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Abstract. Disney has become one of the most profitable corporations in the world. What is
unique about Disney is that the company has its own ethical framework that presents people
from all over the world with “Dreams, Hope, and Magic.” However, there is no clear line
between this ethical framework and the business practices employed by the
corporation. Considering that Disney is one of the biggest companies in the world, it is
reasonable to state that Disney sells “Dreams, Hope, and Magic” even though we do not see
Mickey Mouse as a sales representative from Disney. In other words, consuming Disney
products does not mean only consumption, but also something else. Why do we love
Disney? What do we expect Disney to do for us when we use its products? This paper
examines the Disney culture and its role as a societal shaper. It also seeks to uncover the
ideological significance of Disney promotions and merchandising on us, the consumers. When
consuming the Disney products, two kinds of activities occur: consuming and worshipping. As
Baudrillard mentions, people are no longer free in the consumer society because they are tied
down with wires of the seduction. Just as they do not really know why they want certain
products, they do not know what to believe, what is right, and what is wrong. In this sort of
society, consumers seek to obtain certain ideas, values, and beliefs by consuming certain
products. Consumers do not speak for themselves, yet they let products they consume speak
for them. Without their own unique voices, consumers have to depend on “the Secondary
Instance” to speak up. This paper argues that the Disney culture becomes an idealized
product to consumers by virtue of the fact that as long as they consume, or worship, Disney,

they do not have to deal with the complex realities of life.
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