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Emerging Technologies and Application to Marketing: The Case of Disney and the Magic of Wearables
Disney has taken marketing to another level through the application of wearables that have revolutionized their customers’ experience. In this case, Disney has applied a number of tools in their marketing to ensure a much better customer experience (Borkowski et al., 2016). One of the tools that they have used is the Magicband write wearable which includes a chip that recognizes their names and their preferences whenever they are within Disney resorts. This is seen in the way Rosa and her family are served their favourite food and referred to by name without necessarily being asked who they are and where they would sit or what they would eat. All this information is displayed on a screen based on their last visit once they are within the resort.
Apart from the wrist MagicBands, Disney has also applied invisible data analytics that is intertwined within the chip in the MagicBands that they wear on their wrists which stores their behaviours and habits to enable the resort to personalize advertisements and campaigns that are specially customized for them (Borkowski et al., 2016). This makes the customers get what they need even before they know they need it and this is proving to be a game-changing strategy in marketing for Disney. Digital location of customers within Disney resort is another tool that has been applied by the company. This helps not only to identify but to know the exact location of a customer and therefore saves the waiters the time they take to reach customers and this means they get their food and other hotel services seamlessly and this saves them time (Stone, 2017).
Despite these tools, Disney could also make the interaction more dynamic by making the customer a dynamic participant in the whole experience rather than being a passive receiver of the results of the wearable technology. Therefore, the chips cold be upgraded to enable customers to input the data that they voluntary want to share so as to ensure that the services they get at Disney resorts do not only rely on information analyzed by the company but also on the input by the customers themselves. This would go a long way in ensuring a more seamless experience for customers for future customers of Disney (Stone, 2017).
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