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Cultural challenges and Variables
According to Yue, 2009, Euro Disney is categorized as one of the new theme park that failed to make profits in Europe and Paris in particular due to its failure to attract visitors and to the few it attracted seemed to be more expensive for them. In most cases, it ignored the European culture. There were numerous errors the Euro Disney made in its daily operations which had huge impacts on the European culture. A good example is that it extended its policy of not serving in its parks in Europe and France which it applied in Florida, Tokyo and California which caused rebellion and astonishment in Europe where the residents considered a glass of wine after meals a must. Euro Disney failed to identify that alcohol and wine was perceived to be part of the daily activities and a normal beverage a complementary of meals. Breakfast decision was another cultural mistake though in a diverse way. Disney came to the conclusion that European customers would wish to take French and European breakfast while in real sense the customers wanted the American one (Yue, 2009).
Disney opted to conduct a thorough research and learn from their potential customers to gain the necessary skills and knowledge, Europeans and French for them to forecast and prevent the possible mistakes from occurring. Additionally, they would also have tried to control and manage all the prices, promotion and forces that were controllable better for them to obtain a better experience initially. Europe and France specifically was the perfect location geographically as well as the enjoyed many government incentives, bank loans that were easy to acquire and cheap land.


Score of the Challenges
A trend was recognized by the marketers of Euro Disney. Basically, individuals were having their way to the theme parks on the weekends for both the children and adult entertainment. The mistake for Euro Disney was the failure to identify the cultural diversity between the Europeans and the Americans. Theme Park location near Paris and acquisition of the agricultural land and imposition of the United States spirit greatly affected the people in Europe whose lifestyle is highly influenced by their traditional agricultural gratitude hence taking over of the land by the American Company failed to provide pleasure to these people (Bruner et al. 2017).
It is evident that culture plays a great role from Europe to Europe cultures as it is evident in the case for Disney. Basically, majority of the Europeans saw the approach by Disney as an insult and offensive to their culture. This made them to protest against it where there was a low attendance to the park. This implies that initially, Disney had poor performance since it lacked knowledge on the on the preferences of European and French cultures (Bruner et al. 2017). 
Cultural differences between United States and France
According to Hofstede’s there exists four main cultural differences between the United States and France which are the power distance index, collectivism versus individualism, masculinity versus femininity and uncertainty avoidance index. For the case of power distance, it is the situation where the members in an institution or organization who are less powerful in a nation accept that power is distribute unevenly (Yue, 2009). The relationship between power distance and individualistic culture in the United States has a relatively low score. The American justice and liberty for all principle where in contraly France posses high rating in terms of power distance. In most cases, raising of children in France is based on the emotional dependent to a certain degree on their parents. The dependency is later transmitted to teachers and finally to the supervisors. This implies that a certain level of inequality is accepted by the society where power is also intergrated geographically and not only into companies and the government (Bruner et al. 2017).
For collectivism, it addresses the main issue as the interdependence degree upheld by a society among its members. Therefore, it evaluates whether the self image of individuals is defined well in terms of “We” or “ I”. Individuals belonging to individualistic countries are only concerned about themselves and their direct connected family members but in the case of colecttivist cultures, individuals are part of the “ in groups”. A collectivism society is concerned about and cares of the groups for unquestioning loyalty in return. Basically, France is categorized as as an individualistit society. Here, kids grow to be independent emotionally no matter the belonging group. This implies that the children are trained by their parents to take care of themselves and their families and non other (Yue, 2009). In United States, individuals are concerened of their families which implies that individualism scores high. For Feminine and Masculinity, a high score implies that the society will likely be influenced by competition, success and achievement where success is associated with the wiiner. A low feminine score portrays that the values that are dominant in the society are life quality and caring of other individuals. The quality of life in a feminine society functions as an indication of success and in most cases not regarded admirable.
Mistakes made by Euro Disneyland
Euro Disneyland company made three major mistakes in its management operations which included the alcohol ban in the park. This was a huge mistake in operations management since the French attitude was very clear where they perceived meals with wine as a gift given by God. The company failed to understand the French custom and culture of taking wine. The second mistake was the company having Antoine Guervil dressing as a cowboy and saying “Howdy” outside. To the French speakers, they experienced a difficulty in pronouncing “h” in words such as “howdy”, “hay” as well as “hank” a situation which caused confusion and misunderstanding. According to international management, the third mistake made by the company was to apply the business model for the Disneyland U.S.A which became successful in Tokyo. Nonetheless, the model failed to allow any culture to overturn the American theme where Euro Disneyland was American determined in its theme.
Conclusion
In conclusion, my overall thoughts on this case is that a better understanding on the European culture and market placeas well as studying the history would be more impactful to the Disney executives and managements in anticipating majority of the challenges it was facing. Much of the unexpected failure that it encountered in France was due to the failure of planning accurately as well as their failure to cultural diversity (Yue, 2009). This implies that marketers opts to apply extensive planning as a way of avoiding circumstances that may lead to a disagreement. Emphasize should be put in cultural diversity where it should develop sensitivity on culture on certain aspects like labor laws,food, dressing sense among others. Additionally, the culture of another country should be respected regardless of the strict norms and and culture that the specific company follows. This becomes a critical part for the smooth operation of the enterprise since it’s hard for an individual to neglect a cultural aspect.
The company also operated with the perception that the American lifestyle was similar to the European lifestyle. Basically, Disney was not selling alcohol in the Parks which they also intended to apply in Euro Disney which offcourse would attract opposition as French takes wine as a normal beverage when taking meals as well as European daily life customs (Bruner et al.2017). This impies that the company wo8uld have invested more resources and time in learning the new country’s culture instead of trying to solve the challenge as it arises. The strategy will not only assist in saving time but also the financial resources and build the company’s brand image.
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