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Activity 1 –Teacher’s worksheet 
Disney arrives in France (1h) 

 
 

Answers 
 
 
What do you think motivated Disney to set up parks abroad? 

 
Disney’s reason for setting up parks throughout the world is to expand its sales. In addition, the 
expansion of Disney parks can help spread advertising for their movies and ideology, i.e. Disney 
is a place of Dreams and Happiness. Lastly, Disney wants to minimize its American parks’ risk 
of doing poorly by gaining profits in Asia or Europe. 
 
 

How can Disney generate revenue? 
 
Number of visitors 
Visitors' average length of stay 
Amount spent by visitors: tickets + gifts + food + hotel 
 
 

In relation to this, what caused problems? 
 
Quality and design standards of US parks appeared inadequate for European marketplace. Therefore 
Disney had to increase its investment. 
There are important cultural differences in the way Americans and European live. 
 

 
Can you find other reasons to explain that failure? 
 

The nasty cold and rain between November and March depressed attendance far below expectations. 
Disney seems to have greatly underestimated the importance of warm weather on winter attendance. 
Cultural issue:French people were afraid of the theme park decimating their culture and language.   
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Activity 2 –Teacher’s worksheet 
Disney commercials (1h x 2) 

 
 
1992 – “Disneyland has come to Europe” 
Source : Video posted on Youtube by EuroSouvenirLand on October 12, 2009 (0’53 min) 
http://www.youtube.com/watch?v=V3PRLXE_ASU&feature=channel 
 
Text: 
Disneyland has come to Europe. 
A new world of holiday dreams. 
Come and discover the magic. 
— “ Let’s go ! ” — 
Eurodisney Paris the most spectacular holiday in Europe. 
Call this number now for your free brochure or hotel reservations. 
 
1993 – “When fairytales come alive” 
Source : Video posted on Youtube by EuroSouvenirLand on October 14, 2009 (1’11 min) 
http://www.youtube.com/watch?v=KNgZ55j3_Pk&feature=channel 
 
Text: 
When fairy tales come alive and magic lights up your eyes, you know it’s Disney. 
— Laughter — 
And now all the magic has a home at Eurodisney. 
Discover the real land of make-believe right in the heart of Europe. 
The Eurodisney Resort Paris. 
 
2008 – “Disneyland15” 
Source : Video posted on Youtube by Speedy474747 on June 16, 2008 (0’42 min) 
http://www.youtube.com/watch?v=7FG-QiijmEM 
 
Text: 
This year at Disneyland Paris, you’re all invited to unwrap a big magical surprise. 
Our celebration continues, big time, come and dream the dream parade, drop into the tower of 
terror, play with Stitch live. 
Don’t miss out as for one more year kids under 7 stay and play free. 
So join us at the place where dreams come true. Call 08 448 003 003. 
 
2010 – “Disney Paris New Generation Festival” 
Source : Video posted on Youtube by dlrptoday on March st, 2010 (0’41 min) 
http://www.youtube.com/watch?v=iqjJMOvRw3w&feature=channel 

Text: 
Look out the new generation is landing at Disneyland Paris 
New heroes to discover. Attractions never seen before. An incredible experience.  
This year only at Disneyland Paris the new generation festival.  
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Book by April 30th and save up to 40% on your stay.  
Call now on 08448 003 003. 

• 1992 – “Disneyland has come to Europe” and 1993 – “When fairytales 
come alive” 

 
They all tend to refer to Disney world. 
They use Disney characters that the whole family may recognize / know. 
 
 

• 2008 – “Disneyland15” 
 
Compare to the previous Disney commercials. 
 
- Which two pronouns are repeated? What is the objective? 
 
The effect is to include YOU (= the customer) into WE (= the offer), to attract the customer to the 
product, to make the potential customer feel attracted by the stay in Disneyland Resort Paris. 
 
- What new elements are stressed in this 2008 commercial? 
 
Marketing arguments at the end of the commercial. 
Fewer references to the magic of Disney world than in the previous commercials. 
Rather a catalogue of the activities available for a given price. 
Reference to a promotion / discount price. 
 
 

• 2010 – “Disney Paris New Generation Festival” 
 

- Describe the new graphic environment. 
 
3D environment, sensation seeking 
 
- What could be the limits of this new communication? 
 
Possible limits:  
Disney needs to demonstrate that the offer is really new  
Discount price at the end may remove the magic 
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Activity 3 – Teacher’s worksheet 
The Disney Look (Homework) 

 
Document : Extract from Disney Website 
Source : http://disney.go.com/disneycareers/disneyland  
 

Scheduling:  
Cast Members applying for hourly roles at the Disneyland® Resort should be aware of the following 
availability requirements: 
Full-time Roles with benefits: Full availability during the week and/or weekends 
Part-time Roles: Available to work peak seasons, as well as Friday nights, weekends and nights for special 
events during non-peak seasons. 
Seasonal Roles: Available to work for the peak seasons of Christmas, Easter, and summer. 
Principles of seniority are used for scheduling purposes for all roles.  
Transportation 
Reliable transportation to and from work is necessary. Ample transportation time should always be allotted, 
especially when utilizing public transportation. Due to extended operational hours during peak times, 
please make sure that public transportation or carpooling, if required, is an option. A Commuter Assistance 
program, including carpools and metrolink options, is available.  
Appearance - The Disney Look 
As a Cast Member, you are part of the show at the Disneyland® Resort. Therefore you will need to follow 
the Disney Look, a set of appearance guidelines that are designed to complement both Cast Members and 
their work environment. Designed with both costumed and non-costumed Cast Members in mind, the 
Disney Look creates an appearance that is clean, natural, polished and professional. Additionally, as part 
of their role Cast Members may be required to wear a costume issued from our Costuming department.  
Requests for an exception to the Disney Look policy for medical reasons must be presented to the Health 
Services Department with supporting medical documentation. A copy of the request and medical 
information will be retained at Health Services. A statement of approved restrictions will be issued at 
Health Services to be delivered to your manager. 
Any requests for an exception to the Disney Look policy for religious beliefs or questions regarding the 
accommodation of medical restrictions or religious beliefs must be directed to the Cast Image and 
Appearance office or the Human Resources representative.  
The Disney Look may include, but is not limited to, the following requirements: 
Any candidate with intentional body alteration or modification for the purpose of achieving a visible, 
physical effect that disfigures, deforms or similarly detracts from a professional image is prohibited. 
Examples: visible tattoos, brands, body piercing (other than traditional ear piercing for women), earlobe 
expansion, tongue piercing or splitting, tooth filing and acquiring visible, disfiguring skin implants. 
For males, hair must be cut above the ear and off the back of the collar with no defined cut or lines and 
must be a natural color. Males should be clean-shaven and may have a mustache that should not extend 
past the corners of the lip. No earrings, necklaces or bracelets may be worn. One ring on each hand and a 
wristwatch are acceptable.  
For females, the Disney Look means hair must be one natural shade although subtle highlighting is 
permitted as long as it creates a uniform look over the whole head. Shaving of the head or any portion of 
the head or eyebrows is not permitted. Makeup should be natural looking and lightly blended. Earrings may 
be post-style, no larger than a quarter and necklaces and bracelets are not allowed in costumed areas. 
One ring on each hand and a wristwatch are acceptable. Fingernails may be one-fourth of an inch beyond 
the fingertip and a clear or natural polish may be worn in most areas.  
We recommend that applicants dress in business casual attire for the interview process. 
For hourly roles: well-groomed, clean clothes with a neat appearance. 
For professional roles: standard business or office attire is appropriate. 

 
Answers (Homework): 
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1. Make a list of what is allowed / forbidden. 

 
clothes / haircut / jewels / accessories / makeup 
 

2. What detail(s) strike(s) you as the most surprising / shocking? 
 
> fingernails may be one-fourth (2,54 cm / 4 = 0,635cm) of an inch beyond the fingertip; 
> hair must be cut above the ear off the back of the collar; 
> a mustache that should not extend past the corner of the lips; 
> the colours required for nails / hair 
 

3. What effect does this list of dos and don’ts produce on the reader / applicant 
 

4.  What aspect is expected? 
 
standardization / army-like look / likeness 
 
 
Questions (In the classroom) : 
 
What are the reasons for Disney to impose such a strict dress code? 
 
Should a company have the right to express those requirements in France? 
 
What can the cultural issues be? 
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Activity 4 – Written test 

 
 
“Disney ‘look’ has French seeing red” 
Extract from The New York Times, December 1991. 
 

NOISY LE GRAND — Should the French have to shave every day and 
wear underwear for a Mickey Mouse job? 
 
  Walt Disney Co., which is in the midst of hiring 12,000 people to 
maintain and populate its Euro Disneyland theme park near Paris, thinks so. But on 
making detailed rules on acceptable clothing, hairstyles and jewelry, among other 
things, part of its terms of employment, the company finds itself caught in a legal and 
cultural dispute. 
 
  The controversy has risen above the usual labor squabble1 as critics in the 
press, at universities and elsewhere has joined in asking how brash2 Americans could 
be so insensitive to French culture, individualism and privacy. 
 
  But Disney executives insist that any ruling that bars them from imposing 
squeaky-clean employment standards could threaten the image and long-term success 
of the $ 4.2 billion complex in Marnes-La-Vallée. 
 
  “For us, the appearance code has a great effect from a product-
identification standpoint, and it can affect the Disnay product,” said Thor Degelmann, 
vice president for human resources for Euro Disneyland, which has its headquarters in 
Noisy Le Grand. Degelmann, an American from Los Angeles, is in charge of hiring 
for the theme park. 
 
  The rules, spelled out in a video presentation for job applicants and 
detailed in a guidebook, “Le Euro Disneyland Look”, go way beyond height and 
weight standards. They require men’s hair to be cut above the collar and ears, with no 
beards or mustaches. Any tattoos must be covered. 
 
  Women must keep their hair in one “natural color” with no frosting or 
streaking, and they may make only “limited use” of makeup like mascara. False 
eyelashes, eyeliner and eyebrow pencil are completely off limits. Fingernails can’t pass 
the ends of the fingers. 
 
                                                 
1 quarrel 
2 over‐confident 
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  As for jewelry, women can wear only one earring in each ear, with the 
earring’s diameter no more than 2 centimeters (about three-quarters of an inch). 
Neither man nor women can wear more than one ring on each hand. 
 
  Further, women are required to wear “appropriate undergarments” and 
only transparent pantyhose, not black or anything with fancy designs. Similar rules are 
in force at Disney’s three other amusement parks in the United States and Japan. 
 
  Though a daily bath is not specifically mentioned in the rules, the 
applicants’ video depicts a shower scene and informs applicants that they are expected 
to show up for work “fresh and clean each day.” 
 
  French labor unions began protesting the regulations in September, 
where Euro Disneyland opened its “casting center” at its corporate headquarters and 
began interviewing thousands of applicants who responded to the company’s ad 
campaign. 
 
  The Communist-led Confédération Générale du Travail (General 
Confederation of Labor) handed out leaflets in front of the center to warn applicants 
of the appearance code, which represented “an attack on individual liberty,” it 
contended. 
 
  A more mainstream union, the Confédération Française Démocratique 
du Travail (CFDT) appealed to the Labor Ministry to halt what it termed Disney’s 
violation of “human dignity.” 
 
 
 
 
 
QUESTIONS 
 
1) List Disney’s demands as regards its strict appearance code. 
 
2) What arguments does the company use to justify its strategy? (40 words) 
 
3) What arguments do the unions mention to denounce the company’s policy? (40 words) 
 
4) To what extend is Disney making a mistake when trying to impose its code in Europe ? (120 
words) 
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Activity 5 – Teacher’s worksheet 
Disneyland Paris caters to European tastes, 

 lower costs and refines service (1h) 
 
Document : Extract from « Disneyland Paris caters to European tastes, lower costs and 
refines service », published by Tim O’Brien in Amusement Business, on May 5, 1997, Vol. 
109, Issue 18, p. 18, 1/3 p. 
 
Le texte est donné à lire au préalable à la maison avec une recherche lexicale. 
 
Questions (Homework): 
 

1. OFFER 
What changes in terms of choice has Disney brought? 
> no-outside-food policy has been relaxed 
= it is now possible to bring food and eat within the park premises as long as it is not too flagrant 
/ blatant 
> no alcohol policy is given up 
= wine / beer / alcohol can now be purchased / bought 
 

2. SERVICE 
What is the main difference between Europe and America as regards the time spent eating? 
lunch  Eu < 60’  Am < 45’ 
dinner  Eu < 90’ to 120’ Am = ? 
 
What problem does this difference lead to?  
There aren’t many table turnovers. = Table turnovers are too slow. 
They lose time so they lose customers so they lose money!!! 
 
What solutions did Disney have to find? 
> more foods that are easy to eat 
= no need to cut 
= can be eaten with your fingers 
> food delivery 
= order and get served then pay 
= order-taker station > pick up area 
 

3. PRICES 
Adapting the prices 
> offering a wider range of items 
Adapting the recipes to European tastes 
 
 
Questions (In the classroom) : 
 
Are Disney Restaurants organisations? 
How did Disney improve efficiency? 
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Activity 6 – Final test 
Teacher’s worksheet 

 
 
1. EVALUATION ORALE EN PPI (Prise de Parole Interactive) – Durée 1h 
 
Les élèves sont prévenus à l’avance d’une évaluation orale en classe. 
Programme de révision : lexique et notions du management. 
Il conviendra de prévoir 1 lecteur enregistreur MP3 par binôme pour « relever » les 
enregistrements et les noter ultérieurement. Si l’établissement dispose d’une salle multimédia 
laboratoire, il est possibilité de récupérer chaque fichier son *.mp3 sur la clé USB du professeur 
pour notation. 
 
Role playing n°1: At Disney’s casting center. 
 
One of the students plays the role of an applicant who applies for a position at Euro Disneyland 
Resort Paris. 
The other student plays the role of a casting member who is interviewing an applicant. 
 
Mise en œuvre: Les rôles sont tirés au sort. Le recruteur reçoit une liste de questions et tire au 
sort une petite annonce (en préparer 3 ou 4 (restauration, animation, hébergement, accueil) à 
l’avance)*, qui lui dira pour quel type de poste il cherche à recruter. Le candidat prend 
connaissance en même temps de l’annonce (prévoir chaque petite annonce en double 
exemplaire). Ensuite les deux élèves ont 10 minutes de préparation, puis jouent la situation 
pendant 3 à 5 minutes. Ils peuvent recommencer au maximum 3 fois, mais n’ont le droit qu’à un 
seul enregistrement. La durée de la prestation, la richesse du lexique et, bien sûr, la qualité de la 
langue seront les critères de notation (le dire aux élèves en préambule). Bonifier la pertinence des 
arguments et l’aisance de l’expression. 
 
* voir le site : http://disney.go.com/disneycareers/disneyland/index.html 
 
Role playing n°2: Negotiating / Bargaining. 
 
A union representative meets the Human Resources Director to report complaints from 
employees about Disney appearance code. 
 
Mise en œuvre: Les rôles sont tirés au sort. Chaque élève a 10 minutes de préparation. Puis ils 
jouent la situation pendant 3 à 5 minutes. Ils peuvent recommencer au maximum 3 fois, mais 
n’ont le droit qu’à un seul enregistrement. La durée de la prestation, la richesse du lexique et, 
bien sûr, la qualité de la langue seront les critères de notation (le dire aux élèves en préambule). 
Bonifier la pertinence des arguments et l’aisance de l’expression. 
 
 
2. EVALUATION ECRITE (Essai – Synthèse) en devoir à la maison 
 
Discuss in 200 words. 
What are the limits and necessities of a company’s strategy to develop in a foreign country and adapt its 
offer to a different culture? 


