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Canon Inc. is a Japanese company that is headquartered in Tokyo. The company specializes in optical and imaging products including computer printers, photocopiers, and cameras. The company was founded in 1937. The company aims to manufacture soaring Japanese cameras to the young people. 
i. MARKET LOCATION
The head of the industry leader of Canon industry has foretold of a sluggish economic condition which is more likely to dampen the demand for Canon Cameras. This is as a result of increased completion especially with improvement in technology where smartphones are made of quality cameras. Most people are less likely to use a Canon camera to take photos, but instead, use the fast in hand gadget. Most people use Canon cameras for events like weddings, graduations and photo shoot for quality images.
Canon contributes a third of global sales revenue of Europe. The common stock of Canon Company amounts to 174, 762 Million Yen. The company has employed a total of 25,412 employees. The annual net sales of the Canon Company are around 2,721,094 to 4,094,161 Million Yen. It was then consolidated an ordinary profit of about 359,086 Million Yen per year. This product is politically sustainable through supporting broad economic growth. Also by ensuring the product follows the required procedures and policies that protect the employees and the customers.
ii. LEGAL ISSUES
However, there are some legitimate issues which control the manufacture of canon cameras. Canon contains various patent rights and trademarks in the mother country to protect the industry. The patents ensure that there no manufacturers that arise from the research and development of this technology. Moreover, Canon has granted several licenses to various foreign companies including the Japanese companies.
Canon is subjected to various rules and regulation which looks out for the environmental health and safety, global warming, recycling, resource and energy conservation, pollution remediation and pollution prevention. Some of the laws include;
1) Law of Japan of prevention of soil pollution.
2) Promotion la of ensuring efficient resource utilization in Japan.
3) Law is ensuring Green purchasing of Japan, i.e., producing products that consume less electricity and that use recycled materials and recycled parts.
4) A law is promoting clean production in China.
5) Administration of measures that regulate pollution from electrical products in China.
iii. GOVERNMENT/NON-GOVERNMENTAL INTERESTS
The government impacts the marketing and the sales of Canon Camera as a product especially in the department of human services resources and information and health, the National Technical Information Service, the USA government and Federal Agency services and activities for the senior. All these agencies all look out for the provision of quality products to the consumers. They also ensure that the product is neither overpriced nor undervalued. Additionally, in case of importations and exports, the agencies provide the legal charges are observed. Apparently, no Non-governmental organization is capable of impacting the marketing and the sale of this product.
iv. CORPORATE SOCIAL RESPONSIBILITY
The manufacture of Canon camera is ensured to be environmentally friendly through the set laws and regulations. First, it provides that the community is engaged in proving employment to the unemployed. Secondly, by ensuring that the company uses recycled materials and parts in manufacturing the product and ensuring that the product doesn't degrade the environment. Finally, ensure that the use of the product will not be harmful to the life of humans.
v. TARGET MARKET
Canon Inc. operates its activities across many countries. The following are the primary markets for the Canon products; Oceania, Asia, Africa, Japan, Europe, and America. Mostly, it targets the youth since almost all are photo genetic especial females who are in the modeling industry. The white community leads in the list since America is a developed country thus making it easy to afford the product. Also, the model industry seems to be broad than in other countries. Apparently, citizens with a high income are like to purchase the item since it's not an essential commodity, as compared to those of low income. 
vi. POSITION OF THE PRODUCT IN THE MARKETPLACE
The society with a high social class is likely to afford the product. However, the price of canon camera differs from one consumer to another, also from one country to another. the country that supplies the product sells at a low price as compared to the country that doesn't produce the product. The Canon camera is of high class due to its high-quality results. Canon Inc. encounters competition just like any other product. The competitors range from small companies to multinational companies. The significant competition issues that face the canon company are reliability, customer service, technology, price, performance, and quality.
vii. ADVERTISING
Finally, I would propose the product to be advertised online since everything is digital, and almost everybody is at per with the digitalization.  However, local advertisements are more real and look logic to the customers. They can relate to the product more when it is advertised locally. I would present the product in a simple, logic and convincing way to attract the customers. I would also concentrate on its excellent quality, affordability and its reliability. Most importantly, I would convince the customers through practicals of how safe regarding health-wise, it is in its usage. 
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