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For years, _K.odak was tbe dominant player in its market. It enjoyed worldwide ucauol
brand recognitior, extraordinary customer loyalty, and enviable profits. Understand-
few employees (or managers) wanted to do anything to upset the status quo as

ably,
nost of them looked forward to a lifetime of employment and security.
company restructured in order to go head-to-head

Then things changed. The
with competitors in a much tougher digital marketplace, and in the process, there has

been 2 one-third reduction in executive positions. These events drove complacency
fr from the environs of Rochester, New York, Kodak's headquarters city. Agility has

replaced stability as the watchword of the future.
As a consequence of Kodak's transformation—not to mention the personnel
changes—the majority of senior managers have been in their positions for far fewer
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The outcomes were a set of new ideas and potential strategies for the Kodak

businesses.
Afier Kodak's executives committed to an all-out digital strategy, the company’s
revenues climbed. In 2004, Kodak surpassed Sony, the market leader, in the number
of digital cameras shipped in the United States. The firm's executives say Kodak is
well-positioned in the consumer digital imaging and graphic communications mar-
lI)(et;b For example, during 2010, it grew its share of the pocket video camera market
erce i i it sti
y 10 p 1;1 ncage points and roday is the number two player. However, it still faces a
very tough competitive environment. Profits in 2010 were negati d
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