Walt Dishey
revolutionized
a lot of +hin

69,

one ok them

beir\a trash.



Dishey adimed to +ind
the periect trash
con distance to
prevent \i++erina
without beir\ﬂ
c‘iGJrr‘acﬁﬂa,
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Counting and tracking the
average 9+8P9‘ it took
people to Finish a hot clog.
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Removina the trash cans
and observing how fFar
people walked until they

dropped their trash.

The research showed the best
distance - no debate needed

Today, you're never more thon 30 fFeet
From a trash can within a Disney park.
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But distance wasn'+ enough to deadl
with Dic;ney’s inevitable trash.

They transformed these functional
hecessities into Park icons.

Thr‘ouahoqu tHhe Parks the cans
are unique\y themed, loecomina
por-t ot the experience

They've become so beloved Fans
collect merchandise proving even
waste manaaemerﬁ can be maaical.
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Don't rely on aseumpﬁonc;. Do research

Invest in Pindin@ real answers through:
e Observation

o 5urvey9

* Interviews

* Focus Groups

° ExPerimenJrs

To do what Disney did idenJriPy what you want to answer.,
what research could infForm your decision and develop
experiments to get your answers. Notice - Dishney did not
ask. guests and get their opinion, he observed.

Champion opportunities to do things
diH:erenﬂy.

Dishey could use generic trash cans
since that's what other theme parks
might do, but they chose to do
something dif-fFerent.




When you invest in
research and add in
some crea+ivi+y, even
simple decisions can

become \eaenclar'y.
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