Paul Van Wert Strategy Development

Challenge 1

Faced with a product line that was approaching commodity status I was tasked with finding a way to turn around sluggish sales.  The company was not a low cost producer and therefore was having difficulty competing on price.  

Action

After analyzing customer’s needs and utilizing the company’s core capabilities, I created a strategy to utilize the company’s well-known brand name and to differentiate the product line in order to remove price as the main competitive metric.  To be successful I knew that the added value had to be greater than the price differential. I developed a comprehensive “one-stop shopping” strategy that bundled multiple products into an attractive and easy to order program.  Since the competitors only sold individual products, thus requiring purchasing from multiple companies to acquire everything they needed, the added value was that my program made it easy to get everything from one source, a brand they trusted.
Results

The strategy overcame the lack of a lower price because the value to the customer of streamlining their business added enough value to make the program attractive.  Sales grew 5% in the first year in a very competitive category.
Challenge 2

In the early 1990s Kodak embarked on a hybrid digital imaging strategy.  That was, to start with film, and end with digital output.  Thus Photo CD was born.  While it met with some early success, the consumer acceptance was slower than had been forecasted.  My challenge was to find a strategy that would increase the adoption rate, yet not hurt film sales.

Action

Utilizing customer feedback and research on the likes and dislikes of Photo CD, I determined that there were enough benefits to the hybrid approach that a new strategy could be successful.  Utilizing the research data, I developed the Kodak Picture Disk, which had a strategy that lowered the cost, did not require a change in behavior by the consumer, and returned both prints and digital images on a diskette.  This also required a partnering strategy that required the photofinishing labs to have a high volume scanning solution that we also developed.

Results

With the negative aspects of Photo CD removed, consumers found the Kodak Picture Disk attractive.  Revenue grew 27% and we achieved consumer satisfaction of 77%, with first year actual sales 31% higher than plan.  Film sales were not negatively impacted, yet many consumers experienced digital photography, without a digital camera, for the first time.  This extended Kodak’s brand name in to digital imaging for millions of consumers.
