09:22

85 Because	I	love	the	fi lms	and	so	I	become	new	informations	about	Disney. 15-04-2014	08:34

86 Because	I	l ike	Disney 15-04-2014	08:30

87 To	see	posts	by	them 15-04-2014	07:48

88 I	l ike	disney	and	the	information	is	helpful	for	planning	disneyland	trips 14-04-2014	13:57

89 i	wanted	to	updated	about	their	new	movies.. 14-04-2014	13:34

90 I	love	Disney. 13-04-2014	13:51

91 to	get	updates	about	new	movies	and	memories	of	all	time	favorites 13-04-2014	13:45

92 Because	I	l ike	Disney 13-04-2014	11:54

93 I	love	disney	movies	and	most	of	the	pictures	they	upload	reminds	me	of	my	happy	childhood 13-04-2014	11:12

94 It's	provides	more	accessible	means	to	getting	new	information	as	well	as	just	getting	a	daily	dose
of	Disney	to	cheer	me	up

13-04-2014	10:00

95 Because	I	love	all	things	disney 13-04-2014	09:35

96 Worked	at	EPCOT	and	been	Disney	fan	since	I	was	a	l ittle	girl 13-04-2014	09:33
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97 Ah 13-04-2014	09:25

98 I	don't	remember...	Because	I	l ike	Disney. 13-04-2014	09:23

99 To	see	the	pictures	and	posts,	as	a	reminder	of	the	best	parts	of	all	the	movies	I	l ike	-	makes	me
want	to	watch	them	again.

13-04-2014	09:04

100 I	l ike	to	see	new	things	happening	in	Disney	and	I	enjoy	the	quotes	and	updates	posted. 13-04-2014	08:53

101 Because	I	l ike	Disney	and	because	they	posting	pictures	from	the	movies	so	I	can	remind	my
favourite	scenes	from	Little	Mermaid,	Rapunzel,	Frozen	etc.

13-04-2014	08:45

102 to	have	access	in	news	from	the	company	l ike	dvd	releases	or	events 13-04-2014	08:44

103 I	wanted	to	show	others	I	l ike	Disney.	It	is	also	great	to	get	some	picture/aforism/infromation	updates
on	one's	frontpage	(news	feed).

13-04-2014	08:42

104 Love	,	love	Disneyland	. 12-04-2014	22:58

105 Because	I	l ike	Disney	very	much 12-04-2014	22:45
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67,33% 68

7,92% 8

65,35% 66

8,91% 9

40,59% 41

2,97% 3

Q11	Please	visit	Disney’s	Facebook	page
for	a	short	overview:

https://www.facebook.com/Disney?fref=ts
What	is	your	first-hand	impression	of	the

Facebook	page?	(Multiple	choice)
Besvaret:	101	 Sprunget	over:	37

Fun

Information
overload

Entertaining

Lack	of
Information

Magical

Confusing

Childish

Serious

Commercial

Unique

Other	(Please
specify)

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Svarvalg Besvarelser

Fun

Information	overload

Entertaining

Lack	of	Information

Magical

Confusing
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7,92% 8

2,97% 3

25,74% 26

13,86% 14

5,94% 6

Respondenter	i	alt:	101

Nr. Other	(Please	specify) Dato

1 Good	source	of	information 15-05-2014	19:32

2 nice,	well	designed 13-05-2014	23:49

3 It's	not	disney	l ike	to	few	disney	figures	and	ambiance 28-04-2014	09:36

4 Cute 13-04-2014	09:36

5 informative 13-04-2014	09:34

6 Giving	interesting	information 12-04-2014	22:47

Childish

Serious

Commercial

Unique

Other	(Please	specify)
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61,76% 63

41,18% 42

5,88% 6

34,31% 35

1,96% 2

Q12	When	visiting	Disney’	s	Facebook
page,	which	activities	are	interesting	to

you?	(Multiple	choice)
Besvaret:	102	 Sprunget	over:	36

Respondenter	i	alt:	102

Nr. Other	(Please	specify) Dato

1 I	don't	spend	much	time	on	Facebook	but	when	I	do	Disney's	posts	often	catch	my	eye	with	nice
photos	or	videos,	I	glance	at	some	comments	&	occasionally	comment.

12-05-2014	14:22

2 The	inspiring	quotes	from	my	favorite	movies. 28-04-2014	08:09

Only	Disney’s
own	posts

I	read	other
people’s...

I	read
everything	a...

I	only	browse
through

Other	(Please
specify)

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Svarvalg Besvarelser

Only	Disney’s	own	posts

I	read	other	people’s	comments

I	read	everything	and	get	inspired	by	others	to	tell	my	story

I	only	browse	through

Other	(Please	specify)
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23	/	30

61,39% 62

15,84% 16

22,77% 23

Q13	If	a	post	by	Disney	appears	on	your
wall	and	you	find	it	interesting,	would	you

sometimes	consider	sharing	this
”message,	movie	etc.”	with	your	friends	or

with	other	social	media	platforms?
Besvaret:	101	 Sprunget	over:	37

I	alt 101

Yes

No

Maybe

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Svarvalg Besvarelser

Yes

No

Maybe
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63,73% 65

24,51% 25

5,88% 6

82,35% 84

63,73% 65

81,37% 83

8,82% 9

Q14	In	your	opinion,	what	makes	the
Disney	brand	unique?	(Mulitple	choice)

Besvaret:	102	 Sprunget	over:	36

Respondenter	i	alt:	102

Nr. Other	(Please	specify) Dato

1 the	way	it	brings	out	your	inner	child. 15-05-2014	23:30

2 Quality	of	their	artwork 15-05-2014	23:21

3 unique	optimistic 	and	wholesome	mood	to	their	fi lms	&	parks	and	experience	the	ideal	for	a
moment,	give	them	hope,	and	moral	direction

12-05-2014	14:27

4 Its	established	success 09-05-2014	09:58

5 The	way	they	can	take	something	and	mold	it	into	art.	How	they	can	take	a	company	l ike	Pixar	and
Marvel	and	sti l l 	have	them	do	completely	different	forms	of	movies	and	art.

28-04-2014	08:12

Its	ability	to
tell	stories

Its	ability	to
communicate

News

The	fantasy
world/dream...

The
mov ies/cartoons

The	Disney
characters

Other	(Please
specify)

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Svarvalg Besvarelser

Its	abil i ty	to	tell	stories

Its	abil i ty	to	communicate

News

The	fantasy	world/dream	world

The	movies/cartoons

The	Disney	characters

Other	(Please	specify)
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6 It	unites	all	generations.	Everyone	is	able	to	identify	him	or	herself	with	one	of	the	characters	and	it
is	indeed	an	experience	for	the	whole	family.	It	is	something	you	cannot	just	describe	with	a	few
words.	It	is	uniting	and	fulfi l l ing	everyone's	dreams.

25-04-2014	16:38

7 Characterization 13-04-2014	09:40

8 Tradition 13-04-2014	08:48

9 Music 13-04-2014	08:45
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39,60% 40

22,77% 23

63,37% 64

34,65% 35

3,96% 4

Q15	Whose	story	do	you	think	Disney	is
telling	on	Facebook	?	The	one	of:

Besvaret:	101	 Sprunget	over:	37

Respondenter	i	alt:	101

Nr. Other	(Please	specify) Dato

1 A	world	for	everyone	to	forget	the	daily	l i fe	and	be	a	child	again,	laughing	and	relaxing	without
sorrows.

13-05-2014	23:53

2 The	life	lessons	found	in	its	movies 09-05-2014	09:59

3 On	Facebook	they	don't	tell	Stories,	they	tell	about	the	Stories... 05-05-2014	13:24

4 Story	of	the	creater	of	Disney	company 13-04-2014	08:49

The	company

Their
audience/fol...

Their
mov ies/anima...

Characters

Other	(Please
specify)

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Svarvalg Besvarelser

The	company

Their	audience/followers

Their	movies/animation

Characters

Other	(Please	specify)
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94,59% 35

0,00% 0

0,00% 0

0,00% 0

0,00% 0

0,00% 0

0,00% 0

94,59% 35

91,89% 34

16,22% 6

Q16	May	we	contact	you	to	ask	a	few
additional	questions?
Besvaret:	37	 Sprunget	over:	101

Nr. Name: Dato

1 beth	stott 15-05-2014	23:31

2 Yasmim 15-05-2014	19:57

3 Adam	James 15-05-2014	19:33

4 Lone	Kruse 14-05-2014	00:05

5 Miki	Tyler 13-05-2014	23:57

6 Elisabeth	Schott 13-05-2014	23:53

7 Siria	Angino 13-05-2014	12:22

8 Phil ip	Green 12-05-2014	15:27

9 Amanda 12-05-2014	08:49

10 CAUL-FUTY	Morgane 11-05-2014	12:03

11 Sarah 10-05-2014	21:12

12 Sara 10-05-2014	19:27

13 Aurora 10-05-2014	13:49

14 Jatin 09-05-2014	09:56

15 Tiana 06-05-2014	14:57

16 Cynthia 05-05-2014	08:38

17 Michelle 02-05-2014	16:31

18 Stephanie 01-05-2014	22:46

19 Jennette	McLeod 01-05-2014	00:13

20 Amanda 29-04-2014	20:49

21 Joe	Furman 29-04-2014	20:47

Svarvalg Besvarelser

Name:

Firma:

Adresse	1:

Adresse	2:

By:

Stat/Provins:

Postnummer:

Country:

Email	adress:

Phone	number:
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22 Tania 28-04-2014	09:37

23 Christopher 28-04-2014	08:13

24 caroline 23-04-2014	08:35

25 Iria 15-04-2014	12:30

26 tamilyn	bradley 15-04-2014	09:32

27 Charlene 13-04-2014	13:49

28 Sahana 13-04-2014	11:56

29 sara 13-04-2014	11:14

30 Nina	Krombel 13-04-2014	09:35

31 Malorie	Govender 13-04-2014	09:07

32 Brooke 13-04-2014	08:55

33 Eva 13-04-2014	08:49

34 Sheena 13-04-2014	08:46

35 Vicky 12-04-2014	23:02

Nr. Firma: Dato

	 Der	er	ingen	besvarelser. 	

Nr. Adresse	1: Dato

	 Der	er	ingen	besvarelser. 	

Nr. Adresse	2: Dato

	 Der	er	ingen	besvarelser. 	

Nr. By: Dato

	 Der	er	ingen	besvarelser. 	

Nr. Stat/Prov ins: Dato

	 Der	er	ingen	besvarelser. 	

Nr. Postnummer: Dato

	 Der	er	ingen	besvarelser. 	

Nr. Country: Dato

1 england 15-05-2014	23:31

2 Brazil 15-05-2014	19:57

3 United	States 15-05-2014	19:33

4 Danmark 14-05-2014	00:05

5 USA 13-05-2014	23:57

6 Germany 13-05-2014	23:53

7 Italy 13-05-2014	12:22

8 Denmark 12-05-2014	15:27

9 United	states 12-05-2014	08:49

10 FRANCE 11-05-2014	12:03

11 United	States 10-05-2014	21:12

12 Italy 10-05-2014	19:27

13 United	Kingdom 10-05-2014	13:49
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14 India 09-05-2014	09:56

15 USA 08-05-2014	09:04

16 Madagascar 06-05-2014	14:57

17 USA 05-05-2014	08:38

18 USA 02-05-2014	16:31

19 Germany 01-05-2014	22:46

20 England 01-05-2014	00:13

21 Uk 29-04-2014	20:49

22 USA 29-04-2014	20:47

23 NL 28-04-2014	09:37

24 United	States 28-04-2014	08:13

25 luxembourg 23-04-2014	08:35

26 Spain 15-04-2014	12:30

27 uk 15-04-2014	09:32

28 Switzerland 15-04-2014	08:36

29 Germany 13-04-2014	13:49

30 India 13-04-2014	11:56

31 Norway 13-04-2014	09:35

32 South	Africa 13-04-2014	09:07

33 United	States 13-04-2014	08:55

34 Czech	Republic 13-04-2014	08:49

35 Australia 12-04-2014	23:02

Nr. Email	adress: Dato

1 blue-beth@hotmail.com 15-05-2014	23:31

2 yasmimcdz@gmail.com 15-05-2014	19:57

3 ajsomething@gmail.com 15-05-2014	19:33

4 lonenoerbykruse@gmail.com 14-05-2014	00:05

5 elisabschott88@googlemail.com 13-05-2014	23:53

6 siria.a@virgil io.it 13-05-2014	12:22

7 phel_4@hotmail.com 12-05-2014	15:27

8 Graceangel311@yahoo.com 12-05-2014	08:49

9 morgane.caulfuty@gmail.com 11-05-2014	12:03

10 tic tacbows@gmail.com 10-05-2014	21:12

11 m.sara@live.it 10-05-2014	19:27

12 a.j.postle@hotmail.co.uk 10-05-2014	13:49

13 jatin_123423@yahoo.com 09-05-2014	09:56

14 njely_tiana@yahoo.fr 06-05-2014	14:57

15 cytnguyen@gmail.com 05-05-2014	08:38

16 mikki_magic@hotmail.com 02-05-2014	16:31

17 stephaniezercher@yahoo.de 01-05-2014	22:46
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18 Piglet_232@msn.com 01-05-2014	00:13

19 disneyhawk@gmail.com 29-04-2014	20:49

20 hil lvols12@gmail.com 29-04-2014	20:47

21 tania_feenstra88@hotmail.com 28-04-2014	09:37

22 suckafreeme1@gmail.com 28-04-2014	08:13

23 caroline.ackermann1989@gmail.com 23-04-2014	08:35

24 iria17gr@hotmail.es 15-04-2014	12:30

25 tamilynrawson@hotmail.com 15-04-2014	09:32

26 delisa90@hotmail.de 13-04-2014	13:49

27 sahana_208@yahoo.co.in 13-04-2014	11:56

28 saralapre@gmail.com 13-04-2014	11:14

29 ninabenestad@hotmail.com 13-04-2014	09:35

30 maloriegovender@gmail.com 13-04-2014	09:07

31 B_leon91@yahoo.com 13-04-2014	08:55

32 eva.donatakova@seznam.cz 13-04-2014	08:49

33 sheena_moonsept@o2.pl 13-04-2014	08:46

34 Toadhall30@hotmail.com 12-04-2014	23:02

Nr. Phone	number: Dato

1 N/A 15-05-2014	19:33

2 61681322 14-05-2014	00:05

3 +261	33	75	207	74 06-05-2014	14:57

4 --- 02-05-2014	16:31

5 07905384793 15-04-2014	09:32

6 0416350338 12-04-2014	23:02
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1	/	24

80,00% 20

20,00% 5

Q1	Please	answer	the	following	questions
about	yourself	Gender?

Besvaret:	25	 Sprunget	over:	0

I	alt 25

Male

Female

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Svarvalg Besvarelser

Male

Female
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4,00% 1

12,00% 3

36,00% 9

32,00% 8

16,00% 4

Q2	Age?
Besvaret:	25	 Sprunget	over:	0

I	alt 25

15-20

21-30

31-40

41-50

51+

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Svarvalg Besvarelser

15-20

21-30

31-40

41-50

51+
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Q3	Profession?
Besvaret:	22	 Sprunget	over:	3

Nr. Besvarelser Dato

1 Product	Manager 08-05-2014	02:55

2 Entrepreneur 07-05-2014	16:04

3 organisational	and	personal	development 02-05-2014	18:25

4 Training	and	Development 02-05-2014	16:23

5 No,	currently	a	student. 30-04-2014	02:05

6 Student 29-04-2014	17:43

7 Marketing	Director 24-04-2014	23:14

8 Manager	Operations 24-04-2014	21:35

9 Hospitality	Manager 23-04-2014	18:19

10 team	leader	xp 23-04-2014	13:58

11 Financial	Planning 22-04-2014	18:28

12 Consulting 18-04-2014	22:44

13 Guest	Services 16-04-2014	23:29

14 Head	of	Retail	Development 16-04-2014	15:48

15 Partnership	Development	/	Strategic	Partnerships 16-04-2014	14:24

16 Attractions 16-04-2014	05:05

17 Licensing	business	for	Consumer	Products 16-04-2014	04:43

18 Consumer	Insight	Manager 16-04-2014	03:08

19 Marketing	and	public ity 16-04-2014	03:00

20 Sales	&	Marketing 16-04-2014	00:12

21 Human	Resources 15-04-2014	19:37

22 Creative	Director 15-04-2014	16:40
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5,00% 1

50,00% 10

25,00% 5

5,00% 1

15,00% 3

Q4	When	interested	in	a	new	product	or	in
a	company,	where	do	you	find	information

about	it?
Besvaret:	20	 Sprunget	over:	5

I	alt 20

Nr. Other	(Please	specify) Dato

1 Google	search	-	could	be	the	companies	site	or	a	reviews-type	site. 08-05-2014	02:55

2 web	search 02-05-2014	18:26

3 external	leads 16-04-2014	15:49

4 All	of	the	above 16-04-2014	00:13

5 1)	Google	2)	Social	Media	3)	Company	Sites 15-04-2014	16:40

Tv 	commercials

Company	sites

External	web
pages	(e.g....

Newsletters

Social	media

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Svarvalg Besvarelser

Tv	commercials

Company	sites

External	web	pages	(e.g.	trust	pilot)

Newsletters

Social	media
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Q5	What	does	it	mean	to	you	that
companies	are	available	on	social	media

platforms?
Besvaret:	19	 Sprunget	over:	6

Nr. Besvarelser Dato

1 Nothing	-	they	want	eyeballs	on	their	brand.	Maybe	I	get	a	small	discount	if	I'm	a	fan	but	usually
not	worth	the	spam	in	my	feed.

08-05-2014	02:56

2 To	respond	in	real	time	to	guests	concerns	and	using	it	to	get	the	crowds	input	on	various	aspects
of	interacting	with	said	brand

07-05-2014	16:07

3 nothing 02-05-2014	18:26

4 more	promotion	of	a	product/company 02-05-2014	16:24

5 Not	much,	as	a	marketing	major	I	recognize	that	in	order	for	a	company	to	be	or	remain	sustain
today	they	must	have	a	presence	in	all	visible	platforms	to	allow	them	to	connect	with	their
customers	or	others.	Social	media	is	a	quick	and	convent	tool	to	present	information	to	all	those
who	seek	it	or	don't.

30-04-2014	02:09

6 Due	to	the	high	priority	that	people	my	age	place	on	social	media,	it	shows	me	that	companies	are
showing	an	interest	in	us	and	want	to	reach	out	to	us.

29-04-2014	17:44

7 Social	media	is	a	great	marketing	tool	-	buidling	an	audience	interested	in	your	product	and	being
about	to	build	their	brand	affinity	through	engagement.	This	affinity	in	turn	should	result	in
increased	loyalty	and	increased	sales	or	reduce	purchase	of	alternatives.	Social	media	is
commonly	a	vehic le	for	communicating	with	a	company	also	-	something	that	wasn't	possible	10
years	ago.	Often	this	communication	is	negative	and	demonstrates	the	need	for	a	business	to
resource	their	social	media	appropriately.

24-04-2014	23:16

8 Social	media	is	a	super	fast	tool	for	advertising	your	organization,	if	all	goes	well.	when	things	go
wrong	in	an	organization,	it	can	also	work	against	you,	but	you	have	as	an	organization	able	to
handle	it	and	some	moments	to	respond	and	other	times	not	at	all.	Generally,	it	is	a	positive	way	of
reclamation,	but	a	matter	of	feeling	and	attention.	Anything	you	say	can	be	used	against	you.

24-04-2014	21:58

9 From	a	personal	stand	point	nothing,	but	from	a	business	stand	point	it	makes	it	easier	for	me	to	get
a	pulse	on	what	people	are	saying	about	our	product.

23-04-2014	18:23

10 quicker	access	to	getting	questions	answered.	Accountabil i ty	is	difficult	to	avoid. 22-04-2014	18:29

11 There	is	an	alternate	means	to	that	info	thru	Facebook,	twitter,	etc 18-04-2014	22:49

12 I	view	it	as	another	source	of	information 16-04-2014	23:29

13 not	critical 16-04-2014	15:49

14 A	lot.	That's	the	place	I	spend	time	many	times	a	day. 16-04-2014	14:25

15 Important	to	see	their	face	to	the	public 16-04-2014	05:26

16 Company	is	interested	to	communicate	directly	with	their	consumers.	Good	sign. 16-04-2014	04:44

17 The	social	media	plataforms	are	very	important	for	every	companies.	It	is	one	more	media. 16-04-2014	03:06

18 it	allows	for	great	transparency	and	a	broader	un	biased	opinion	base. 15-04-2014	19:39

19 It	means	quite	a	bit.	If	they	have	no	social	presence	then	I	am	less	inc lined	to	do	business	with
them.

15-04-2014	16:41
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85,71% 18

14,29% 3

0,00% 0

Q6	Do	you	think	that	it	is	important	for	a
company’s	success	to	be	present/visible

on	social	media	platforms?
Besvaret:	21	 Sprunget	over:	4

I	alt 21

Yes

No

I	do	not	know

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Svarvalg Besvarelser

Yes

No

I	do	not	know
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Q7	Please	specify
Besvaret:	16	 Sprunget	over:	9

Nr. Besvarelser Dato

1 Because	the	masses	wil l	follow	and	engage	with	the	brand. 08-05-2014	02:56

2 they	are	the	tools	of	our	time.. 07-05-2014	16:07

3 only	if	they	are	business	to	consumer	and	able	to	positively	connect	to	their	target	buyers 02-05-2014	18:27

4 Social	Media	is	second	best	(in	my	opinion)	for	exposure	right	after	Word	of	Mouth.	A	company	wil l
either	make	it	or	break	it	with	exposure	on	social	media.	Social	media	allows	bil l ions	of	people	to
access	the	same	information	world	wide	at	the	same	time.	It	is	a	very	powerful	tool	in	a	company's
marketing	tool	belt.

02-05-2014	16:28

5 As	an	online	marketing	intern	part	of	my	responsibil i ty	is	to	ensure	that	no	matter	how	vague	or	high
priced	a	l isting	may	be,	as	long	as	the	company	name	appears	along	side	all	others,	our	name
becomes	recognizable	to	people	who	buy	on	amazon	or	ebay.	Twitter	and	Facebook	are	great	too
because	our	customers	can	see	what	we	are	up	to	as	a	company	and	they	can	feel	a	bit	more
connected	to	us.

30-04-2014	02:13

6 As	previously	mentioned,	due	to	the	popularity	of	social	media	I	think	it	is	important	to	reach	out	to
the	people	using	it.

29-04-2014	17:45

7 Success	isn't	necessary	-	it	sounds	arrogant.	Consumers	want	to	be	engaged	with	a	brand	-	not	be
told	how	good	or	successful	it	is.

24-04-2014	23:17

8 Your	product	you	offer	to	what	you	need	to	be	successful,	i t	should	not	depend	on	social	media.
Social	media	is	a	tool	to	convert	your	organization.	/	Extra	product	on	the	map.

24-04-2014	22:00

9 It	shows	a	wil l ingness	to	be	available	and	accountable 22-04-2014	18:29

10 At	least	for	younger	consumers 16-04-2014	23:30

11 more	about	credentials	and	proven	concepts 16-04-2014	15:50

12 -	It's	a	great	marketing	tool.	-	It	gives	added	value	to	SEO	-	To	extend	the	brand	awareness	-
Because	competitors	use	it	too	-	To	be	in	touch	with	your	audience	/	target	group	/	fans	-	To
generate	more	traffic 	to	your	website	(which	can	lead	to	higher	sales	results)

16-04-2014	14:29

13 Important	to	see	they	l ive	their	brand	values	public ly 16-04-2014	05:27

14 For	a	B2C	model,	yes.	consumers	today	seek	information	from	social	media,	and	company	should
have	their	own	voice.

16-04-2014	04:45

15 Facebook	,	Twitter,	instamgran	,	Youtube 16-04-2014	03:07

16 . 15-04-2014	19:55



Disney	and	Social	Media	Storytelling	(Linkedin)

8	/	24

25,00% 5

60,00% 12

20,00% 4

35,00% 7

0,00% 0

Q8	What	is	your	opinion	about	interaction
on	Facebook?	It	is..
Besvaret:	20	 Sprunget	over:	5

Respondenter	i	alt:	20

Nr. Other	(Please	specify) Dato

1 We	our	broad	opt	in	base	it	works	pretty	well	for	our	l i festyle	brand 07-05-2014	16:08

2 do	not	use 02-05-2014	18:27

A	challenge

A	business
opportunity

Noise

Knowledge
sharing

Limitation	in
own...
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81,82% 18

18,18% 4

Q9	Do	you	hold	experience	within
marketing/the	storytelling	concept?

Besvaret:	22	 Sprunget	over:	3

I	alt 22

Yes

No
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Q10	Which	advantages	or	disadvantages
do	you	see	that	storytelling	has	as	a

branding	strategy?
Besvaret:	16	 Sprunget	over:	9

Nr. Besvarelser Dato

1 Some	stories	are	told	in	a	lame	way	and	not	embraced	in	the	marketplace.	Some,	and	in	our	case
were	authentic 	and	told	in	a	fun	way	and	embraced	by	our	fans	for	two	decades.	Our	former	diner
brand.

07-05-2014	16:12

2 emotional	connection,	on-going	connection,	continual	dialogue,	joint-exploration,	joint
authorship

02-05-2014	18:29

3 Storytell ing	holds	advantages	in	that	it	allows	the	consumer	to	get	to	know	the	brand	being	sold	to
them	intimatly.	This	in	turn	produces	brand	loyalty.	The	downside	is	that	the	story	must	come	to
and	end	at	some	point	however	it	can	be	picked	back	up	if	the	demand	for	the	product	contiues.
Stories	also	tend	to	get	lost	in	time	and	need	to	be	re-examined	to	get	back	on	track	with	the
original	storyline.

02-05-2014	16:32

4 Storytell ing	has	the	advantage	of	immediate	reaction	from	an	audience	should	it	be	effective.	But
storytell ing	has	to	have	warmth	or	a	value	to	it	that	people	can	relate	or	react	to.	Storytell ing	has	to
make	the	mind	believe	in	the	creation	you	are	trying	to	tell.	Therefore,	I	see	no	disadvantage	to
storytell ing	as	a	branding	strategy	so	long	as	it	is	truthful.

30-04-2014	02:19

5 It	holds	people's	attentions,	but	it	is	difficult	to	determine	if	people	are	actually	concerned	with	the
product	or	the	story.

29-04-2014	17:46

6 Advantages:	the	right	storytell ing	wil l	engage	an	audience	and	should	build	engagement,	affinity
and	hopefully	sales.	Disadvantages:	Storytell ing	needs	to	be	an	ongoing,	continuous	effort	-
resourc ing	is	a	key	consideration.

24-04-2014	23:19

7 Advantage	that	one	knows	how	the	product	came	about.	Disadvantage	may	be,	is	not	always	that
guests	there	is	no	need.	For	new	guests,	I	would	not	use	it	so	quickly,	then	I	would	focus	on	what	we
have	to	offer.	For	loyal	guests	or	guests	who	come	more	often	you	can	use	it	as	a	look	behind	the
scenes	and	show	how	this	product	has	achieved.

24-04-2014	22:18

8 It	makes	products	more	relatable	to	everyone. 22-04-2014	18:30

9 Tell ing	and	hearing	stories	is	one	of	our	earliest	learning	modes.	Persons	wil l	identify	emotionally
with	stories	as	they	have	throughout	their	l ives.

18-04-2014	22:55

10 NA 16-04-2014	23:35

11 Involvement 16-04-2014	15:51

12 It	helps	people	to	build	an	emotional	connection	and	loyalty	to	a	company,	Helps	people	to	relate
to	a	company

16-04-2014	05:28

13 It's	easy	for	consumers	to	understand	the	company's	brand	positioning	and	strategies. 16-04-2014	04:46

14 Depends	The	product	and	The	objetive. 16-04-2014	03:13

15 Having	been	responsible	for	internal	marketing	and	communications	we	found	that	story	tell ing	had
huge	opportunities	in	moving	new	employees	in	the	direction	that	the	company	expected	and	in
motivating	the	to	understand	how	they	contributed	to	the	greater	goal.

15-04-2014	19:41

16 That	is	an	awfully	big	question	for	such	an	small	text	box. 15-04-2014	16:43
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93,75% 15

6,25% 1

Q11	Do	you	believe	that	storytelling	on
social	media	platforms	has	a	future?

Besvaret:	16	 Sprunget	over:	9

I	alt 16

Yes

No
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Q12	Why/why	not?
Besvaret:	13	 Sprunget	over:	12

Nr. Besvarelser Dato

1 You	could/can	stay	connected	with	and	interact	with	you	fans	and	potential	fans	24/7.	and	the
abil ity	to	recall	parts	of	or	pieces	you	l ike	to	consume	over	and	over	l ike	a	song	with	all	the	tools
available	l ike	YouTube	and	others

07-05-2014	16:15

2 answer	similar	to	previous	ie	as	long	as	ot	connects 02-05-2014	18:29

3 Social	Media	wil l	allow	a	story	to	l ive	on.	A	dedicated	team	can	keep	the	story	going	on	a	daily,
weekly,	monthly,	or	quarterly	basis.	This	wil l	allow	the	consumer	to	stay	loyal	with	the	products	the
brand	is	sell ing.

02-05-2014	16:34

4 Story's	are	what	make	life	interesting	without	them	the	world	would	be	a	boring	place. 30-04-2014	02:19

5 People	only	look	at	advertisements	for	a	brief	amount	of	time	typically	and	a	story	would	require
too	much	time.

29-04-2014	17:46

6 People	want	to	be	engaged	via	stories.	Not	direct	sales	pitches. 24-04-2014	23:20

7 Social	media	is	a	new	and	permanent	way	of	communication. 24-04-2014	22:19

8 Fast,	almost	instantaneous	communication	with	potentially	mil l ions	of	people	at	l i ttle	to	no	cost. 22-04-2014	18:31

9 For	the	reasons	I	stated	in	the	last	page. 18-04-2014	22:56

10 Stronger	involvement	and	short	response	time 16-04-2014	15:52

11 Thats	an	expectation	from	young	people	these	days	that	everything	about	a	company	is	available
on	a	social	media	platform

16-04-2014	05:29

12 I	am	not	sure	.	Maybe	if	The	story	catch	The	potential	consumer 16-04-2014	03:14

13 SoME	is	where	we	weave	the	stories	of	our	l i fes.	It	reaches	from	our	inner	c irc les	to	the	public
facades	we	choose	to	display.

15-04-2014	16:44
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68,75% 11

6,25% 1

37,50% 6

37,50% 6

62,50% 10

75,00% 12

43,75% 7

62,50% 10

56,25% 9

Q13	Which	words	do	you	associate	with
Disney	and	their	branding	strategy?

Besvaret:	16	 Sprunget	over:	9

Respondenter	i	alt:	16

Nr. Other	(Please	specify) Dato

1 emotional	connection	aspirational	human-centred	fun 02-05-2014	18:31

Fantasy

Serious

Commercial

Mainstream

Innovative

Professional

Reliable

Targeted

Goal-oriented
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2 quality,	storytell ing,	innovation,	healthy,	harmony 16-04-2014	04:48
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78,57% 11

0,00% 0

71,43% 10

0,00% 0

7,14% 1

0,00% 0

0,00% 0

28,57% 4

Q14	Please	visit	Disney’s	Facebook	page
for	a	short	overview:

https://www.facebook.com/Disney?fref=ts
What	is	your	first-hand	impression	of	the

Facebook	page?
Besvaret:	14	 Sprunget	over:	11

Respondenter	i	alt:	14

Nr. Other	(Please	specify) Dato

1 unaware	of	this 02-05-2014	18:31

Fun

Information
overload

Entertaining

Lack	of
Information

Confusing

Childish

Serious

Commercial
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2 Informative 16-04-2014	23:35

3 just	stuff	for	disney	foamers	to	keep	engaged! 16-04-2014	05:31

4 seems	primarily	focused	on	new	product	-	sales 15-04-2014	19:44

5 Nice	warm	and	fuzzy.	Good	variety	of	content. 15-04-2014	16:46



Disney	and	Social	Media	Storytelling	(Linkedin)

17	/	24

60,00% 9

46,67% 7

0,00% 0

60,00% 9

46,67% 7

73,33% 11

Q15	In	your	opinion,	what	makes	the
Disney	brand	unique?

Besvaret:	15	 Sprunget	over:	10

Respondenter	i	alt:	15

Nr. Other	(Please	specify) Dato

1 it	is	more	than	communicate	it	is	to	'connect'	at	a	deep	emotional	level 02-05-2014	18:32

2 Recognized	for	fun,	c leanliness,	customer	service 18-04-2014	23:34

Its	ability	to
tell	stories

Its	ability	to
communicate

News

The	fantasy
world/dream...

The
mov ies/cartoons

The	Disney
characters
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Q16	How	do	you	perceive	Disney’s
storytelling	performance	on	Facebook?

Besvaret:	12	 Sprunget	over:	13

Nr. Besvarelser Dato

1 unaware 02-05-2014	18:32

2 Disney	stays	true	to	their	brand	and	story	tell ing	is	Disney's	forte.	The	Disney	social	media	marketing
team	keeps	the	story	going	and	stays	true	to	the	roots	that	Walt	created	as	the	company	grew	to
what	it	is	today.

02-05-2014	16:37

3 Great,	I	have	nothing	bad	to	say	about	it.	Disney	does	an	awesome	job	at	storytell ing	by	far	your
best	quality.

30-04-2014	02:21

4 I	do	not	look	at	the	Facebook	often	enough	to	have	an	opinion. 29-04-2014	17:48

5 Disney	is	rich	with	content	which	is	seeds	via	its	Facebook	page	-	this	content	reinforces	the	Disney
brand	values.	I'm	surprised	that	the	posts	are	not	intended	to	attract	comments	or	engagement	-
Disney	could	take	measures	to	increase	the	engagement	rate	on	its	page.

24-04-2014	23:23

6 Present	Sucessen	and	events,	with	text	and	image	(photo) 24-04-2014	22:23

7 From	the	brief	experience	I	have	had	it	seems	positive,	and	not	overwhelming	or	"in	your	face"	to
become	annoying

22-04-2014	18:36

8 I	saw	no	real	evidence	of	storytell ing	on	the	landing	page 18-04-2014	23:35

9 moderate 16-04-2014	15:52

10 mediocre 16-04-2014	05:31

11 so	so 16-04-2014	04:51

12 I	think	that	Disney	has	lost	some	of	it's	focus	on	the	importance	of	the	story	and	has	allowed	the
financial	side	of	the	company	to	drive	decisions	based	on	sales	at	the	expense	of	the	story.

15-04-2014	19:45
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23,08% 3

23,08% 3

30,77% 4

23,08% 3

Q17	Whose	story	do	you	think	Disney	is
telling	on	Facebook?	The	one	of..

Besvaret:	13	 Sprunget	over:	12

I	alt 13

Nr. Other Dato

1 unaware 02-05-2014	18:32

2 Disney	tells	the	story	of	all	the	options	above	as	they	have	to	appeal	to	many	outlets.	Facebook
allows	DIsney	to	focus	on	all	their	guests	intrests	and	not	just	one	specific .

02-05-2014	16:39

3 company	culture,	characters	and	key	l ighhights	from	each	l ine	of	business 16-04-2014	04:52

4 Whatever	product	they	are	pitching	from	Dancing	to	the	Stars	-	which	does	not	seem	Disney	at	all
to	me.

15-04-2014	19:47

5 The	Disney	Experience 15-04-2014	16:47

The	company

Their
audience/fol...

Their
mov ies/anima...

Characters
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14,29% 2

78,57% 11

7,14% 1

Q18	To	what	degree	do	you	think	that
Disney	uses	storytelling	on	Facebook?

Besvaret:	14	 Sprunget	over:	11

I	alt 14

Very	much,

To	some	extent

Not	at	all

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
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Very	much,

To	some	extent

Not	at	all
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Q19	How	do	you	perceive	Disney’s
approach	to	its	audience?

Besvaret:	12	 Sprunget	over:	13

Nr. Besvarelser Dato

1 in	general	with	deep	understanding	and	with	the	intent	to	create	a	positive	outcome 02-05-2014	18:33

2 Disney	stays	true	to	their	nature	in	their	marketing	campaigns	and	goes	after	the	markets	they	want
to	target.	They	have	done	this	many	years	and	wil l	continue	to	do	this	very	well.

02-05-2014	16:42

3 I	have	no	perceptions	of	it	to	be	honest.	To	me	Disney	has	always	been	a	company	that	promotes
storytell ing	fantasies	with	twists	to	them.

30-04-2014	02:25

4 Disney	wants	to	reach	out	to	people	of	all	ages	to	be	sure	they	enjoy	themselves. 29-04-2014	17:50

5 Disney	has	its	audience	front	of	mind	-	delivering	content	that	the	audience	wil l	connect	with. 24-04-2014	23:24

6 Directly	and	try	to	enthusiasm	for	the	great	product.	by	showing	the	successes	and	share	as	much
as	possible

24-04-2014	22:27

7 They	seem	to	be	targeting	the	kids	in	all	of	us,	without	making	it	childish. 22-04-2014	18:38

8 It	appears	that	they're	trying	to	promote	their	movies 18-04-2014	23:40

9 approachable 16-04-2014	15:53

10 strategic 16-04-2014	05:32

11 ok 16-04-2014	04:53

12 Very	commercially	focused.	Not	a	lot	of	concern	for	market	saturation. 15-04-2014	19:48
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14,29% 2

64,29% 9

21,43% 3

Q20	Is	it	your	impression	that	interaction
on	e.g.	Facebook	make	storytelling

harder?
Besvaret:	14	 Sprunget	over:	11

I	alt 14

Nr. Why/why	not Dato

1 Facebook	can	allow	the	audiece	to	partic ipate	in	the	storytell ing	creating	an	interactive
experience	with	other	Disney	followers.

02-05-2014	16:43

2 because	there	wil l	be	critic ism,	because	everyone	has	an	opinion	also	delivered 24-04-2014	22:28

3 It	can	be	made	easier	using	video	and	audio	technologies. 18-04-2014	23:42

Yes

No

I	do	not	know
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I	do	not	know
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100,00% 7

71,43% 5

0,00% 0

0,00% 0

0,00% 0

0,00% 0

0,00% 0

100,00% 7

100,00% 7

57,14% 4

Q21	May	we	contact	you	to	ask	a	few
additional	questions?

Besvaret:	7	 Sprunget	over:	18

Nr. Name: Dato

1 Troy	Osmun 02-05-2014	16:44

2 Arielle	Molinari 29-04-2014	17:50

3 Shannon	Most 24-04-2014	23:25

4 Eelko	Helmich 24-04-2014	22:29

5 Troy	Fuller 22-04-2014	18:38

6 Shaun	McKeogh 16-04-2014	05:33

7 Jon	Angelo	Gjetting 15-04-2014	16:48

Nr. Company: Dato

1 Walt	Disney 02-05-2014	16:44

2 NBCUniversal 24-04-2014	23:25

3 Attractiepark	Slagharen,	part	off	the	Parques	Reunidos	Group 24-04-2014	22:29

4 ProFun	Management	Group 16-04-2014	05:33

5 www.gjetting.com 15-04-2014	16:48

Nr. Adresse: Dato

	 Der	er	ingen	besvarelser. 	

Nr. Adresse	2: Dato

	 Der	er	ingen	besvarelser. 	

Nr. By: Dato

	 Der	er	ingen	besvarelser. 	

Nr. Stat: Dato

	 Der	er	ingen	besvarelser. 	

Svarvalg Besvarelser

Name:

Company:

Adresse:

Adresse	2:

By:

Stat:

Postnummer:

Country:

Email	adress:

Phone	number:



Disney	and	Social	Media	Storytelling	(Linkedin)

24	/	24

Nr. Postnummer: Dato

	 Der	er	ingen	besvarelser. 	

Nr. Country: Dato

1 USA 02-05-2014	16:44

2 USA 29-04-2014	17:50

3 Australia 24-04-2014	23:25

4 Holland 24-04-2014	22:29

5 Canada 22-04-2014	18:38

6 Vietnam 16-04-2014	05:33

7 Denmark 15-04-2014	16:48

Nr. Email	adress: Dato

1 troy.j.osmun@disney.com 02-05-2014	16:44

2 admo224@g.uky.edu 29-04-2014	17:50

3 shannonmost@gmail.com 24-04-2014	23:25

4 ehelmich@ziggo.nl 24-04-2014	22:29

5 trory.fuller@gmail.com 22-04-2014	18:38

6 smckeogh@profungroup.com 16-04-2014	05:33

7 jonangelo@gmail.com 15-04-2014	16:48

Nr. Phone	number: Dato

1 502-759-7590 29-04-2014	17:50

2 06-50887400 24-04-2014	22:29

3 403	862	3778 22-04-2014	18:38

4 20329223 15-04-2014	16:48
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Dear Disney fan,  
 
Thank you for taking the time to complete this survey. This questionnaire takes app. 10 
minutes to complete. 
 
We will use this questionnaire as a part of our Master's thesis at Aalborg University so it 
would mean a lot to us, if you took the time to answer these 15 questions.  
 
 
Thank you in advance. 
 
Kathrine Frost Eriksen and Mariann Platen Daugaard 
 
Cand. mag. in English and International Business Communication 
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1. Please answer the following questions about yourself 
 
Gender?

2. Age?

 

 

Male
 

nmlkj

Female
 

nmlkj

1520
 

nmlkj

2130
 

nmlkj

3140
 

nmlkj

4150
 

nmlkj

51+
 

nmlkj
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3. Profession?

 

4. Do you have children?

 

55

66

 

Yes, living at home
 

nmlkj

No
 

nmlkj

Children not living at home
 

nmlkj
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5. When interested in a new product or in a company, where do you find information 
about it? (Multiple choice)

 

 

Tv commercials
 

gfedc

Company sites
 

gfedc

External web pages (e.g. trust pilot)
 

gfedc

Newsletters
 

gfedc

Social media
 

gfedc

Other (Please specify)
 

 
gfedc
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6. What does it mean to you that Disney is available on Facebook?

 

 

A lot – I like the idea that I can be updated
 

gfedc

It means a lot  information is easy accessible
 

gfedc

It means a lot  there is opportunity for dialogue
 

gfedc

Neutral – I just like Disney
 

gfedc

Neutral/Do not know
 

gfedc

Other (Please specify)
 

 
gfedc
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7. How important is it to you that you have the opportunity to comment on company 
posts on Facebook?

 

 

Very important
 

nmlkj

Important
 

nmlkj

Not very important
 

nmlkj

Not important at all
 

nmlkj

Do not know/neutral
 

nmlkj
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Organisations today utilises different strategies in order to brand themselves. Brand storytelling is one of many tools that these organisations 
use.  
 
In this questionnaire, storytelling is defined as a concept that covers: 
 
"...a range of digital narratives (webbased stories, interactive stories, hypertexts, and narrative computer games); it has been used to describe 
advertising and promotion efforts by commercial and nonprofit enterprises".  
 
The next question will be about brand storytelling.  

8. Have you experienced any companies that use the social media to tell a story about 
themselves – a story that you can relate to?

 

 

Yes
 

nmlkj

No
 

nmlkj

If yes, who and how 

55

66
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9. Please name at least 3 things/words you associate with the Walt Disney Company?

 

 

*
55

66
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10. Why have you ‘liked’ the Disney Facebook page

 

 

*
55

66
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11. Please visit Disney’s Facebook page for a short overview: 
https://www.facebook.com/Disney?fref=ts 
 
What is your firsthand impression of the Facebook page? (Multiple choice) 

 

 

Fun
 

gfedc

Information overload
 

gfedc

Entertaining
 

gfedc

Lack of Information
 

gfedc

Magical
 

gfedc

Confusing
 

gfedc

Childish
 

gfedc

Serious
 

gfedc

Commercial
 

gfedc

Unique
 

gfedc

Other (Please specify)
 

 
gfedc
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12. When visiting Disney’ s Facebook page, which activities are interesting to you? 
(Multiple choice)

 

 

Only Disney’s own posts
 

gfedc

I read other people’s comments
 

gfedc

I read everything and get inspired by others to tell my story
 

gfedc

I only browse through
 

gfedc

Other (Please specify)
 

 
gfedc
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13. If a post by Disney appears on your wall and you find it interesting, would you 
sometimes consider sharing this ”message, movie etc.” with your friends or with other 
social media platforms?

 

 

Yes
 

nmlkj

No
 

nmlkj

Maybe
 

nmlkj
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14. In your opinion, what makes the Disney brand unique? (Mulitple choice)

 

*

 

Its ability to tell stories
 

gfedc

Its ability to communicate
 

gfedc

News
 

gfedc

The fantasy world/dream world
 

gfedc

The movies/cartoons
 

gfedc

The Disney characters
 

gfedc

Other (Please specify)
 

 
gfedc
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15. Whose story do you think Disney is telling on Facebook ?  
 
The one of:

16. May we contact you to ask a few additional questions?

 

Name:

Country:

Email adress:

Phone number:

 

The company
 

gfedc

Their audience/followers
 

gfedc

Their movies/animation
 

gfedc

Characters
 

gfedc

Other (Please specify)
 

 
gfedc
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Thank you very much for taking the time to help us. 
We are very grateful. 
 
Kathrine Frost Eriksen and Mariann Platen Daugaard 
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Dear Disney Linkedin member,  
 
Thank you for taking the time to complete this survey. This questionnaire takes app. 10
12 minutes to complete. 
 
We will use this questionnaire as a part of our Master's thesis at Aalborg University so it 
would mean a lot to us, if you took the time to answer these 21 questions.  
 
 
Thank you in advance. 
 
Kathrine Frost Eriksen and Mariann Platen Daugaard 
 
Cand. mag. in English and International Business Communication
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1. Please answer the following questions about yourself 
 
Gender?

2. Age?

 

 

Male
 

nmlkj

Female
 

nmlkj

1520
 

nmlkj

2130
 

nmlkj

3140
 

nmlkj

4150
 

nmlkj

51+
 

nmlkj
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3. Profession?

 

 

55

66
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4. When interested in a new product or in a company, where do you find information 
about it?

 

 

Tv commercials
 

nmlkj

Company sites
 

nmlkj

External web pages (e.g. trust pilot)
 

nmlkj

Newsletters
 

nmlkj

Social media
 

nmlkj

Other (Please specify) 

55

66
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5. What does it mean to you that companies are available on social media platforms?

 

 

55

66
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6. Do you think that it is important for a company’s success to be present/visible on 
social media platforms?

7. Please specify

 

 

55

66

 

Yes
 

nmlkj

No
 

nmlkj

I do not know
 

nmlkj
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8. What is your opinion about interaction on Facebook? 
 
It is..

 

 

A challenge
 

gfedc

A business opportunity
 

gfedc

Noise
 

gfedc

Knowledge sharing
 

gfedc

Limitation in own communication
 

gfedc

Other (Please specify) 

55

66
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9. Do you hold experience within marketing/the storytelling concept?

 

 

Yes
 

nmlkj

No
 

nmlkj
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The next questions are about the concept of 'Brand Storytelling' 
 
 
Storytelling can be defined as: 
 
"Corporate storytelling designates private and public companies’ and organizations’ strategic utilization of stories and storytelling (in the broad 
sense of man’s ability to tell and understand narratives) to create coherence and progression concerning the companies’ or organizations’ 
brand, identity and development." 
Norlyk, Lundholt & Hansen 2013 
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10. Which advantages or disadvantages do you see that storytelling has as a branding 
strategy?

 

 

55

66
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11. Do you believe that storytelling on social media platforms has a future?

12. Why/why not?

 

 

55

66

 

Yes
 

nmlkj

No
 

nmlkj
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13. Which words do you associate with Disney and their branding strategy?

 

 

Fantasy
 

gfedc

Serious
 

gfedc

Commercial
 

gfedc

Mainstream
 

gfedc

Innovative
 

gfedc

Professional
 

gfedc

Reliable
 

gfedc

Targeted
 

gfedc

Goaloriented
 

gfedc

Other (Please specify) 

55

66
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14. Please visit Disney’s Facebook page for a short overview: 
https://www.facebook.com/Disney?fref=ts 
 
What is your firsthand impression of the Facebook page? 

 

 

Fun
 

gfedc

Information overload
 

gfedc

Entertaining
 

gfedc

Lack of Information
 

gfedc

Confusing
 

gfedc

Childish
 

gfedc

Serious
 

gfedc

Commercial
 

gfedc

Other (Please specify) 

55

66
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15. In your opinion, what makes the Disney brand unique?

 

 

Its ability to tell stories
 

gfedc

Its ability to communicate
 

gfedc

News
 

gfedc

The fantasy world/dream world
 

gfedc

The movies/cartoons
 

gfedc

The Disney characters
 

gfedc

Other (Please specify) 

55

66
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16. How do you perceive Disney’s storytelling performance on Facebook?

 

 

55

66
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17. Whose story do you think Disney is telling on Facebook? 
 
The one of..

 

 

The company
 

nmlkj

Their audience/followers
 

nmlkj

Their movies/animation
 

nmlkj

Characters
 

nmlkj

Other 

55

66
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18. To what degree do you think that Disney uses storytelling on Facebook?

 

 

Very much,
 

nmlkj

To some extent
 

nmlkj

Not at all
 

nmlkj
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19. How do you perceive Disney’s approach to its audience?

 

 

55

66
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20. Is it your impression that interaction on e.g. Facebook make storytelling harder?

 

 

Yes
 

nmlkj

No
 

nmlkj

I do not know
 

nmlkj

Why/why not 

55

66
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21. May we contact you to ask a few additional questions?

 

Name:

Company:

Country:

Email adress:

Phone number:
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Thank you very much for taking the time to help us. 
We are very grateful. 
 
 
Kathrine Frost Eriksen and Mariann Platen Daugaard

 

 



 

“The way to get started is to quit talking and begin doing” 

-Walt Disney – 

 

Disney is a strong and well-known brand that targets a worldwide 

audience. In the sphere of social media and the increased use of 

online marketing, it can be challenging for companies to navigate 

and find the right social media strategy. 

This thesis focuses on Disney and it’s storytelling on the social 

media platform Facebook. It is a study of why storytelling is a 

means for Disney to create awareness and value for the Facebook 

users.  


