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BRAND OVERVIEW




HISTORY Canon

Canon began in 1933 as a small optics laboratory in Japan. Very soon it launched its first 35mm Japanese camera.
Over time, it started expanding to other countries, reaching markets in the United States and Europe. In 1969 it
adopted the name Canon Incorporated, establishing its identity on a global scale.

In the 1970s and 80s, Canon expanded its products to printers and copiers, but didn’t leave its role in image behind, as
they made lots of advances. During this time, the AE-1 camera came out, and in 1987 the EOS system was born. Both
of these changed professional photography.

With the digital era approaching, Canon did not fall behind. It came forward with cameras like the IXUS and the EOS
5D Mark I, which revolutionized cinematography thanks to their ability to record high-quality video. In the following
years, they introduced the mirrorless line with the EOS R and other models like the R3 and R1.

Today, Canon is a world-recognized brand, focusing not only on photography, but
also on printing, medical optics, and advanced technologies.



POSITIONING

Canon

Canon is part of the digital imaging market.

This consists of cameras, printers, scanners, medical solutions, and
industrial systems. Their products range from cameras like the EOS Rb, to
printers like the PIXMA series, and even to advanced medical equipment

such as CT scanners and MRI machines.

“All people, regardless of race, religion or culture, harmoniously
living and working together into the future” (Canon U.S.A.).

Canon sets itself apart by offering a wide range of reliable, innovative products, all guided by its Kyosei
philosophy and values. They also show commitment to the environment by focusing on recycling,
energy efficiency, and reducing pollution, making sustainability a key element of the brand.



TARGET AUDIENCE PROFILES Canon

1.Influencer / Content Creator

Demographics Behavior
e Age: 18-26 o Extremely high screen time, active daily on TikTok, Instagram Reels,
e Gender: Mixed YouTube Shorts, and YouTube vlogs.

Education: self-taught through online courses in content creation and digital
media. May or may not hold a degree. Quick adopters of seasonal trends.

Occupation: Influencer, Content Creator, Freelancer, Brand Ambassador Loyal to brands that align with their identity, but flexible enough to shift when
Income: $30,000-$70,000 annually new, more relevant ones emerge.

Actively engage in brand collaborations and sponsorships.

Shopping habits influenced by trending brands and viral products

Psychographics Geography
 Values: authenticity, relatability, creativity, individuality. e U.S.-based (NYC, LA, Miami)
o Lifestyle: highly digital; focus on building a personal brand, growing a e Bilingual in some cases in order to reach diverse audiences.
following, and staying relevant with online trends. e Culture of consumption.

o Attitudes: ambitious, entrepreneurial, constantly seeking collaboration
opportunities with brands and other creators.



TARGET AUDIENCE PROFILES Canon

2.Young Traveler
Demographics Behavior
e Age: 23-29 o Seek opportunities to experience new cultures and local life in each
e Gender: Mixed destination
e Education: College educated e Use photography and video to document travels and share with
o Occupation: Recent college graduates in entry-level professional jobs friends/family (social media, travel blogs, photo albums)
e Income: $40,000-$65,000 annually o Enjoy discovering restaurants, nightlife, and hidden spots
 Travel with friends or solo, often budget-conscious but willing to spend on
_ unique experiences
Psychographics
o Values: quality time, travel, documenting life, making the most out of Geography
experiences

e Based in the U.S., Europe, or Asia, with the privilege and flexibility to travel
internationally

e Often bilingual or learning another language to connect better abroad

e Tend to plan trips during summer or off-season when travel is cheaper

o Culturally adaptive: open to blending into local customs, food, and everyday
experiences

o Lifestyle: stepping into the world with new independence, energetic, curious,
and eager to splurge occasionally on meaningful trips, willing to budget in
daily life to afford travel opportunities

e Attitudes: curious, humble, caring, adventurous, motivated to experience and
share cultures
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LOGOS Canon

Canon Canon (&\i\)]

Full-Color Light Logo Full-Color Dark Logo Monochrome Logo




TYPE Canon

Canon uses clean, modern fonts to maintain a simple and professional style.

Helvetica Arial Gotham



COLORS Canon

e Canon’s visual identity is built around Canon Red (Hex #DA291C).
e The logo may also appear in black or white when red is not an option.
o No other colors, gradients, or effects should be used.



PHOTOGRAPHY Canon

High-quality and sharp | “As an imaging brand, all Canon photography and video should be of the
Natural ighting and clear detals highest quality, show interesting visual perspectives and demonstrate

Creative perspectives ] ] ) ]
Consistent, clean, and professional creative use of imaging technology and techniques” (Canon Europe).



LAYOUTS Canon
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TONE OF VOICE Canon

Technical Professional
focuses on specs and product details avoids cluttered language
Clean Simple

communicates trust and reliability straightforward and easy to understand
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STRENTGHS

e Recognized worldwide

e Highly known logo

o Consistent brand identity

e Kyosei philosophy gives purpose

 Trusted for quality and reliability

 Extensive product range (from cameras to MRI machines)
e Strong customer loyalty

o Commitment to sustainability

e Demand for more green products

e New interest in digital cameras

o People want to document with intention
 Strong brand history to highlight

e Focus more on storytelling

o New take on creativity

o Different kinds of capturing

e Portable printers

OPPORTUNITIES

WEAKNESSES

Perceived as expensive

Overly technical

Strict visual identity limits creativity

Tone of voice feels very corporate

Can feel cold or impersonal

Struggles to connect with new generations
Socials are not engaging

Specs over storytelling

Strong competition (Sony, Nikon, Fujifilm)
Smartphones already have good cameras

Criticism if environmental promises aren’t met

Risk of feeling outdated if ads focus only on specs
Could seem trendy or corny if storytelling isn't done well
Interest in digital cameras could fade quickly

Fewer people may want cameras for everyday life

THREATS
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COMPETITOR ANALYSIS

Sony

Brand Scope

e Sony is not only about cameras, but also
includes Sony Pictures, Sony Music,
PlayStation, TVs, headphones, speakers,
and more. This gives the brand a wider
reach, making it just as recognizable, or
even more so, than Canon.

Audience

o While Canon is known for professional

photography, Sony reaches a much
wider audience. Anyone can usea TV,
headphones, or buy a PlayStation; you
don’t need to be a professional to
connect with the brand.

Canon

Advertising

e In camera campaigns, Sony mixes

lifestyle and creativity with a more
modern and inspirational tone. On
platforms like TikTok and Instagram,
they feature creators, film, music, and
gaming, making their advertising more
varied and entertaining than Canon’s.



COMPETITOR ANALYSIS Canon

Nikon
Brand Scope Audience Advertising
 Nikon is focused almost entirely on  Nikon sits closer to enthusiasts and e Nikon’s ads are usually classic and

cameras, lenses, and optics. Unlike professionals than to casual users. The focused on the product. Unlike Canon'’s
Canon, it doesn’t expand into medical brand’s strong reputation for quality and broader campaigns, Nikon feels more
equipment, printers, or other markets. This heritage draws those who value these traditional and centered only on
makes the brand more specialized, but qualities, although it may feel less photography, not lifestyle or culture. On
also less diverse. relatable to everyday people. social media, the brand has no clear plan;

posts are a mix of creator videos and
natural photos taken with their cameras.



Canon

STRATEGIC OBSERVATIONS




PROBLEMS Canon

e Branding feels very corporate and overly professional (not approachable).
e Focus only on specs and technology — storytelling is missing.

e Secondary colors exist but are almost never used.

e No current billboards or out-of-home ads — weak presence offline.

e TikTok is inconsistent and low quality — no clear social strategy.

o Websites (consumer, pro, business) feel basic; “pro” site only looks better because of black background.
e YouTube content is repetitive, only product specs.

e Pinterest content looks cheap, almost like Canva.

 Advertising overall feels low-budget.

Different brand guidelines depending on country — confusing

No connection with younger generations.

Brand voice feels cold and detached.

Products are expensive — drives away casual consumers.

Doesn't highlight brand values (Kyosei, sustainability) in ads.



OPPORTUNITIES Canon

e Red & white identity is strong and recognizable — can be used more creatively.

e High-quality photography in visuals — could shift from only specs to stronger storytelling.

o Accessories (printers, backpacks, etc.) — chance to create more merch.

e Apps for photo transfer — opportunity to highlight ease of use.

Pinterest, TikTok, YouTube — need better creative direction, but the platforms are already in place.

Multiple websites — potential to unify design.

Expanding advertising beyond digital (billboards, OOH)

Influencers already working with Canon — with better strategy, could become more consistent and impactful.
e Secondary colors — could be used to refresh the brand look without losing recognition.

e Strong heritage — campaigns to reach new audiences.

e People want new ways to document their lives — can expand messaging into creativity and creating memories.
e New demand for digital cameras (TikTok/Gen Z retro trend) — opportunity to connect with younger audiences.
e Kyosei philosophy — show its values of working together and responsibility more in ads.

e Sustainability — fits with what people want today: eco-friendly brands.
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