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BACKGROUND

Kodakds Austin Development Center (KADC)

Eastman Kodak Company is part of the companyds strategy to win th

the world leader in helping the consumer photography space. The KADC is the home of a patented set
people take, share, enhance, of technology, used in film processing kiosks that revolutionizes traditional
preserve, prlnt, and enjoy fllm processing_

pictures, with annual sales

over $12 billion. . . . . .
Kodak Film Processing Stations are computerized devices that allow people

to develop and print film themselves in just 10 minutes, without the help
of a salesperson and the wait that usually accompanies developing film.
These devices will be available in grocery stores, pharmacies, and other
traditional and non-traditional processing locations.

While the use of digital photography has been growing at a rapid rate,
there are still many people who are reluctant to switch either because of
price or usability issues. The new Kodak film processing kiosks will offer
the instant gratification benefits of digital photography without the up-
front cost or the time investment needed to figure out how to use all the
bells and whistles of a digital camera.

Furthermore, while sales of film for traditional 35mm cameras have been
declining in recent years, there has been a steady growth in the sale of
one-timeuseds omet i mes cal | é3bmnd chinesap; procasbiige O
traditional film remains a lucrative industry. The key to success for the

film processing kiosk concept is making the kiosk machines extremely easy

to use for consumers still developing non-digital film.

THE VALUE OF USABILITY

Kodak knows the value of investing in the usability of its products. The

AKodak needed company has its own usability staff that is responsible for the overall user

professionalism and high experience of their products. Yet, when performing the consumer

quality of Perceptivéciences usability tests for these kiosks, Kodakd esi red an additional 0
Corporationos viewpoint from a seasoned technology firm and selected Perceptive

recent sabili . .
! L Sciences to conduct the project.

-Dan Sullivan
KADC Ste General Manager OKodak needed the professionalism and hi
Corporationdés work on &4 sacdnbDaos8bilivsg
Gener al Manager of the KADC. OPerceptiwv
extremely fast turnaround by working nights and weekends to meet
deadlines. 0

Perceptive Sciences worked with Kodak market research, product
— management, and usability team members from across the nation to test
- the following questions:

5.332'%_‘_’1----"" T Will the kiosk pr oddmograpBicsopen a gispasable tamens? r
If they will, can they?

Continued on next page
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The benefit of improved usability
for a consumeproduct is
significant savings in production
and support costs, as well as
quicker product adoption.

A Perceptive !
professional staff yielded an
onrtime, high quality,
actionable study, within the
budget guidel:]

-Dan Sullivan
KADC Site General Manager

Perceptive Sci
goes far beyond instinct and
guesswork it is based on a
set of scientifically proven
usability principles.

1  Will that same customer notice a difference
between various types of techn ology used in the kiosks? (Testing this
guestion provided Kodak an opportunity to evaluate various cost/performance

configurations.)
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Although details of the findings are confidential, they can be divided into
(1) baseline data gathered during the tests that identified potential areas
of confusion when users operated the kiosks and (2) specific
recommendations for improving the usability of the user interface.

By i mplementing the recommendations gene
work, Kodak believes that the study will improve the usability of the kiosks
for the users of the kiosk product.
Kodakos direct benefits from this work a
T Quicker product adoption by new users
¢ Significant savings in production and support costs
0The fact thaenkPesdeptiavé Sere able to p
required testing facilities and equipment locally, coupled with their
professional staff, yielded an on-time, high quality, actionable study,
within the budget guidelines, 6 ddr. Sul [

exceeded expectations and was continually looking for ways to improve the

product . ¢
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Screenshot of the redesigned Kodak Kiosk program

Kodak knows what many companies, large and small are learning dthat

usability positively impacts sales.

Perceptive

Sci

designing and testing consumer and business electronics goes far beyond
instinct and guesswork dit is based on a set of scientifically proven

usability principles.

For more information about behavioral market research, user-centered
design, and usability testing of enterprise software, consumer or business
electronics, or corporate and e-commerce websites, please contact us at

(512) 474-0004, or by e-mail at info@PerceptiveSciences.com.
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