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Displacing Disney: Some Notes on the Flow of Culture

– John Van Mannen

Point of the Research

· Answer the question: 

· Why do people come and return to the Disney Parks?

· What is it they seek and take away as a result to one of the Disney Parks?

The Culture Marketplace

· How culture moves from place to place an group to group depends on which channels allow and facilitate such movement

· Markets are channels for culture flow as products are shipped around the world: 

· Cultural experience is a hot item in marketplaces today

· Example would be a baseball game specifically in Yankee Stadium

· One theory says: As market channels open up, powerful cultural influences from tend to pound away on indigenous culture – Global Homogenization 

· Cultural Imperialism

· A different theory says: Cultural experiences that do not easily fold into indigenous culture are 1- unmarked and without influence, 2- rejected as inappropriate or unattractive, 3- eventually brought into line through transformations

· Cultural Acquisition

· If looking at culture flows in the contemporary marketplace, we must pay attention to the meaning (and cultural experience) associated with a given product from two perspectives (those who export it and those who import it)

Disneyland

· Tons of visitors to Tokyo Disney (surpasses Disneyland), would seem to say that Disney products and ideas are accepted across tow distinct and diverse cultures… transcending boundaries

· Contradictions do exist that show it is not a one way flow of culture

· Mythology under Disneyland is a ‘hyperculture’
· Collective form of expression that overstates and overclarifies some cultural interpretation 

· It’s a Small World – insidious ethnocentrism in the infantilization of the world’s culture

· Jungle Cruise – explicit racial and imperialist mentality

· Pirates of the Caribbean – ride could be seen as more offensive than cute – as a result grins and winks from the pirates permeate the experience giving the impression that it is all in good fun despite its often offensive contexts

· Overt messages and themes in Disneyland are as follows

· Friendliness, fun, optimism, civilization of the frontier, victpry of good over evil, inevitability of progress, the beauty and power of AMERICA, the importance of efficiency, cleanliness, order, and courtesy, the importance of staying in line (figuratively and literally), the triumph of modern technology

Walt Disney World

· Scale is larger

· Bobselds are only at Disneyland

· Sleeping Beauty’s Castle is Cinderella’s Castle

· Overall context does not shift… scale is only difference noticeable to general public

Tokyo Disney

· Japanese firm took control shortly after built

· Small team of Americans remain as advisors and consultants 

· Tokyo Disney does not work the same way Disneyland does

· Recontextualization of all things Disney into all things Japanese 

· Indigenous and foreign are combined into an idiom more consistent with the host culture than the intruding culture

· Japanese have intensified the orderly nature of Disneyland

· Out of order contrasts are few and far between in Tokyo Disney (at Disneyland you still see people with tattoos, people wearing “I’m with Stupid” and “Shit Happens” t-shirts)

· Name tags have only last names – American employees do not get name tags

· The structure appears similar, but the meanings are quite different

· Culture is not only an integrating device, but a differentiating device

· Japanese sought to ‘outdo Disneyland” – mentality of anything US can do we can do better

US Disney vs. Tokyo Disney

· Both isolated by their belief of their own cultural superiority

· Trick in understanding culture flows is knowing when culture stops being an abstraction and becomes a set of experiences, feelings, and a consciousness (this is where cultural imports get transformed..)

Euro Disney

· Opened in 1992 w/ different kind of cultural sensitivity than at any of the previous Disney parks

· Euro-folks regard Disney as ‘creeping Americanism’

· Visitors to Euro-Disney are less appreciative of the replica-feel of Disneyland

· Euro-Disney is not in Europe… it is in America… and happens to be geographically in France

Conclusion:

Culture is not a fixed condition – 

it is a process, a flow of shifting ideas and things
(No the conclusion does not address the point of the research)

At a stretch, people come to Disney for the cultural experience… regardless of what the particular culture may be depending on which park…













