
1888, the name was born, 
"You press the button - 
we do the rest.”

?
Today Kodak continues improving digital (video) 
imaging technologies, printers & printing systems, 
printing plates and scanners.

Tomorrow

1895, the Pocket 
KODAK Camera 
was announced

1896, first to create 
X-ray photos with film 1898, the Folding 

Pocket KODAK 
Camera was marketed

1902, the film on a roll 
making it possible to process 
a roll without a darkroom 

1917, Kodak developed aerial cameras

1954, KODAK TRI-X Film 
was introduced

1958, the first single-lens reflex camera, 
the KODAK RETINA Reflex Camera, 
was manufactured.

1961, introduced the first in its very 
successful line of KODAK CAROUSEL 
projectors, which featured a round tray 
holding 80 slides

1975, launched the world's 
first digital camera, at a 
resolution of .01 megapixels

1984, entered the video market 

1986, the company announced 
KODAK ULTRALIFE Lithium 
Power Cells, the world's first 
9-volt lithium for consumer use

1991, the KODAK Professional Digital 
Camera System (DSC) was introduced

1992, launched 
a writable CD

1995, advanced its digital imaging 
business with the KODAK DC40 
Point-and-Shoot Digital Camera

2001, KODAK EASY-
SHARE System was 
launched

HISTORY OVERVIEW1.
The project was started with making an 
overview of Kodak’s history: a timeline 
combined with cornerstones from 1888 
till nowadays.

CURRENT SITUATION2.
The second step we took is to look into the current situation in 
order to define the problem.

With the dynamic shift in the market during the past decades, Kodak was confronted by the vast  shrinking 
market of film rolls and analog photography. Some important problems still exist:
• Kodak is a brand that has always been connected to film and has difficulties getting rid of the ‘Old-fashioned’ 
image their basic technology is identified with.
• Although Kodak has other technologies, it performs poorly at managing these.
• There is fierce competition on the digital imaging market and Kodak already fell behind. Smartphones with 
high quality cameras make consumers have smaller demand to own a digital camera.
• New technologies make users, especially young people, want to share their pictures with others  by online 
services in a second.
• Kodak’s core brand values are poorly structured and communicated to the consumers. Their scattered 
slogans, targeting separated target groups are too weak and vague to build a strong and  coherent brand 
image.

BRAND ANALYSIS3.
The process begun by brainstorming on Kodak’s 
history, product portfolio and current brand identity.  
A number of analytical methods and tools were 
applied for thorough insights and well-supported 
decisions and directions.
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For Kodak, it was concluded that their rich history 
with product-service combinations, combined with 
their mentality for convenience and simplicity could 
be good starting points for the new process. The 
main external trends used were the fading traditional 
single-use camera market and, retro design and 
sharing on social networks.
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This analysis provided us with the most prominent trends 
in the photography consumer market, and the broader 
external context. This helped us gain future perspective 
and define the best direction to follow in order to to be 
successful in this highly competed market. The DEPESTe 
diagram shown below presents the most relevant findings 
to our proposal.

DEPESTE ANALYSIS

This method showed the existing and missing drives of the 
company and  helped us to get an overview of how Kodak 
could become a more appealing brand in the eye of the 
consumers.
To synchronize Kodak’s brand appeal with their desire to 
be ‘the leading brand in the market of everyday consumer 
imaging’, and differentiate itself from competitors, they 
should keep their current values, deepen their unique 
drivers such as playfulness and connectedness and caring.
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