
essence

values

emotional

functional
accessible, easy-to-use, simple, quality

capturing, displaying and sharing

reliving and remembering
special moments

friends and family
sharing

life is sharing joyful moments
with the ones you love

By using the outcomes of the SWOT and 23plusone the 
aspired brand values, the ‘New Brand Relationship Model’ 
by Erik Roscam Abbing (2009) was used, documenting 
Kodak’s organization, brand reflection, consumer and 
brand action along implicit-explicit and intangible-
tangible scales. This lead to the conclusions shown in the 
onion model which maps Kodak’s aspired functional and 
emotional values and essence specifications. It shows 
what Kodak has focused on previously, how people 
recognize the brand and what they associate it with. 
It is desirable for Kodak to keep these specifications. 
Summarized, Kodak focuses its vision on being an 
accessible brand, providing quality, making it easy for 
friends and family to capture and share their special 
moments.

“Katie”

youth

families

professionals

“Mike”

Supplier power

Buyer power

Substitutes Risk of new entries
Cellphones, all-round pic-
turing devices, but poor 
quality. 
Point and shoot cameras 
don’t have the specifi c fea-
tures, and are much more 
expensive.

Connection to the main so-
cial networks strengthens 
position of Kodak.
Correspondence with 
Kodak’s heritage secures 
Kodak’s top of mind posi-
tion. 

Kodak is capable of securing 
most of the supply chain 
in-house. 
Exclusive contracts with social 
networks if possible.

Alternatives are more expensive. 
By segmenting the product range 
into special products, buyers get 
exclusive features for ultra low 
pricing. 
Demanding consumers will how-
ever buy a more expensive cam-
era.

Rivalry

Rivalry among players on 
the market exists on im-
proving quality of cameras 
instead of adding unique 
features. 
Rivalry for the new product 
range is currently low.

BRAND VALUES

After defining the target direction, an idea generation 
session was held. To evaluate the generated ideas, they 
were evaluated with help of the previous models and the 
5forces model by Porter.This model provides a quick tool to 
see how the powers will be distributed, and thus gives an 
idea of what ideas can be most promising.

TARGET DIRECTION

Based on the previous process steps and research, the plan 
is to focus on the existing ‘Katie’ persona and on a new 
one called ‘Mike’. Katie summarizes a family person; adults, 
parents, grandparents who likes to save precious memories 
and share them with their loved ones. ‘Mike’ represents the 
proposed new target; young people in their 20s and 30s, 
enjoying life, wanting to keep and share their happy times. 
This was attempted before with their marketing campaigns 
using music stars like Pitbull or Drake (kodak.com) and a 
new, urban-aimed slogan ‘So Kodak’, but in a way got 
disconnected from Kodak’s values and image. The new 
target direction should address their consumers as a whole 
for a more coherent brand image and aim on ‘redefining 
the Kodak moment’.

PORTER’S FORCES

FINAL DESIGN PROPOSAL5.

Camera is issued 
by the rotating top 

cover

Used camera’s can be 
returned in sidehole  

for processing

Touchscreen  
interface

Assortment of different 
camera’s clearly visible

Analog feeling

Digital capture

No screen  
(surprise!)

Different versions:
Nightshot, 

Duolens,
Waterproof,

Tele,
Fun,

Video

Return the camera Pictures sync with server Relive your special moments later

This product-service proposal consists of a vending machine, to be placed wherever the ‘Kodak 
moment’ will happen. It differentiates itself from competitors by offering unique camera 
features, like an underwater camera, ultra-solid, a duo-lens or infrared night(club) versions. 
Users can pick up a camera by connecting to different social networks, and return the camera 
at the same machine when leaving. The photos are then automatically sent to the preferred 
network (mail, Facebook, post, Picasa etc).

The product refers to the heritage of Kodak as a product-service company and their original 
ideal of photography: “You press the button, we do the rest.”


