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Executive Summary 
 
 
When the Italian photographer Oliviero Toscani, best-known worldwide for designing controversial 

advertising campaigns for the Italian brand Benetton, stated “Siamo tutti fotografi” – “Each one of 

us is a photographer”, he perfectly described the situation of today’s society. 

Because of the ubiquity of digital cameras and the extensive spread of image-based social networks 

and photo-sharing tools, photographs are everywhere. 

This study generates knowledge about the evolution in consumers’ attitudes and behaviours caused 

by the digitalisation of photography and the advent of social media networks.  

After providing some initial information concerning the consumer electronics industry, which sees 

Canon as the market leader, the current research has the purpose to unveil the values, hidden 

thoughts and feelings of the members of the photography community based in Copenhagen and 

Milan. Furthermore, the brand Canon has been chosen to discover whether behind the brand there is 

a well-established brand community. 

The results of the qualitative research reveal the emergence of a new photographic audience, which 

consider photography as an opportunity to establish connections, communicate through images, 

develop new skills and form photographed self-identities. 

Additionally, the discovered new audience has positive attitudes towards the new photo-sharing 

tools and is willing to invest time on social media networks to satisfy the need of sharing and 

connection. 

Since no brand community has been discovered around the brand Canon, the company has to 

exploit the social needs expressed by the new audience to develop social media tools to satisfy its 

members. 

Especially when supported by the right tools, a strong brand community is a potential asset, which 

can indeed increase customer loyalty, authenticate brand value and yield an influx of ideaa to grow 

the business. 

Canon Inc. can therefore gain strategic benefits from the analysed community and furthermore 

develop a consistent communication and social media strategy on the basis of what derived from the 

current research. 

 
Key words: digital photography, social media, brand community, tribe, canon, nikon, flickr  
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1. Introduction 
 
The introduction of the Canon 300D in 2003, the first sub-US$ 1000 digital single-lens reflex 

camera, can be compared with the launch of the Kodak Brownie camera at US$ 1 in 1900. 

In the last century the popular and cheap Kodak camera brought photography to the masses.   

Ten years ago, Canon continued the democratisation of photography initiated by Steven Sasson, 

engineer at Kodak and inventor of the first digital camera. 

Since then photography has been considered by a much broader audience as an expression and 

communication tool, as a memory and story-telling instrument. 

This eclectic accessibility allowed the secret rules of photography to be unveiled, which before 

were surrounded by elitism, professionalism and artistic presumption. 

In 2012, more than 2,5 billion people around the world owned a digital camera (de Castella, 2012). 

 

Only four years later the emergence of the first “cheap” DSLR camera, began the race for the best 

camera installation among mobile phones producers, which led to today’s situation in which more 

than 380 billion of images last year were taken with a camera phones and smartphones (Caridad, 

2012). 

Furthermore, the exponential growth of image-based social media such as Instagram, Pinterest, 

Flickr and Facebook, have radically changed the very meaning of what photography is and what 

photographs are. A photograph is no longer a way to conserve a special memory of the past of our 

family and friends or even an occasion to learn about places, people and cultures that otherwise we 

would not encounter. A photographer is no longer a witness of events, a silent historian or an 

anchorman of reality.  

 

Photographs are nowadays the new currency for social interactions (Van Dijck, 2008), a 

communication tool and an instrument for identity formation. 

The democratisation of photography initiated by Kodak and continued by Canon, together with 

advent of camera phones and the hyper-sharing culture promoted by social networks, has 

completely modified the perception people have for photography.  

With reference to the above mentioned circumstances, the present study aims at understanding the 

future challenges that will be adopted by imaging devices manufacturers in order to grow their 

businesses strategically and authenticate their brand meaning. 
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2. Problem Formulation 
 
The purpose of the following chapter is to define the research question upon which the study is built 

and furthermore provide an overview of the thesis logic foundation, the subject pertinence and the 

delimitations.  

2.1. Research Question 

 
The research question leading the present research is the following: 

 

“How can the photography community be symbolically understood and how can imaging devices 

producers, such as Canon Inc., exploit the current outbreak of visual and social energy to 

expand their audience and substantiate their brand value?” 

 
The aim of this research is therefore to analyse from a behavioural and symbolic point of view the 

photography community located in Copenhagen and Milan and to deeply understand their values, 

the hidden thoughts and feelings of the community members.  

Moreover in order to comprehend how consumers perceive a product in relation to themselves and 

to the others and to provide an empiric basis, the project will be based on the investigation of a 

specific brand, Canon, the Japanese multinational corporation specialised in the manufacture of 

imaging and optical product and in part responsible of the established egalitarian view of 

photography. 

 

2.2. Rationale  

 
The current study has been conducted in the consumer behaviour and in the social science 

discipline.  

Several researches have been already undertaken to provide a comprehension of attitudes and 

behaviour towards the new social and visual tools such as Instagram, Facebook, Flickr and Twitter, 

as well as regarding the concept of photography as a new communication tool. 

Equally, one can found a significant amount of literature aiming at understanding today’s society’s 

tendency to create social linkages and gather together in tribes and communities. 

The research aims to merge the consumer behaviour studies, which analyze consumer's 
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perspectives, opinions and feelings towards their cult object (the camera), with the social science 

discipline, which has as a purpose the insertion of the individual attitudes in a societal contest 

previously investigated. 

In the following chapters, a new perspective is therefore provided. The first attempt is to unveil the 

common values, identified with the consumption of photographic devices, which induce people to 

gather together in tribes and communities.  

The second effort is to link those values with the hyper-sharing culture promoted by social media 

networks. 

2.3. Subject Pertinence  

 
From a business point of view, the research could give some guidance to Canon Inc. to exploit the 

power of social media tools, allowing the company to expand the already targeted entry-level 

audience and face the increased competition of mobile phones and smartphones. 

According to an inside pool (Figure 1) presented on the image hosting website Flickr, the iPhone 5, 

iPhone 4S and iPhone 4 have recently overtaken the Canon EOS 5D Mark II and REBEL T3i as 

“Most beloved cameras in the Flickr community”. 
 

Figure 1: Most Beloved Camera in the Flickr community 

 
Source: Flickr.com/cameras 

 

Furthermore as the Market Overview chapter will confirm, there has been a huge decrease, in terms 

of volume units, of imaging devices sales in the whole Western Europe. 

Additionally, a survey conducted by Euromonitor International in September 2012 among 265 

participants across 80 countries documented the reasons why consumers are increasingly using 

mobile phones as cameras.  
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The 68,4% of the respondents selected the “convenience of carrying only one device” as one of the 

top reasons to use the camera on their mobile.  

Further, the 17% of participants sighted the “ability to share pictures on the web directly” as an 

important advantage of a camera phone. However, less than 4% of the respondents are willing to 

replace their camera with a mobile phone just because of  “not having to spend money on a 

camera”. For this reasons imaging devices manufacturers, such as Canon Inc., have to develop a 

strategy to communicate to consumers the benefits of owning a camera. 

By entering the consumer minds and attitudes towards photography and its apparatus, together with 

simultaneously knowing which are the favourite consumers’ communication channels, Canon Inc. 

would be able to improve its communication strategy as well as to maintain a competitive leading 

position in the market. 

 

2.4. Delimitations 

 
The following study presents some delimitations in terms of location, methodology and focus. 

The research has been conducted taking into account two different market places: Italy and 

Denmark. Even if those countries are culturally and economically different, some commonalities in 

terms of consumer electronics market and social media consumption behaviours have been 

observed. 

The second limitation concerns the methodology chosen in order to answer the research questions 

and test the hypotheses. Only qualitative research methods have been applied to the research, 

therefore the knowledge produced might not be generalized to other people or other settings and 

results could be influenced by idiosyncrasies and researcher bias. 

The third limitation lies in the focus of the study. On the market there is a wide range of different 

camera models. For this reason in the research the focus has been narrowed down, and a limited 

number of cameras have been taken into account.  

Considered in the present study were only interchangeable lens camera such as compact SLR, mid-

size SLR and large SLR, together with Rangefinder and SLR style mirrorless cameras. The fixed 

lens cameras and compact cameras haven’t been contemplated. On the basis of this presumptions, 

the results of the following study being restricted in terms of breadth and depth, cannot be 

generalised. Furthermore, the managerial implications don’t strive at giving absolute suggestions, 

but rather are based on the data collected and analysed in the present research. 
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3. Market Overview  
 
 

In the following chapter an overview of the Western European Consumer Electronic1 industry will 

be presented. A more attentive emphasis will be concentrated on the above-mentioned sub-

products, defined as Portable Consumer Electronics, a category that includes Imaging Devices, 

Portable Players and Mobile Phones. In line with what stated in the Thesis Limitations, only the 

Danish and Italian markets will be taken into account. 

 

3.1. Consumer Electronics Market in Western Europe 

 
Although most economic indicators up to the middle 2010 pointed to an economic recovery, in 

2011 and 2012 (Table 1) the value unit sales of consumer electronics showed a drastic decrease, 

from US$ 153.522 millions to US$ 144.429 millions (Appendix 1: Euromonitor International, 

2012). 

 
Table 1: Consumer Electronics Market in Western Europe - Retail Volume in '000 units 

 
Source: Own re-elaboration of Euromonitor International data (2011) 

                                                        
1 Consumer Electronics refers to the sales of Computers and Peripherals, In-Home Consumer Electronics, In-Car 
Entertainment and Portable Consumer Electronics to the end consumer: 
- Computers and Peripherals includes Desktops and Portable Computers as well as monitors and printers.  
- In-car Entertainment consists of In-Car Media Players, In-Car Navigation, and In-Car Speakers.  
- In-Home Consumer Electronics consists of Home Audio and Cinema, and Home Video.  
- Portable Consumer Electronics consists of Imaging Devices, Mobile Phones and Portable Players: 

- Imaging Devices consist of Cameras and Camcorders 
- Portable Players consist of E-Readers and Portable Media Players.  
- Mobiles phones include any device capable of telecommunication over a cellular network of base stations.  
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One of the main reasons is the change in consumer behaviour as well as a declining consumer 

confidence in economic recovery that led to a purchasing power drop and to an increased 

apprehension over spending money on superfluous goods, such as electronic products.  

Focusing on the Portable Consumer Electronics, Table 2 shows a decrease in terms of volume unit 

sales of Imaging Devices and Portable Players.  

Mobile Phones, instead, are the only category that maintains stability in the whole period. 

As evidence of what was previously said, in 2012 volume sales of Mobile Phones (Figure 2) were 

the highest within the Portable Consumer Electronic, constituting the 70% of the overall sales (with 

Imaging Devices at 14% and Portable Players at 16%). 

 
Table 2: Portable Consumer Electronic Market in Western Europe - 
Retail Volume in '000 units 

 

Figure 2: 2012 Western Europe 
Retail Volume 

 

Source: Own re-elaboration of Euromonitor International data (2011) 
 

3.2. Consumer Electronics Market in Denmark 
 
As recorded by Table 3, the Consumer Electronic Market shows a constant drop of retail volumes in 

sales in the years 2010, 2011 and 2012. Danish economy is therefore influenced by the climate of 

uncertainty and unease of US and Western Europe, which consequently weakens Danish consumers 

sentiment, price-sensitivity and purchasing behaviour.  

Danish consumers are becoming educated and informed in terms of comparing prices prior to 

committing to purchase.  
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The growing maturity of strong growth categories such as Portable Consumer Electronics e.g. 

tablets, smartphones and PCs is additionally slowing the absolute volume growth rates, having a 

negative impact on unit price growth, due to intense competition, and inevitably decreasing the 

value growth of consumer electronics as a whole. 

 
Table 3: Consumer Electronics Market in Denmark - Retail Volume in '000 units 

 

Source: Own re-elaboration of Euromonitor International data (2011) 
 

Despite the economic uncertainty, however, Danish consumers are willing to pay a premium for the 

latest technology, but becoming more demanding in terms of the depth of the electronic product 

purchase. For this reason the product categories of Portable Players, which includes tablets and PCs, 

and Mobile Phones, where the smartphones play an important role, still show explosive sales 

growth rates of 55% and 25% respectively.  

As documented by Table 4, the positive results of this product categories is however negatively 

influencing the Imaging Devices category, whose retail volume declined by 1% to reach 403.000 

units in 2012 and is expected to decline by 28% in 2016.  

Particularly the consumption of cameras is expected to decline even more, due to the high 

competition of substitute products (Mobile Phones): 

 

• Social media sites such as Facebook and blogging are very popular in Denmark and the 

growing popularity of smartphones steals sales from digital cameras, as smartphones enable 

quicker and more convenient uploading of pictures and videos to social media websites.  

 

• Denmark’s population is increasingly mobile. The wide availability of open Wi-Fi networks, 

as well as the high coverage of 3G and the launch of 4G networks, means that virtually all 
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data can now be accessed remotely. The popularity of the social media is fuelling the 

demand for mobile Internet connectivity, as consumers want to be constantly updated.  
 

 
Table 4: Portable Consumer Electronic Market in Denmark - Retail Volume in '000 units 

 
Source: Own re-elaboration of Euromonitor International data (2011) 

 

3.3. Consumer Electronics Market in Italy 
 
 
The economic downturn clearly hit the Italian domestic market. Table 5 records a drastic drop in 

Consumer Electronics in 2011, with overall volume sales declining by 10% in the market. 

Furthermore the rigorous austerity measures proposed by the Prime Minister Mario Monti and his 

technical government had an even greater impact on private final consumption, which declined by 

1,7% in 2012.  
Table 5: Consumer Electronics Market in Italy - Retail Volume in '000 units 

 
Source: Own re-elaboration of Euromonitor International data (2011) 
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Even the consumer electronics market, therefore, shows a fall by 9% in volume and 11% in 

constant value terms to 55 million units and € 13,3 billion. 

Almost all areas of consumer electronics are encountering a decline except the most innovative 

categories like tablets, e-readers and smartphones. Smartphones in Italy are very popular this is 

highlighted by a very high ownership rate.  

 

Table 6 shows that Mobile Phones are taking the market share from other categories such as 

Imaging devices, especially cameras and camcorders, and Portable Players, as multimedia and MP3 

players. 

Imaging Device volume sales have declined by 8% to reach around 3,9 million unites. Moreover 

starting from 2011, volume sales of cameras are recording a strong decline (more than 7%).   

In fact, a common tendency sees consumers finding it easier to capture images and videos on 

mobile phones rather than a digital camera or camcorder. 

Nevertheless, DSLR and mirrorless interchangeable cameras are flourishing segments in Italy. 

Photography enthusiasts have been tempted by technical characteristics of DSLR (interchangeable 

lenses, HD video and bigger sensor), due to the easier price accessibility. 

Furthermore, in 2010-2011, an increasing number of digital cameras came with HD video recording 

capabilities. These mini-cameras with a screen are simple to use, easy to carry, and can send photos 

and video clips directly to family or friends via a website. 

 
Table 6: Portable Consumer Electronics Market  in Italy - Retail Volume in '000 units 

 
 

Source: Own re-elaboration of Euromonitor International data (2011) 
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Even if Italy cannot count on a huge amount of free WiFi zones, Italians are increasingly 

demanding mobile Internet use. Between 2010 and 2011, 3.3 million more Italian consumers 

accessed new media services also due to the unlimited access offers launched by mobile and 

internet operators and the rapid diffusion of the smartphone. 

The success of mobile phones, based on remaining in contact at all times, is slowly spreading to 

other products, such as portable computers and portable media players, negatively affecting the 

sales of digital cameras and camcorders. 

Social Media websites such as Facebook, are entering in the Italian daily routine and are considered 

a mode of communication. Here the pictures and videos shared with one’s network are unluckily to 

be taken with digital camera or camcorders. 

 

 

4. Canon Market Position 
 

In the present chapter the position of Canon in the Consumer Electronics market will be presented. 

As stated in the delimitations, only the Danish and the Italian markets will be analysed. 

In concordance with the present research subject, even if the company is differentiated in several 

products, the analysis will be narrowed to the images devices sector. 

 

4.1. Competitive Landscape in Denmark 

 
Canon Denmark A/S has a long-lasting and established position in the category, which supports the 

company leading position with a retail volume share of 33.5 % (Euromonitor International, 2011). 

Furthermore, the company had a huge increase in retail volume share, from 32% in 2010 to 34% in 

the year 2011.   

As recorded by Table 7, with Sony and Nikon, Canon is the largest brand within imaging devices in 

Denmark. 

According to Euromonitor International, the three companies will keep their position due to their 

product quality, presence on the market and positive marketing activities. 

However, consumers in the market are not brand loyal, therefore their tendency is to rotate between 
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these three brands. 

Sony is still appreciated in the Danish market and presents a market share of 11.3% retail volumes. 

Kodak and Panasonic, additionally, retain 10.1% and 9.7% retail volume share respectively. 
 

Table  7: Imaging Devices Company Shares in Denmark  (2007-2011) 

% retail volume 2007 2008 2009 2010 2011 
Canon Danmark A/S  31.0 31.3 29.4 31.7 33.5 

Nikon Corp 19.6 19.3 17.7 18.8 20.0 

Sony Nordic A/S  10.0 10.1 9.8 10.5 11.3 

Kodak A/S 16.1 16.6 20.5 16.5 10.1 

Panasonic Corp  7.9 7.4 6.7 7.4 9.7 

JVC Danmark A/S   0.1 0.1 0.2 0.3 0.3 

Samsung Corp   0.0 0.0 0.1 0.3 0.3 

Creative Technology Ltd   0.0 0.0 0.1 0.2 0.2 

Others 15.3  15.1 15.6 14.4 14.5 

TOTAL 100.0 100.0 100.0 100.0 100.0 

 
Source: Euromonitor International from official statistics, trade associations, trade press, company research, store 
checks, trade interviews, trade sources 
 

4.2. Competitive Landscape in Italy 

 
In Italy Canon Italia Spa and Nikon Instruments Spa are leaders in the imaging devices category, 

with 22,9% and 22,4% of volume share respectively, in 2011. 

Nikon was the leader in the camera category with a 25% volume share in 2011, while Canon ranked 

second in both cameras and camcorders with volume shares of 23% and 22%, respectively.  

Nikon’s strong increase in share was due to the incremented focus on compact cameras and on 

improving the marketing campaigns for its Coolpix D serie and the new Nikon 1 product. 

For this reason in 2012, Canon introduced the EOS M mirrorless interchangeable lens camera in 

order to broaden its entry-level market. 

Nevertheless, the two main players have been able to build a strong market position, results of their 

extended brand recognition, their innovation strategies and strong commitment to advertising.  

Sony plays another important position in the market, with a volume share of 14%, and invested in 
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entry-level interchangeable-lens cameras targeting relatively low budget consumers.  

In the end, it has been documented that the main trend of camera manufacturers registers a focus on 

mirrorless products and on improving DSLR camera with wide-angle lenses and full-HD video 

properties.  

The following table (Table 8) records the retail volume share of the main players in the market. 
 

Table  8: Imaging Devices Company Shares in Italy (2007-2011) 

% retail volume 2007 2008 2009 2010 2011 

Canon Italia SpA  24.5 23.5 22.2 22.6 22.9 

Nikon Instruments SpA 16.8 16.5 17.7 20.5 22.4 

Sony Italia SpA 10.0 12.7 13.7 13.8 14.0 

Panasonic Italia SpA 5.4 5.5 6.5 7.5 8.2 

Casio Europe GmbH 6.5 7.7 7.9 8.1 8.1 

Samsung Electronics Italia SpA 4.6 4.4 6.7 7.0 7.0 

Fuji Film Italia SpA 5.2 5.9 6.4 6.6 6.5 

Polyphoto SpA 1.7 1.8 2.2 2.7 2.9 

Kodak Italia SpA 2.0 3.5 4.0 2.8 1.1 

JVC Italia SpA 2.6 2.4 1.9 1.3 1.1 

Toshiba Electronics Italiana Srl 
 

- 
 

- 
 

- 
 

0.4 
 

0.4 

Others 20.7  16.1 10.7 6.8 5.3 

TOTAL 100.0 100.0 100.0 100.0 100.0 

 
Source: Euromonitor International from official statistics, trade associations, trade press, company research, store 
checks, trade interviews, trade sources 
 
 
 

4.3. Canon SWOT Analysis 

 
In order to better understand the key strategic objectives and challenges, a SWOT analysis will be 

provided. The Strengths, Weaknesses, Opportunities and Threats of the brand Canon will be 

therefore presented. The analysis will cover only the Imaging Devices Business Unit, since it is 
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relevant for the current research.  

Table 9 records the SWOT Analysis of Canon. 
Table  9: Canon SWOT Analysis 

 
STRENGHTS 

 
• Market leader 
• High brand value 
• Third party peripheral support 
• High quality / professional products 

 

 
WEAKNESSES 

 
• Weak communication strategy  
• Late entry into compact-system cameras  

and mirrorless cameras 
 

 
OPPORTUNITIES 

 
• Affordable full-frame cameras 
• Mobile electronics interoperability 

 
 

 
THREATS 

 
• Digital convergence 
• Price competition 

Source: Own elaboration of Euromonitor International (2012) 
 
 
As previously observed, Canon is one of the most recognisable brands in the world, with high brand 

value, usage rate and a strong leading position.  Consumers trust the brand, which is associated with 

quality and professionalism. Furthermore, the digital-single-lens reflex camera market showed a 

steady growth (Canon Annual Report, 2012) and the new mirroless cameras represented a new 

category triggering consumer demands.  

However, Canon shows an unstable communication strategy for entry-level cameras.  

Additionally the company was the last among its global competitors to enter the fast-growing 

compact camera market. 

Moreover, the digital camera market has shown a year-on-year decline due to the economic 

stagnation, the increased price competition and the gravitation of consumer preferences towards 

smartphones and camera phones. 

Nevertheless, Canon has been a pioneer in developing affordable DSLR cameras. As the market 

becomes crowded, affordably priced full-frame models will merge as revenue drivers. 

In addition, including features that allow content creating on Canon cameras to be wirelessly 

transferred and edited on PCs, tables and smarphones, would make for a valid Unique Selling 

Proposition. 
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5. Theoretical Background 
 

5.1. Brief introduction to Photography 
 
Photography is one of the most prevalent and widespread ways of creating images.  

The camera, photography’s main and central tool since its origin, is going through continuous 

technical and digital developments and evolutions that aim at improving its application and usage.  

Over the years, together with the camera’s technical features, one can equally encounter changes in 

the idea people have about photography and in the way people see photographs and photographers 

behaviours in social, political and economic life. 

 

A brief presentation of the origins of photography will be given, examining the development of its 

history and practice. 

The word photography comes from the Greek –photos for light and –graphos for drawing, being the 

studies about light-sensitive materials and the continuous developments of the camera oscura2, 

essential for its invention.  

The discovery of photography, which is universally dated in 1839, was contemporaneously 

divulged in France and England after Louise Jacques Mandè Daguerre’s daguerreotype3 and 

William Henry Fox Talbot’s negative were publicized and patented. 

The refinement and diffusion of those two inventions had an impact on all the subsequent 

developments of photography as it is known now, significantly influencing the European and North 

American social and behavioural life.  

Photographs started to become part of the every-day-life, in different forms, as cartes-de-visites and 

stereographs, in magazines, newspapers, on the cover album of tfavourite musicians, and in 

handiworks, ranging from furniture to fashion accessories. 

 

Considered one of the most democratic visual arts since its invention (Sontag, 1973), photography 

become available to an even broader segment in 1888 when Kodak launched the first 1 US dollar 

                                                        
2 Camera oscura (Latin: camera for room, oscura for dark) is an optical device that projects an image of its surrounding 
on a screen. 
3 A daguerreotype consists of a silvered copper plate, which bears the image, and a housing to protect the plate.  
The image in a daguerreotype is in negative, but it can be viewed as a positive when the reflective surface reflects 
something dark. The details in a daguerreotype can be very clear and sharp. The image itself consists of higher or lower 
densities of microscopic silver and mercury particles. (Nederlands Fotomuseums, 2009) 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camera with the slogan “you push the button, we do the rest” (George Eastman, founder of Kodak). 

Since then, photography entered the familiar, social, political and scientific domain, becoming a 

tool of self-documentation and memories, a witness of colonial and industrial expansion, an 

essential element in the development of scientific and anthropologic discoveries. 

Opposed to the most painters and artists view, who were considering photography as a mere 

objective visual record (the French poet Charles Baudelaire considered photography as an [...] 

industry [...] that invading the territories of art, has become art’s most mortal enemy), a repertoire 

of art photography, link to the art current of the New Realism4, started to expanded, seeing 

photography and fine art indissolubly linked. 

From Steven Sasson5’s first attempt in 1975 at building the first digital camera6, digital techniques 

of creating, reproducing and transmitting photographs, have confirm even more the New Realists 

view of the photograph as direct and real copy of the reality. 

In 2012, 2,5 billion of people around the globe owned a digital camera (De Castella, 2012), whose 

advent has completely change the way people see photography and, more importantly, behave. 

 

5.2. Photography in the Social Media Era 
 
Every two minutes today we snap as many photos as the whole humanity ever did in the 1800’s 

(Good, 2011). Due to the ubiquity of the digital camera and the recent essential need to instantly 

take and share pictures, photographs are currently everywhere.  

Photo-sharing websites and applications such as Facebook, Instagram, Pinterest and Flickr allow 

people to easily communicate between each other using images.  

According to van Dijck (2008), images are in fact the best-loved idiom of new generations. 

Lately people started to consider photography has the preferred way to communicate, express 

feelings, thoughts and ideas, “pictures” are “like spoken language as photographs are turning into 

the new currency for social interaction” (van Dijck, 2008). 

                                                        
4  The term Neue Sachlichkeit was first used by museum director Gustav Hartlaub in 1923 in preparation for an 
exhibition of recent paintings that he said were grounded in the depiction of reality. This art movement comprised 
photography as well, photographs were spontaneous, unmanipulated and became means of exploring familiar, social, 
engaging subjects in a different way (Guggenheim.org). 
5 Engeneer at Kodak 
6 Digital cameras capture and save photographs on digital memory cards or internal storage instead of using film as 
their predecessors. Digital cameras now include wireless communication capabilities (as WiFi or Blueooth) to transfer, 
print or share photos, and are commonly found on mobile phones.  
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One can consider photographs a more equivocal communication tool because they show, rather than 

tell and are, according to Barthes (1981), an “area of resistance to meaning”. 

However, “photography furnishes evidence” and photographs are “[...] inconvertible proof that a 

given thing happened. The picture may distort; but [...] something exists” (Sontag, 1977). 

Photographs and personal images are therefore a presumption of reality, giving to photography an 

“advantage” over written statements, thoughts and self-description. 

This is probably the reason why Instagram, which recently reach the 100 million of active users, is 

forecasted to be one of the most used Social Media on earth, showing a growth rate that is twice 

faster than Facebook and two and a half times faster than Twitter (Riva, 2013). Instagram allows 

people to communicate through images, which is the universal language of visual emotions. 

 

Photographs have been used to communicate since their origins and have been considered a mass 

medium almost from their inception. 

In the past, however, the figure of the photographer was different from today and sometimes a bit 

more elitist. The photographer, after a long series of snapshots, was able to develop a “photographic 

eye” and according to Susan Sontag was teaching us a new visual code”, because their 

“photographs alter and enlarge our notions of what is worth looking at and what we have a right to 

observe. They are a grammar and, even more importantly, an ethics of seeing”. 

Nowadays people are acquiring the “Facebook eye” (Jurgenson, 2013), because our brain is 

endlessly looking for occasions to share a 5-seconds-ago experience, a picture, a comment, in order 

to post it on the beloved social media platform. 

 

Digital photography, iPhoneography7, smartphoneography and mobile photography (terms entered 

in common use nowadays, witnessing the establishments of new trends in photography), together 

with the socio-cultural transformation, have strongly affected and transformed amateur 

photography. 

Last year, the Italian photographer Oliviero Toscani during a photography convention said, “Siamo 

tutti fotografi – Each one of us is a photographer”. He might have caused a lot of disagreement 

                                                        
7 <<”iPhoneography is the art of taking photos with Apple’s iPhone”, and therefore doesn't matter how you post edit, it 
is the latter that I currently choose to do, editing all of my iPhone photos exclusively on my iPhone and never touching 
a PC, however I can see myself in the future using the larger screen of the iPad to edit with more accuracy some but not 
all of my iPhone photographs.>> Glyn Evans (@glyn_e), founder of the blog iPhoneography.com 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among the photography crew, but what he wanted to underline is that, if photography is art and art 

is expression, each one of us should be able to express him/herself and therefore do art.  

The philosopher Karl Popper believe art is an expression of one’s personality, the artist is important 

in the piece of art creation and has to express himself and communicate. 

 

5.2.1. Photography and the Visual Communication 

 
Needless to say, not everyone that snaps a picture of his ready cooked apple pie can have the 

presumption to call himself artist, however this anti-elitist conception has some sociological and 

behavioural consequences in the way people act nowadays. 

Photographs8 are not objects for memory and commemoration anymore, but rather of 

communication and identity formation. 

In recent years radical shifts in the concepts of photography have been recorded: from family to 

individual use; from memory tools to communication devices; and from sharing (memory) objects 

to sharing experience. 

5.2.1.1. A tool for communication and experience 

 
In the analogue era people were taking pictures of themselves together with their family, relatives 

and friends. Cameras were mainly used for special occasions such as summer holidays, weddings, 

family trips, religious and civil celebrations. The aim was to “remember” the moment or show to 

the next generation “how life was”, and the photo albums were conserved as a melancholic memory 

of the past. 

Assuming that also in the analogue era, photographs were used as communication tool, which has 

always been the intrinsic function of photography, in the digital and Social Media era this 

communication tends towards “live” and immediate communication, transforming photography in a 

“getting in touch” and “sharing” tool rather than a memory conservation one. 

 

The advent of digital photography contributed to the establishment of an important cultural 

transformation, merging daily experience together with photographs and allowing images to 

become the main instruments for peer-to-peer interactions, social bonding and hyper-sharing 

behaviours.  
                                                        
8 In the following lines only the amateur photography (or personal photographs) will be taken into account.  
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5.2.1.2. A tool of identity formation 

 

Individuals can create their identity as social actors not only by taking and sharing pictures to 

document their lives, but also by participating in communal photographic exchanges that label their 

identity as interactive producers and consumers of culture. 

Furthermore photographs in the digital era can be considered tools of identity formation.  

In the analogue era self-portrait photographs were rare, if not rarer than today, therefore when the 

analogue picture was taken by a photographer, the photographed subject encountered four different 

self-images (Barthes, 1981): the mental self-image – the one that I think I am; the idealized self-

image – the one I want others to think I am; the photographed self-image - the one the photographer 

thinks I am; and the public self-image – the one the photographer makes use of when exhibiting his 

art. 

The subject lacked control of the image, which he wanted to equal the idealized one and feel under 

the photographer’s judgment, being the third and fourth level a representation of the photographer’s 

frame of reference and perspective. 

In the digital era, it is becoming more common to take self-pictures with cameras and mobile 

phones, giving substance to the previously mentioned shift “to the individual use”. 

The “sneak preview” available on the camera’s screen only few seconds after the picture is taken, 

allows the subject (who’s now the photographer as well) to feel in control of the image and, as the 

second step, to choose whether it represents his idealised self or not. 

The subject can therefore share the picture with his network and present him/herself as he/she wants 

to be or as he/she wants other people think he/she is. 

Social networking sites are primarily used as “channels” which permit an individual to “create and 

enhance a self-image” and engage in “egocasting, the thoroughly personalized and extremely 

narrow pursuit of one’s personal taste” (Hum, et. al., 2008) 

Instagram, for example, allows the image-owner to modify the picture, adding Lomo or blur 

features to hide some small defects and make the picture more artistic. 

 

5.3.  The Tribalisation of society 
 
As previously mentioned, digital photography, together with the advent of social media are 

responsible for an enormous change in today’s society.  



 

 

   
     

23 

A support of this, Levy (1957) remarks that consumers, nowadays, are not as “functionally 

oriented” as they used to be.  

Consumption is becoming less mechanical and instinct driven, besides human beings are not going 

through a stimuli-response processes (Østegaard and Jantzen, 2000) during their consumptions, but 

rather consider consumer goods as symbols (Levy, 1957). 

These symbols are instruments that allow consumers to enhance their sense of selves, and behave in 

ways that are consistent with the image of the person they are or want to be. 

Photo-cameras and camera-phones are therefore symbols of the possibility to create and elevate the 

consumers’ self-image. 

 

Moreover, photographs have become instruments of connection, interaction and engagement. 

According to Maffessoli (1996), a recurrent tendency is to “search for maintaining or creating 

social links” and the ways people behave during consumption demonstrate this trend. 

Consumers are not “animals” or “computers” (Østegaard and Jantzen, 2000) acting at a biological 

and individual level but rather “tribe members”, taking part in the micro-social level in which “to 

consume is, above all, to create social links, to build a societal frame” (Desjeux, 1996) 

 

Maffesoli (1996) and Cova and Cova (2002) recognise the emergence of tribalism in today’s 

society and connote tribes as communities where people gather around to share passions, emotions 

and vision of life. 

These tribes9 are different from the archaic tribes and free themselves from religious, syncretised 

and absolutistic significance: 

 

• First of all tribes are ephemeral and non-absolute groupings; they display such strong ties, 

because they are temporary and continuously on flux. 

• A person can belong to different tribes: one can assume a person that own a Canon camera 

and feels part of the Canon community of photographers is also the same person who 

possesses an iPhone and usually posts his pictures on Instagram and therefore feels part of 

this tribe as well. 

• The links of a tribe are conceptual; there is no physical place in which the tribe members are 

staying. Web 2.0 platforms allow people to transcend the geographical and cultural 

                                                        
9 The use of the world tribe, from now, will be used to mean “post-modern” tribes. 



 

 

   
     

24 

boundaries and make connection and emphatic behaviour easier. Photographs, being the 

universal currency of the society (van Dijck, 2008), allow people to express in a universal 

language what everyone can understand. 

• Members of these tribes are related by shared feelings and emotions and not by kinship or 

dialect. 

 

How is it therefore possible to distinguish a tribe from what is not? 

According to Cova & Cova (2002), tribes carry signs with which members can identify.  

Such signs are both temporal and spatial. Tribes can be inserted in a specific temporal phase 

because, as said before, they are ephemeral and therefore temporary.  

Tribes also occupy a physical space as tribe members have the possibility to get together in public 

places or specific meeting locations. 

Cova and Cova present a framework, called the tribal clover (Figure 3), aiming at looking for 

spatial and temporal evidence of tribes and proof of an existing shared-experience, which therefore 

contributes to tribe recognition: 
Figure 3: The Tribal Clover 

 
Source: Cova and Cova, 2002 

 

• The physical evidence of tribes is situated on the horizontal axis or Axis of Visibility: it 

includes the temporal sign, the circumstances in which the tribe members gather together to 

their rituals and the spatial times, such as the off-line or online meeting places where tribes 
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aggregate. 

• The vertical axis, or Axis of Invisibility, encompasses the day-to-day practise as well the 

trend and inclinations that allow formation of the tribe in the society  

 

After the tribe-recognition process, Cova and Cova (2002) provide four different levels of 

participation adopted by the tribe members. 

Tribe members can assume the role of Devotees, being part of Institutions and Associations; the 

Participants, the ones who are more active in terms of visibility; the Practitioners, such as the ones 

who have daily connection with the tribes but maybe are less available in the visibility part; and in 

the end the Sympathizers, the ones who are always updated with the new trends and vogues but are 

marginally connected with the tribe. 

 

5.4. The cultural meaning of products  

 
As already mentioned, Levy (1957) and Cova and Cova (2002), maintain that consumer goods do 

not just possess a functional use, but are also carrying and communicating means. 

Consumer goods give cultural meaning concreteness and can therefore be perceived as records of 

the existence and understanding of the pre-assumed community. 

Mc Cracken (1986) argues the cultural meaning of goods is situated in three places: the culturally 

constituted world, the consumer goods and the individual consumer. 

Therefore the meaning is shifting from the world, to the object and to the object to the individual 

consumer. 

 

The world is culturally constituted because culture is shaping and forming the phenomenal world 

with its cultural categories (e.g. time, space and society) and its cultural principles (e.g. values, 

ideas and norms). 

The meaning residing in the culturally constituted world has consequently to disengage with it and 

be transferred to consumer goods, through two institutions, Advertising and the Fashion System. 

Advertising agencies bring the world and consumer goods into connection, suggesting their 

similarity. Taking into account Canon, for example, the company’s advertising agency has to 

choose which qualities and desired-characteristics the ad has show the public, to which people and 

in a selected time and space. 
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The Fashion System, instead, doesn’t have to only passively discover ways to transfer the meaning, 

but rather has to create and invent them. 

Also, in the photography industry, companies have to create a new camera design, with different 

characteristics appealing to different targets of customers and have to “invest” in opinion leaders 

and ambassadors as sources of meaning for individuals. 

In the research contest one can assume the photography community around Canon and the 

professional photographers chosen by Canon, act as source of meaning or as Arnould, Price and 

Zinkhan (2005) would say, as a reference group. 

A reference group is a collection of people who influence an individual with their attitudes, 

behaviours and perspectives, in which the group believe. 

 

In the end, meaning is relocated from consumer goods to the individual consumer through four 

different instruments that Mc Cracken (1986) calls “rituals”: 

 

• Exchange rituals: there is a good investment of meaning because the gift-giver acts as an 

agent of meaning transfer, choosing the gift because it possesses meaningful properties.  

E.g. the camera was a present from a friend, who wanted to share his passion for 

photography. 

• Possession rituals: the act of cleaning, personalizing and spending time restoring and 

preserving the object. In this way the objects are not  “impersonal” anymore, but assume a 

meaning that goes beyond the material use of the product. 

As a result of this ritual the product became the owner’s extended self (Belk, 1988), and a 

personal relationship with the object is established. 

E.g. People sometimes feel incomplete when they go out without their camera or they are in 

front of a beautiful sunset and they don’t have their camera with them. 

• Grooming rituals: consumers take possession of the consumer goods characteristics and use 

them to increase their self-esteem and form their identity. 

E.g. a consumer might go out with his new Canon camera around his neck because he feels 

“cooler” in front of his friends. 

• Divestment rituals: are used to erase a “previous” meaning of the consumer goods, which 

have been previously owned. E.g. deleting the pictures on a previously owned camera. 
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One can assume the photography community members behave in a way that is consistent with what 

has been described just now, providing the cult objects with significance that go beyond the simple 

act of taking pictures and looking at them. 

 

5.5. Brand Community 
 

As previously mentioned, the aim of this research would be to analyse whether around the brand 

Canon there is a well-establish brand community, whose members share common passions and 

interests. According to Muniz and O’Guinn (2001), “a brand community is a specialized, non-

geographically bound community, based on a structured set of social relationships among admirers 

of a brand”. 

Brand communities rise as a consequence of social interactions between admirers of a certain brand 

and serve therefore to connect those devoted consumers to brand and concomitantly consumers to 

consumers (Muniz and O’Guinn, 2001). 

Consumers join brand communities so that they can identify themselves, satisfy their social need of 

creating an appropriate self-identity (Laroche et. al., 2012).  

Members of brand communities do not only share a common passion, a best-loved hobby or a life 

style, they share “we-ness”, “they think they sort of know each other”, even if they have never met 

(Muniz and O’Guinn, 2001). 

Muniz and O’Guinn (2001) additionally provide three different main charactheristics that brand 

communities present mostly: 

 

• Consciousness of kind: is a shared knowing of belonging (Weber, 1978) that community 

members feel towards one another is based on a strong sense of affinity and recognition 

provided by the community cult object. It is mostly evidenced by a tendency to distinguish 

themselves from others who are not in the community. 

• Presence of shared rituals and traditions: as stated in the previous chapter, towards rituals, 

the meaning of the consumer goods is transferred from the consumer goods to the 

individuals. 

Rituals and traditions invested with this special meaning will significantly establish and 

conserve the community’s sense of self, which therefore will be fundamental in the creation 

of a community identity. 
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The community members want to share the experience they had with a certain product or 

brand within the community members. Sharing brand stories, giving suggestions about a 

certain product based on their past experience is symptomatic of the presence of a brand 

community. 

• Sense of moral responsabilty: is the sense of committment and duty that members have 

towards each other and to the community itself. The role of this third community 

charactheristic is decisive for the health of a community, first of all because it helps 

members to feel integrated in the community, and, secondly because moral responsability is 

what makes members search for advice and help in their purchasing behaviours. 

 

This research will be focused on two different topics, the community around the brand Canon and 

the photographic community. 

The aim is to discover whether the community members demonstrate a sense of belonging and 

moral resposability towards their community and furthermore if the way they behave online and 

offline is coherent with the one explained thoeretically. 

As described in previous chapters, consumers are becoming more social in their consumption 

methods, considering the subject of their purchase a symbol, a methaphor (Levy, 1957). 

Photography nowadays allow consumers to free themselves from the “photographer’s judgement” 

and therefore making themselves the actual creator of their own picture.  

According to Cova (1997), individual consumers who free themselves from previously perceived 

restrictions desperately desire to create social links and connections, building a social universe on 

the basis of this free choice. Certain kinds of brands manage to become the focus of these social 

gatherings. 

The use of a product for its symbolic and full-of meaning assets can create the basis for a social 

interaction around the brand that created and produced the product (Elliott and Wattanasuwan, 

1998), and furthermore naturally generate a brand community around it. 

 

5.5.1. Customer-centred Brand Communities 

 
Muniz and O’Guinn (2001) consider a brand community as a customer-customer-brand triad 

(Figure 4), emphasizing the social interactions between community members, the community, the 

brand and the individual consumers. 
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Figure 4: Muniz and O’Guinn (2001) Brand Community Traid  

 

 
Source: McAlexander et al. (2002) 

 

According to Wiegand (2009), brand communities can have a poweful influence in increasing the 

value of a brand. Brand communities are mutually conditioning the brand and the customers’ value 

creation in a positive way. Brand community members can provide remarkable insights in the brand 

value development. 

Furthermore, brand communities are an information research for consumers as well as being able to 

satisfy the consumer’s needs of interactions. 

 

However, McAlexander et al. (2002) proposed an additional interpretation of the brand community 

triad, assigning to the customer a central position in the brand community (Figure 5).  

The Customer-Centric Model of Brand Community encompasses therefore four relationships, 

established by the customer with other customers, the brand, the product and the company 

members. 
Figure 5: The Customer-Centric Model of Brand Community  

 

 
Source: McAlexander et al. (2002) 

 

The significance and existence of the brand community resides in the customer experience, rather 

than in the brand on which the experience is focused. 
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The perspective introduced by McAlexander et. Al (2002) provides an important insight, since it 

integrates the consumers in the construction of the company brand loyalty (Wiegand, 2009). 

Furthermore McAlexander introduces the possibility that companies create their “own” brand 

communities.  

 

5.5.2. Social Media based Brand Communities 

 

According to Lang (2010), today people spend more than one third of their day on Social Media. 

The active users on Facebook, the most utilized social media, are over 800 million (Facebook, Key 

Facts).  

Kaplan and Haenlein (2010), describe social media as “a group of Internet based applications that 

builds on the ideological and technological foundations of Web 2.0, and it allows the creation and 

exchange of user-generated content”. 

 

The growing popularity of social media has been influencing all aspects of today’s society and 

consumer behaviour; from information acquisition to final and post-purchase conducts. 

Social media became the focus of different industries, enabling to provide them the advantage of 

connecting businesses with end-customer at a low cost in terms of time and money. 

Furthermore, moving to the customers’ side, joining and playing an active role on social media, 

leads to the satisfaction of the already mentioned needs: being connected and forming their 

identities.  Today the concept of brand community is linked with media, because the former goes 

beyond geographical bounds as the latter does (Laroche et al., 2012). 

 

The combination of both phenomena gives origin at a new concept that Laroche et al. (2012) call 

social media based brand community.  

Companies nowadays are using social media platforms not only to communicate with their end-

costumers around the world, but also to manage their brand community and gain positive strategic 

outcomes. 

On social media based brand communities, consumers invest in a higher sense of freedom, 

authorizing themselves to communicate their ideas in an active way and using the language 

expressions they want. 
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Furthermore they can choose to utilize different tools, such as words, pictures, videos, links to other 

community’s members. 

Since according to Laroche et al. (2012) social media based brand communities positively influence 

the three characteristics of a brand community, consciousness of kind, share ritual and moral 

responsibility, they can be used to create and enhance brand value creation practises. 

 

5.5.3. Value creation through Social Media based Brand Communities 

 
As previously mentioned, the triad brand community model introduced by Muniz and O’Guinn 

(2001), underlines that social interactions are the most important factors to create value for the 

brand. Brand communities, whether they are consumers or company initiated, are platforms on 

which the customer brand image and brand loyalty can be strengthened. 

Social media could help in the application of brand management strategies, by utilizing brand 

practices (which include activities such as grooming, customizing, utilizing the product for better 

applicability to their needs) that can be shared from one member to another on the social media 

platforms. 

Moreover, social media allows facilitating and stimulating communication, information acquisition 

and networking, making a social media based brand community able to enhance the company value 

and image. 

 

5.6. Brand Equity  
 

As previously mentioned, Muniz and O’Guinn (2001) argued the importance of brand communities 

in the brand value creation.  

The value of a brand, therefore the brand equity, has been defined as “a set of brand assets and 

liabilities linked to a brand - its name and symbol - that add to or subtract from the value provided 

by a product or service to a firm and/or to that firm‘s customers" (Aaker, 1991).  

The mentioned assets include 1) brand loyalty, 2) brand awareness, 3) perceived quality and 4) 

brand association.  

If communities are able to increase the brand value, they are consequently able to increase the 

above mentioned brand assets. 
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Furthermore, according to Keller (2008), another feature of brand equity called Customer-Based 

Brand Equity (CBBE) was developed. 

CBBE is defined as “the differential effect that brand knowledge has on consumer response to the 

marketing of that brand” (Keller, 2008).  

The CBBE model implemented by Keller (2008), also known as CBBE pyramid, is composed by a 

sequence of steps in which each step depends on the successful conclusion of the previous one. 

The first step, brand salience, is obtained when consumers can identify as well as recall and 

recognise (brand awareness) the brand in their mind. 

The second step aims at creating a brand meaning in the customer minds in terms of tangible (brand 

performance) and intangible (brand image) associations. 

The third step is to generate the customer response, the feelings and the judgements he/she has 

towards the brand. 

In the end the goal of the final step is to convert brand response into loyalty, creating brand 

resonance. Brand resonance is composed by the following elements: 

 

• Behavioural loyalty: How often and how much consumers purchase a brand 

• Attitudinal attachment: Keller (2001) specifies that attachment is fundamental because it 

differentiates between customers buying out of necessity from those buying out of loyalty.  

• Sense of community: identification with a brand community is a social phenomenon in 

which people feel a kinship or affiliation with other brand users. 

• Active engagement: Keller (2001) states  “the strongest affirmation of brand loyalty is when 

customers ―are willing to invest time, energy, money into the brand beyond those expended 

during purchase or consumption of the brand.  

 

The present research doesn’t have as a focus the measurement of those components, however, this 

chapter has been presented to underline how important brand communities are in the value creation 

of a brand.  

In fact by managing their communities in a smart way as well as sustaining them with corporate 

level commitment, companies can build powerful customer loyalty, increase marketing efficiency 

and therefore enhance their brand (Fournier and Lee, 2009). 
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6. Conceptual Framework 
 
Once the topic-related theories have been presented, it is now possible to understand better the 

following conceptual framework, which will structure the current research. 

Therefore, in the chapter below the research hypotheses will be explained as well as their casual 

relationships and interconnections. 

 

6.1. Hypotheses Formulation 
 
According to what was previously explained in the theoretical background chapter, the emergence 

of digital photography completely revolutionised the earlier perception of photography. 

People are merging their daily experience with photographs, therefore considering images as main 

instruments for peer-to-peer interactions, social bonding and hyper-sharing behaviours.  

The first independent hypothesis is therefore the following: 

 

Hp1: Photographic activity enhances social gatherings and connections between people 

 
 
From Hp1, if passion for photography creates connections between people, one can assume that 

individuals would associate with one specific brand of photography.  

The dependent second hypothesis statement is therefore: 

 
Hp2: Behind the Canon brand there is a well-established brand community 

 
 

It will be therefore investigated whether the Canon brand community members show the three 

characteristics defined by Muniz and O’Guinn (2001) as fundamental for a brand community to 

exist: consciousness of kind, shared rituals and sense of moral responsibility. 

Based on the idea of consumer good’s ability to create social links, one can assume photographers 

and amateur photographers, Canon brand lovers and professional photographers, are linked through 

sharing their passion for photography and the photography apparatus. 

Identifying the main characteristics and rituals of the photography community, together with 

entering the symbolic world behind their tribe and therefore discovering the linking-effect that 

unifies its member will be the main attempt of this research. 
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The focus of this research will be on the brand Canon Inc. and on discovering the linking-value 

(Cova, 1997) of the product, in order to provide suggestions to strengthen the community links and 

foster a sense of tribal belonging and membership. 

 

Furthermore, the theoretical background shows that photographs are the new currency of social 

interactions (Van Dijck, 2008) and image-based social media are the favourite places where people 

like to upload and share their pictures. 

Therefore, if, photographs are the new currency of social interactions, able to enhance social 

gatherings (Hp1) and those social interactions occurs on social media; if, according to Laroche et al. 

(2012) social media positively influences the three characteristics of a brand community, 

consciousness of kind, share ritual and moral responsibility, then the third dependent hypothesis can 

be formulated: 

 

Hp3: Social media activity enhances the possibility of brand community formation 

 

On the basis of what was explained above, Figure 6 shows the relationship between the three 

formulated hypotheses: 
 

Figure 6: Hypotheses interconnections 

 
Source: own elaboration 

 

One can therefore see a mutual correlation between Hp2 and Hp3, and this correlation is based on 

Laroche et al. (2012) verification of a positive relationship between brand community and social 

media.  
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7. Methodology 
 

In the coming sections, the method utilized to investigate the problems and the questions exposed at 

the beginning of this project will be explained. Therefore after a brief introduction explaining the 

market research methods used, procedures of data collections and the following outcomes will be 

provided. 

7.1. Research design  

 
The aim of this methodology is to provide a series of data that would be subsequently analysed in 

order to validate or refuse the pre-stated hypotheses. The data are gathered for a specific research 

project purpose and are therefore primary data (Kotler, 1997). 

The methodology includes the three types of qualitative research methods: focus group, in-depth 

interview and participant observation. Instead of the usual participant observation method, a 

netnography method will be employed since the hypotheses consider the investigation of social 

media networks and platforms and according to Kozinet (2002) this method is appropriate for 

effective online marketing research. 

The advantage of applying qualitative research is the ability of those methods to provide detailed 

and deeper descriptions of how people experience and behave towards a given research topic. 

Furthermore, since the thesis topic enters in the area of social science and consumer behaviour, 

qualitative research methods better supply information about the “human” and behavioural side of 

an issue, emphasising intangible factors such as feelings, beliefs, opinions, emotions, experiences, 

behaviours and individual relationships. 

The results provided by a quantitative research method may be considered a bit anecdotal, because 

they rely on data provided by a relatively small sample of individuals or as impressionistic, because 

the outcomes aren’t based on numbers and statistical analyses (Weiss, 1994). 

However, those methods are the best way to understand specific society phenomena that cannot be 

learned in another way. 

Furthermore qualitative research methods are more flexible than quantitative ones, allowing the 

participants to freely express their thoughts and feelings and elaborate the answers with their own 

words. 

A chronological presentation of the three chosen qualitative research methods with the respective 
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descriptions of data collection and analyses will be given. 

7.2. Focus Group 

 
Focus groups are research techniques aiming at collecting data through group interaction on a 

specific topic selected by the researcher (Morgan, 1997). The researcher therefore determines the 

focus of the group interview, whereas the data themselves come from the group interaction. 

In this research the focus group constitutes a supplementary source of data in studies, since the final 

results will be completed by the outcomes of the in-depth interview and the netnography. 

The aim of this focus group is to enter in contact with Canon users and photography enthusiasts in 

the city of Copenhagen and deeply understand the inner thoughts and feelings participants have 

towards the Canon brand and the world of photography. 

7.2.1. Preliminary planning 

 
The focus group have been planned accordingly, taking advantage of the Copenhagen Photo 

Festival10, which occurred in Copenhagen from the 6th till the 16th of June 2013. 

The events organised by the Copenhagen Photo Festival and the art galleries hosting photographic 

expositions were the best locations to meet and collect people interested in photography and 

therefore available to dedicate some of their time to a group interview. 

Posters (Figure 7) with the recruiting phrase “Canon owners and Photography Enthusiasts” have 

been hung outside art galleries, photographic exhibitions, bars and cafés hosting photography-

related events and meetings.  

A small “reward” was promised in order to motivate people in showing up. 

This procedure would guarantee a higher possibility that heterogeneous strangers, such as people 

with different backgrounds and experiences would participate. 

In a focus group composed by heterogeneous strangers, indeed, a better group dynamic 

characterised by equally dominating participants is created (Morgan, 1997). 

The place chosen to conduct the focus group was the Paludan Bog Cafè, located in Fiolstræde, in 

the center of Copenhegen.  
                                                        
10 The aim for Copenhagen Photo Festival is to create an international platform for contemporary photography in 
Denmark. A platform, which explores photography in all its facets, a platform for theoretical discussions and 
presentation of new pieces, where the national and international art scene, the professional photo talents as well as the 
amateur photo enthusiasts can meet and explore contemporary photography. 
(http://www.copenhagenphotofestival.com/about) 
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The goal was to create a cosy and warm atmosphere, where participants could talk freely and at 

ease. 
Figure 7: Poster recruiting Canon owners and photography enthusiasts for the Focus Group 

 
 

In the focus group a semi-structured / funnel approach had been chosen.  

The group interview started with less structured questions concerning the first contact they had with 

the brand, the occasions in which they use their camera and the possible relationships established 

with other photographers. 

Consequently, the debate moved towards more structured questions, in which the participants had to 

express their opinions about some provided pictures and on online interactions. 

This approach is definitely a compromise between the structured and unstructured ones, allowing to 

“break the ice” and listen to the participants’ own perspectives in the initial part as well as their 

ideas on the researcher’s specific interest in the other part of the group interview (Morgan, 1997). 

 

The questions asked (Appendix 2) during the interview were divided in 7 different sections 

supported by pictures and topic-related material. 
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The projective approach helps the participants to “project” their thoughts and ideas on something 

instead of the other group members, allowing them to articulate much more than they would have 

been able to communicate (Boddy, 2005). 

 

The 7 different sections were the following: 

o Canon Product 

o You and Canon 

o Camera usage  

o Relationship among customers 

o Showing pictures  

o Canon user 

o Canon Ambassador 

o Online Interaction 

The utilized means of capturing the focus group observations was through audiotaping. 

The recorded material has been consequently transcribed to facilitate the analysis (Appendix 3). 

7.2.2. Sampling 

 
The focus group was composed of 7 participants: 2 women and 5 men, aged between 20 and 35 

years old, all living in Copenhagen. 

The participants represented 6 different nationalities: Greek, Italian, Norwegian, Bulgarian, German 

and Russian. 

Three of them were university students, at Copenhagen Business School or at Roskilde University, 

while the others had a full-time job. One of the participants was a professional photographer. 

All the participants could speak English fluently, even if it was their second language. 

However, a few limitations can be presented: the sample was limited in terms of age and education 

(most of them were business and social science students and only one was working in the 

photography sector). Furthermore not all the participants owned a Canon camera, even if all of them 

showed a huge interest in photography.  

7.2.3. Analysis 

 
As a preliminary procedure, the data obtained by the focus group were transcribed; in order to 

obtain a deeper understanding of the participants’ opinions and thoughts. 
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Furthermore the focus group analysis has been conducted using the Grounded Theory method 

(Strauss and Corbin, 1998), which describes that while developing a theory, conceiving or intuiting 

ideas have to be formulated in a systematic and logical scheme. 

Based on this framework, 101 concepts were identified: 54 concerning the Photography community 

and 47 in connection with the Canon camera topic. 

The decision to separate the two subjects is consistent with the thesis hypotheses and additionally 

could give a broader image of the photography community. 

As a result, dominant themes (Appendix 4) were uncovered, eleven related to the Photography 

community and ten related to the Canon topic. Among these sixteen dominant themes, five 

dominant themes were present in both topics:  

o Quality-oriented customers 

o Passion for Photography 

o Shared interest 

o Photography as an expressive tool  

o Required feedback 

 

A mind map (Appendix 5) has therefore been created in order to better understand the relationships 

between the dominant themes and, above all, between the common ones. 

As previously mentioned, the analysis was focused on two different topics: the photography 

community and the Canon one. 

The first essential insight was that the entire group of participants considered the Canon brand as a 

“Symbol of Quality” and a “Professional Product”. The Canon brand “It’s something that you put at 

the top 3” when you have to choose between different brands and one participant didn’t even 

compared different brands, he went straight to the canon brand (“I chose my Canon... I didn’t 

compare much”). 

Furthermore one participant said that he got his Canon when he started to “take picture more 

seriously” and that he would have repeated his purchase another time, with the same brand. 

Only one participant considered the quality of Nikon camera higher, but she chooses Canon because 

of better relationship between price and quality. 

However, three participants expressed their disappointment in their camera performance in low 

lighting, which made them to switch the product to another brand or a different model (mirror-less 

camera instead of a DSL camera). 
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When shown three different models of Canon (Appendix 2), participants were able to individualise 

the price range of the model, but not exactly the model presented. 

 

At the question “In which occasion do you mainly use your camera?” all the participants answered 

“Travel” simultaneously. One participant even got her camera before her university exchange trip to 

Brazil. After that, the discussion ran freely and more significant insights came out. 

Participants enjoy going out, preferably alone but also with some friends, around the city, and take 

their camera with them. To “explore” with their camera, or simply “go and see something new”. 

 
When I have more time for actually explore my camera, I bring it with me to many areas where I’ve already 
been [...] and I take different kind of pictures. I like taking pictures of people or hands or whatever I’m 
getting inspired.  
 

I bring it with me every time I have people visiting me and every time I go in a new place in Copenhagen... If 
I go in a Museum I will bring it with me... if I go to a park or Mont Klimt... and any kind of traveling but not 
really traveling.  
 

Moreover, all the participants showed a “Quality-oriented” behaviour, in fact, they conveyed an 

interest in the quality of the pictures and their definition. 

The comparison between pictures taken with professional cameras and mobile phones came out 

naturally. Most of the participants said there is no comparison in terms of quality between a Canon 

or another DRSL camera and a mobile phone (I think you cannot compare the pictures of the 

camera and the phone” “I think the quality is completely different... Incomparable...first of all!”). 

The topic of Social Media followed the comparison between camera and mobile phone, almost 

immediately.  

One participant observed quality is not the main point of having these visual tools, “it’s about 

sharing them with your phone”. Furthermore, a participant stated that during traveling he preferred 

to take pictures with his phone because he doesn’t feel like “having this big power in my hand”, 

adding the possibility to share his picture with his friends, wherever he is. 
Why would I want share anything!  I mean, you wanna make other people know where you are if you eat the 
best piece of duck or whatever...  
 
I was in Oxford and I was taking pictures and I was like “I’m in Oxford, I have to share it!”...  
 
I would use my phone for stupid pictures or... to say “hey fellows, I’m in Brazil!” 
 

However, to snap a picture with the phone is considered more “a casual thing”, but everyone 
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expressed their need of having their camera with them in specific moments, in a new place or to 

remember a particular detail. 

Only two participants stated they would never upload their picture on social media such as 

facebook. ,“because everyone can download them and if I want to do something more serious with 

them I don’t like to share them.” 

 

When participants were asked to explain their feeling towards other Canon users, the answers 

provided were divided in two: some participants expressed a positive attitude and interest in the 

person holding the camera, 
You try to figure out how much is your camera different than the other one. If it has a better one, or a worst 
one...What kind of lenses...That’s the thing, you are wearing those thing around your neck and...is it better, 
is it worse, is it the same...  
 
You feel like belonging to the same brand 

I’m interested if the person wants to buy my old lenses. 

It’s interesting if you wanna meet up with new people 

 

Others, instead, expressed a complete sense of indifference (“I don’t think it will make a click to me 

if the guy has a Canon or a Nikon”). 

 

Furthermore, when participants had been shown pictures representing different Canon users 

(Appendix 2), almost all of them related themselves with the lonely guy taking pictures on the 

grass. One participant observed that the typical Canon user didn’t exist. 

Regarding the other users shown they connoted them as “hipsters” and “wanna-be artists”, or 

people that want to attract attention because they had an expensive product in their hands, even if 

“they aren’t photographers” and maybe “they are just playing” and “showing off”. 

Others reflected that perhaps the Camera “gives her different possibility to see the world” and the 

camera could therefore represent “her eye”. 

 

At the end of the focus group a video displaying the world of EOS11 was shown to the participants. 

Some participants expressed supportive behavior towards the platform. 

                                                        
11 The World of EOS is an interactive platform developed by Canon Australia (www.canon.com.au) aiming at creating 
and increasing interaction between entry-level Canon users and between Canon users and professional photographers. 
On the platform people can interact, share their own pictures and photography-related contenct, and furthermore have 
valuable feedback from experts or community members. 
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It’s a great place to learn about photography and courses with the professional they are explaining you how to use your 
camera  
 
It’s much better than Flickr where you just upload pictures and you don’t have any feedback... You can also expose 
yourself and your pictures and as they said collaboration is one of the key metrics... you can get new ideas on how to 
use your camera or express opinions about the topic of your photography and then you can just reenergize your passion 
for photography 
 

Some other participants, instead, see the community too restrictive, not open enough for different 

brands. 

Others stated they were not interested in feedback and in sharing their pictures on the Internet. One 

participant considered the platform a “tool for a brand”. 

Participants preferred to look for information online in an independent way, choosing which 

photographer to follow on Tumblr or Flick and “be pleased by art”. 

The photographer, in particular, usually took part in photography events and exhibitions in the city, 

trying to get inspired and find interesting information. 

 

An interesting insight that comes out from the focus group was that some participants expressed 

their willingness to learn:  

I bought a Canon because I thought it was one of the best to learn from 
 
It’s a great place to learn about photography  
 
I have a Canon and for me it works for now... Maybe when I get more skilled I will go for higher range 
cameras...  
 
They considered the brand Canon one of best brand to start to learn the most important things about 

photography and some others are even experimenting photo with editing and video creation tools. 

 

7.3. In-depth Interview 
 
 
To integrate the data provided by the focus group, another qualitative research method has been 

used: in-depth interview.  

In-depth interviews, as the name implies, means looking for “deep” information and understanding 

of a specific qualitative research topic (Gubrium et al., 2012). 

The data provided usually concerns personal matters, individual life experiences, values, idea, 

cultural knowledge and perspectives.  
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The data gathered with in-depth interviews, therefore, differ from the focus group ones, because 

they provide much more intense and personal information. 

Furthermore informants in in-depth interviews are freer to express opinion without the fear of being 

judged and common group bias such as “group-think12” are avoided. 

The goal of this in-depth interview was to uncover a deeper understanding of what was already 

discovered through the focus group about the photography community and the brand Canon. 

7.3.1. Preliminary planning 

 
The in-depth interview was conducted in Milan, where the male informant lives. 

After preliminary research online, it was discovered that at the Università degli Studi di Milano, 

there’s a student area dedicated to different kind of hobbies, photography, sport, politics, art and a 

lot more.  A few days were spent in the area, trying to observe people and their behaviours. 

The informant was met in this area while he was carrying his DSLR Canon camera together with 

his university notes.  

After some quick questions it was discovered the informant was an amateur photographer and he 

had been working with the Canon brand since he was 14. 

He agreed to participate in the interview, which lasted in total almost 2 hours (Appendix 6). 

 

Through the laddering and funnel approach (Appendix 7), the goal was to uncover the core 

attributes and values that drove the respondent to feel part of the photography community and 

choose Canon product (Wansik, 2000). Laddering led to reveal consequences and benefits from 

product attributes and those benefits were both functionally and emotionally based (Bystedt et al., 

2003).  

A deeper meaning behind informant’s answers and relevant insights were unveiled, thanks to the 

use of open-ended questions, visualisations and follow up debates. 

The laddering technique restricted the way questions were ask, therefore no leading questions that 

required a “yes” or “no” answer were made. 

Even though occasionally some leading questions were spontaneously asked, it was possible to 

ladder the informant’s answer and make him explain what exactly he meant with a statement. 

                                                        
12 Group-think occurs when group members try to minimize conflict and reach a consensus decision without critical 
evaluation of alternative ideas or viewpoints, and by isolating themselves from outside influences. It is more evident in 
groups composed by a person with strong leadership features. 
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Furthermore enough time was give to the participant to describe with his own words and sometimes 

images his opinions, statements, feelings and emotions. 

7.3.2. Analysis 

 
In order to provide a construction of the data, an interpretation of the transcripts (Appendix 8) has 

been made by highlighting words and sentences that represented the participant’s opinions and 

statements. 

Through the words of the informant it has been tried to code the meaning of his statements and 

therefore link the corresponding findings. 

These links led to the development of 18 predominant themes (Appendix 9), displaying the essence 

of the provided answers. 

Among these 18 themes, 6 are in common with the focus group’s ones: 

o Passion for Photography 

o Quality-oriented customers 

o Technical knowledge 

o Expressive tool 

o Canon as professional product 

 

At the end the themes were used to build a mind map (Appendix 9), showing the relationship each 

theme has with the others and therefore providing a full picture of the findings. 

Furthermore through the laddering technique products’ attributes and consequences were identified 

in order to find out the inner values of the photography community. 

 

The first insight that coincides with the focus group one is that the informant considers Canon as a 

high-quality and professional product. 

A Canon camera is considered one of the best products to start with, especially if the customer is a 

quality-oriented one and wants to develop the passion for photography. 

Canon presents, in fact, a dichotomy, because it can fit perfectly both professional and amateur 

users. 

 

Right after the first answer was asked, the informant immediately showed an emotive attachment to 

his camera and photography.  
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The informant announced that his first camera, a Canon 450 D was a present from his brother.  

He used the word “love” to describe his relation with photography and “proud” to explain how he 

related with his camera. 

When the conversation went further, the participant was asked to recall the most important moment 

he had had with his camera. What emerged from his answer was driven by emotions and feelings: 

The first time I used my 450 D camera [...] I was with my brother and we were saying... “Wow man, look at 
what kind of photos this camera take”. And you could see everything. With a portrait you could see every 
single features [...] of your face...To take a step from a compact camera to a professional camera [...] It’s 
like paradise. I don’t know my experience when I will buy the 5D Mark III... I will be in heaven!  
 
The participant is therefore strongly connected with his camera as well as intense in his passion for 

photography. According to him “first come the love for photography and then you can choose a 

camera”. 

Moreover his passion is made clear by the feeling of excitement he showed while talking about his 

photographic excursions. He felt challenged once he tried something new, e.g. a new focus or 

simply finding the best light during a sunset.  

When I went for the first time with my camera and I took some photos... I wanted to taste it and see how it 
worked and I was very interested cause every moment I took my photos, I saw more more and more... ok, I 
can do better, it was challenging. And it’s like... every time you challenge yourself. And I love this part.  
I bring out myself with my camera.  
 

The last sentence is very important: “I bring out myself with my camera”, highlighting the value the 

participants gives to his camera. 

 

During the first set of pictures shown, the informant showed competence in the use of the language, 

which was technical and specialized. The participant, in contrast with the focus group participants, 

managed to recognise the three different Canon camera models exhibited and identified the entry-

level, the medium level and the professional one. 

 

Furthermore, the Social Media topic came out naturally, when the participant was shown the second 

set of pictures. In relation to this subject, two important insights were revealed. 

First of all, according to the participant, the Canon brand is like “an idol”, a fashion.  

People, especially on social media, like to show pictures of themselves with their camera, 

sometimes adding quotes as “I’m a Canon girl” or “I love my Canon”. 

According to the informant they are in search of a status, even if they stressed their relationship was 
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more with the brand Canon instead of with photography. “They are Canon users”, he states, “not 

photographers”. 

However, he declared, not anyone can be an artist. An artist is “someone who can change something 

in the history” and in today’s society where “the images are all the thing” it is really difficult to 

describe what is real and what is not.  

For this reason, the informant said he didn’t like to upload all his pictures on Social Media.  

He was in fact afraid that someone would use them in an improper way. 

Moreover he added that he had his own personal blog on Blogspot where he uploaded his own 

pictures, protected with a copyright. 

 

Secondly, the participant identified the Social Media platforms as a photographer meeting point and 

as places where photographers can exchange their information. 

Flickr is the platform that the participant mentioned the most. He considered it as a source of 

information for amateur photographers. According to the informant everyone can provide an idea of 

the world and it is useful to discover different points of view and new experiences. 

An important revelation is the lack of prejudice while looking for information: “every kind of 

person could help me”, “They are all people [...], I don’t have any prejudice”. 

And Social Media is the best relationships creation tool because they “can connect all the people”. 

In the end, the participant declared that he would therefore interact with any of them, no matter if 

they were professionals or amateurs. 

 

Additionally, when the participant was shown the two different Canon ambassadors he declared he 

would trust the second one, “because he’s a photographer, not for the camera he uses” 

Furthermore the conversation got deeper and some more information was uncovered. 

The participant was interested in the picture taken with the same Canon camera model he has, 

because he was curious to know what kind of photos a person is able to take with the same camera 

but also “what kind of ideas” the person has in his mind. 

It came out that the informant was not interested only in the picture but also in the person and in the 

reality he / she was showing in it. 

 

As in the focus group interview, the participant was shown the World of EOS video. 

He expressed a positive attitude towards the platforms, declaring he would definitely interact on the 
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platform to see how different people used their own camera and saw it as an opportunity to interact 

and discover new ideas. 

 

The last important insight revealed what photography actually represents for the participant: 

When I go out with my camera I don’t care about the other people who see me doing weird things, like going 
down... [...] People that see me while taking picture in a strange way like a strange kind of view...  I don’t 
care of that because when I take photos... I see [that] the photo is beautiful then...  
 
Therefore photography is a way the participant uses to isolate himself from the world, doing what 

he likes to do and expressing himself. 

 

7.4. Netnography 

 
Instead of the most common ethnography, a netnography research has been conducted, as the latest 

market research method. 

“Netnography or ethnography on the Internet, is a [...] qualitative research methodology that 

adapts ethnographic research techniques to the study of cultures and communities emerging 

through computer-mediated communications” (Kozinets, 2002). 

The goal of this market research system is therefore to use the information publicly available on 

online forums in order to understand the behaviours, thoughts, needs and decisions of a relevant 

online consumer group. 

One of the first things to do is therefore to choose an online community related to the research topic 

in which consumers are involved in discussions whose goals are to inform fellow consumers about 

product and brands (Muniz and O’Guinn, 2001). 

 

The subject of this research is the online community dpreview.com, Digital Photography Review, 

whose “mission is to provide the most authoritative reviews” and “the fastes [...] news reports [...] 

about consumer digital cameras in the word, and to provide an open, active forum and useful tools 

for its community” (dpreview.com/about).  

In order to enter in the community, a registration to the dpeview.com was made, in this way, an 

easier access to the forum, digital photography reviews and articles and users’ galleries, was 

guaranteed. 

The reasons behind the choice of this online community are the followings: 
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o Digital Photography Review is one of the biggest and most popular digital photography 

sites. It includes digital camera database, forum, image sample galleries, a glossary and 

article sections, lens, printer and software reviews and user personal galleries.  

Furthermore, the Web site organises photo challenges as well. 

 

o The choice of this online community has been influenced by focus group insights, as one 

member of the focus group mentioned it as the best information source forum for digital 

photography enthusiasts and admirers. 

 

o Compared to the traditional market-oriented ethnography, a netnography is much less time-

consuming and, more importantly, it is much more natural and unobtrusive (Kozinets, 

2000), because information is gathered in a contest that is not artificially created by the 

researcher. 

 

Kozinets (2002) recommends five basic procedures for conducting a netnography: entrée, data 

collection and analysis, providing trustworthy interpretations, research ethics and member checks. 

The series of steps was followed only partially, since a less obtrusive approach was preferred. 

Therefore it has been chosen not to interact with the online community members, restricting the 

research to a mere observational method. 

The meaning of this behaviour was to analyse the community members’ interaction in their natural 

environment and enter in their symbolic world, without affecting their socialization and risk of 

contaminating our findings. 

Against to Kozinets (2002) advice, the “research ethics” and “member checks” steps haven’t been 

conducted. 

7.4.1. Entrée 

 
As Kozinets (2002) suggested, the netnography should begin with an overlook of the newsgroup 

that includes the world “photography” or “digital photography”.  

This revealed several newsgroups, however <dpreview.com> was chosen.  

Firstly because it was mentioned by one focus group member and secondly because the website had 

by far the highest amount of traffic.  
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According to Alexa13 <dpreview.com> is positioned #1,176 in the global rank with a bounce rate14 

of 47,80% and a Daily Pagereviews per Visitors of 5.6515. 

Regarding the audience demographics, Alexa indicated that posters are generally male and well 

educated (College or Graduate School). However, no specific information about the average age 

was provided. 

Concerning, instead, the audience geography, the 26,8% of the visitors are located in the USA. 

Italy is ranked fifth with the 3,9% of visitors, while Denmark shows a percentage of visitors lower 

then 1%. 

The website core members are certainly “Insiders” who have “strong ties with the online community 

and with the consumption activity” and are trusted and referenced by other members.  

Moreover there are also “Minglers”, interested more in the social ties, rather than in the 

consumption activity, those ones are usually creating discussions around specific topics and are 

always available giving technical advice and support to other members. The website also contains a 

lot of “Tourists”, who lack social ties, and come and go with specific questions. 

7.4.2. Data collection and Analysis 

 
The data collection has been based on an observation of random topics in the dpreview.com forum 

section. The website contains also other areas such as News, Reviews, Buying guides, Camera, 

Phone, Software and Galleries, but the forum section was the one in which users interact the most 

between each other. The forum section is divided in different sub-areas (Appendix 10) that make 

topic surfing easier for the users. 

Several hundred posts were read during the month of the netnographic research. 

Whenever interesting participant interactions were found, conversations were copied and collected 

in a local file and pre-classified into themes relevant to the research (Appendix 11). 

 

The data were analysed in a subjective way, trying to zoom out of the contest and additionally 

applying nonlinear interpretations (Suri and Gibbs, 2006).  

The goal of this research is to discover the hidden feeling and thoughts of users about photography 

and the brand Canon.  

                                                        
13 www.alexa.com is a Web Information Company whose aim is to provide free website analytics for all websites. 
14 Bounce rate (%): Percentage of visits to the site that consists of a single page view. 
15 5.63 are estimated daily unique pagereviews per visitor on the site. 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Moreover, by observing the way of interaction, a common idea of the forum meaning and value 

among the members, has been investigated. 

Therefore the research will be focused on the level of involvement, the tone of the discussion and 

the language used. 

As previously done with the other research methods, focus group and in-depth interview, a mind 

map collecting the different leading themes have been created (Appendix 12), in order to make 

understanding and the findings easier. 

7.4.3. Providing Trustworthy Interpretations 

 
Since the beginning, the first remarkable insight was the high level of the member’s involvement in 

the forum and in the other Website sections. As previously mentioned the majority of the members 

are “insiders” and are considered opinion leaders in the community. 

One could have clearly noticed that the “New Member(s)” were expecting that a  “Forum Pro”, a 

“Senior Member” or a “Veteran Member” answered their questions or help request.  

 

The “Open talk” section of the forum presented a broad range of topics, from “which is the best lens 

to buy” to different camera model comparisons.  

Their passion and the high level of involvement in the photography expression was perceptible in 

every single post and typically led the users to share their stories and their images, to ask for advice 

from the other members concerning components they were considering buying and adding to their 

camera. 

Even in the case of contrasting opinions or different points of view, most of the members respected 

and supported each other. 

 

One of the trend topics was  “Show your Snaps” or your best shots, where members posted their 

own pictures specifying the camera model used, captured date, shutter speed, aperture, ISO, 

exposure and focal length. 

Together with their pictures people are asked comments and advice from other passionate members 

that approved the job or suggested alternatives, creating a starting point for technical discussions. 

The high level of knowledge regarding photography and the different camera models dominated in 

the forum and therefore made it difficult for non-experts to interact and participate in conversations. 

Nevertheless, the forum is not characterised by arrogance or presumption as all members are trying 
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to provide advice and help to those who are “New Members” or directly call themselves “new in 

photography”. 

For example when Luke (Appendix 11) asked for advice for his first “proper camera” purchase, 

Richard_the_picture_man answered him in a kind way, trying to keep the language plain for him to 

understand more easily. The Senior Member welcomed him in the community and wished him “lots 

of fun” with his new camera device. 

Additionally, some members were also trying to address beginners in other sections of the website 

in which “Beginners buying guide” or topic-related photography talk are showed. 

 

Moreover the attachment to the forum certainly derived from the shared passion for photography. 

The passion came not only from owning the camera, or being loyal to a certain brand, but also in 

the way members speak about their cameras, the equipment they bought, the way they personalise 

their device, making it a unique set.  

The camera is therefore not only an object, it is something more. The members are building a 

personal relationship with their camera, the world of photography and the other passionate 

members. As Belk (1988) would say, the camera is their “extended self”, a part of their lives or 

more radically speaking, a part of themselves. Indeed, in the forum several clues supporting Belk 

(1988) thesis can be provided.  

Members show their fear of damaging their camera or are afraid they are cleaning it in the wrong 

way. They ask for advice to understand which is the best way to clean it, preserve it and carry it 

(e.g. one member asked where he could buy a professional cleaning kit and another one asked 

suggestions in the way to carry it during his next trip by plane). 

 

Additionally, the most interesting question is the one posted by a Senior Member of the forum 

asking what members love and hate the most about photography.  

This post generated hundreds of comments in which each member was expressing his idea and 

opinion freely, without hesitation and showing interest in the other members’ answer. 

This post was particularly interesting because it was somehow disconnected from all the technical 

and expert discussions and comparisons but was leaving space for mutual sharing and empathy 

between the members. 
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As in the focus group and in the in-depth interview, a 

willingness to show picture on social media and interact 

with different users appeared. 

Lots of posts showed members asking which is the best 

social media platform to share and display their photos, 

revealing that social media is an “easier” tool to manage 

and interact. 

 

Furthermore the forum presented a dedicated area for 

Canon cameras, differentiating the different models, lenses 

and software. 

The first insight presented is that the Canon EOS 70D was 

the camera receiving the most clicks in reviews and posts 

(the pool was updated every five days, but in the overall 

month research, Canon was leading in clicks and reviews). 

In week 42, Canon EOS 70D received 14,4% of clicks, versus the 7,6% obtained by Nikon D610 

and the 4,8% of the Pentax K-3. 

As it was for the forum, even in this section the tone was lacking arrogance and presumption and 

advice to members wa giving regardless of the brand, but rather for what suited the member best. 

For example a member who consider himself a “Canon guy”, suggested to another one to stay “with 

Nikon” because “their products are as good as any Canons, plus  

you already have two Nikon lenses. I would strongly suggest you look at this option rather than 

jumping ship. The grass is not necessarily greener (at Canon!)”. 

 

To conclude, it can be affirmed trust was one of the most important value in the forum.  

Members relied on each other and asked for opinions. This shared reliability therefore made people 

more comfortable at expressing their opinions and willing to interact with each other. 

Further, one can assume members were searching for approval and recognition from others, which 

may lead to an improved knowledge and self-confidence. 
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8. Qualitative Research Findings 
 

In order to acquire a broader perspective of the research topic, a triangulation method (Kozinets, 

2002) has been applied, confronting the collected insights of focus group, in-depth interview and 

netnography. 

Gaining a meta-perspective would therefore contribute to a more intense comprehension of the 

photography community.  

In the following chapter, the common themes shared by the three methods used, will be 

investigated. At the same time a clarification of the audience of the photography community will be 

provided. 

 

8.1. Common Themes  

 
In order to better understand the data gathered in the qualitative interviews and netnography, a mind 

map for each method has been created. 

This method allowed the identification of the significant themes, which had emerged from the 

participants and moreover to find out the common ones among the three methods: passion for 

photography and learning opportunities. 

8.1.1. Passion for photography 

 
During the progression of the project key insights supporting the symbolical understanding of the 

photography community were provided. 

The predominant linking-effect between the members is based on their shared passion for 

photography.  

The word “love” compared several times, in the utilised research method, as a way to express the 

relationship participants and forum members had for photography. 

 

Individuals develop a strong feeling of attachment to the camera and towards those who share their 

same passion. 

This attachment guides them to constantly look for social interactions with passionate 

photographers and amateurs, both online, on social media such as Flickr and offline, showing 
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interest and curiosity towards those who own the same camera brand or simply “look” like them. 

Moreover the consumption of the photographic product goes beyond the simple act of “memory 

collection” and representation of reality. 

Participants consider photography as a self-expression tool, which allows them to abstract 

themselves from reality. 

The camera is therefore considered a symbol (Levy, 1957) of self-expression and identity 

formation. 

Even if the participants didn’t have any empathy with those who usually share self-pictures on 

social media with their camera, they acknowledge the photographic revelation as a way to build 

what Barthes (1981) called, idealised self-image. 

 

It is believed the camera possesses a cultural meaning (Mc Cracken, 1986), which is relocated from 

the good to the individual consumers through the practise of grooming and possession rituals. 

Photography community members take possession of the characteristics of the consumer goods and 

use them to form their identity and increase their self-image.  

By showing the camera apparatus and the picture taking with a certain brand such as Canon, 

consumers perceive themselves as part of “something”. 

Therefore this manifested sense of belongings makes them feel accepted by friends and by those 

who are considered opinion leaders and examples.  

The act of consumption goes beyond the technical features of the camera and moves consumers 

from the individual level to the micro-social level investigated by Desjeux (1996), in which 

consumption is above all creating social links and build a community foundation. 

 

From the in-depth interview and the netnography insights, participants display a high regard and 

esteem towards their camera, practising what Mc Cracken (1986) calls possession rituals. 

The community members showed a high interest in the camera care and maintenance. In fact they 

usually spend lots of time trying to buy the best “cleaning set” as well as searching for the best way 

to preserve their camera in order not to damage it. 

The object therefore assumes a special meaning for them, guiding them to establish a special 

relationship with the camera. 

The camera becomes the owner’s extended self (Belk, 1988) because it constitutes their third eye to 

look into the world and interpret reality.  
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This is the reason why they need to carry their camera with them in specific occasions such as 

travelling, exploring new things and, above all, to express themselves. 

 

The manifested passion for photography leads individuals to look for means to improve their 

camera usage and application.  

Therefore they usually consult forums and social media networks to ask for advice and suggestions. 

A few interesting insights derived from this inclination: 

 

• Focus group and in-depth participants as well as forum members of dpreview.com usually 

visit online forums and photography dedicated websites to gather information and ask for 

experts’ advice.  

• To go online concerns asking for technical and specialist advice (e.g. which lens to buy, 

how to use the ISO, which is the best way to make colours brighter) as well as searching for 

inspiration and influence. 

• Social media platform such as Flickr (mentioned by focus group and in-depth participants 

and by the forum members) is considered a photographers meeting point and places where 

to exchange information and recommendations but also to acquire new points of view and 

ideas. 

 

Moreover, when analysing the forum culture, the feelings of trust, honesty and reliability were 

dominating. Members are characterised by their sense of moral responsibility (Muniz and O’Guinn, 

2001) and therefore help each other regarding technical problems. 

 

The previous assumption of the research was that the camera of Canon brand represented the cult 

object within the community. 

This belief was however too narrow minded, since from our research it can be seen that participants 

didn’t feel a deep connection with a specific brand. 

Community members shared consciousness of kind (Muniz and O’Guinn, 2001), however the sense 

of affinity and recognition is not provided by a specific object or brand, but rather with the over all 

photographic activity. 

As one participant stated “first come the love for photography and then you choose a camera”. 
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Nevertheless the brand is positioned as number one in the consumers’ mind for its quality, 

professionalism and price per value features. 

Additionally, the brand is considered a cult, an idol, a fashion, especially among teenagers and 

hipsters, because the Canon brand allows them to build their idealised self-image and showing the 

Canon camera around their neck gives them a certain status. 

8.1.2. Learning opportunities  

 
One of the most interesting insights able to connect the Canon enthusiasts and the photography 

community members was the manifested willingness to learn. 

In the focus group and in-depth interviews participants recognised that the Canon camera was the 

best camera to learn with and to “get serious” with photography. 

According to the in-depth interview participant, a Canon is the best camera to learn with, because 

it’s practical, immediate and sold at a reasonable price, thing that makes it available to a broader 

range of consumers. 

It has been noticed that once a person buys a Canon, his / her interest for photography becomes 

deeper and participants show curiosity and interest in the camera. Individuals want to know how it 

works and how to bring out the best from the just bought device. 

As one participant said, the camera challenged him and made him closer to the world of 

photography. 

 

Additionally, this willingness to learn can be encountered in the participants’ reaction towards the 

World of EOS platform. 

Almost all the participants found the platform as an opportunity to learn about their camera and 

obtain feedback from those who were considered professionals and experts. 

 

In the dpreview.com forum, moreover, members are continuously asking for suggestions and 

feedback from those who are considered much more knowledgeable and experienced. 

An entire section is dedicated for those who are “beginners” and wish to learn the hidden secrets of 

photography. Further, several posters ask counselling in buying their first serious camera. 

Beginners and entry-levels photographers make consumer decisions on the basis of an opinion 

expressed within the community, which can thus be referred to as their reference group (Arnould, 

Price and Zinkham, 2005). 
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Additionally, part of this reference group are also the photographers Canon choose as ambassadors 

and the professional and amateur photographer who post their work on social media platforms and 

blogs. 

However they are considered as a representative person, not because they hold a certain brand, but 

because they are photographers and they have the same community members’ interest. 

 

8.1.3. Positive attitude towards Social Media platforms 

 
Over the course of the research it has been discovered participants have a positive attitude towards 

social media platforms as a way to establish connections and relationships with photography lovers 

and enthusiasts. 

According to the participants, Social media networks expressed their willingness to show their 

pictures and interact with different users for several reasons: 

 

• On social media platform it is easier to interact and establish connections; 

• Social media is not a “company tool”, therefore information there is more honest and 

trustworthy; 

• Photographers, both amateurs and professionals, usually meet on social media to have 

feedback from different users and obtain different points of view and ideas; 

• With social media you can reach a broader viewership than anywhere else and establish 

connections with a much-variegated audience. 

• Social media functions as “viral museums” and hotspots were to “be pleased by art” and be 

aware of the new trends in photography. 

 

However, participants are afraid some social media users would use their picture in an improper 

way by copying them or pretending they were the ones who had shot them. 

For this reason, some participants are not uploading their pictures on social media or, if they do so, 

they try to figure out a way to protect their copyright. 

This tendency can also be interpreted as a way to distinguish themselves by those affected by 

“hyper-sharing illnesses”, considering photography a mere communication tool. 
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8.2. Photography tribe 

 
Furthermore from the collected research results it can be observed that the photography community 

has more the features of a tribe (Cova and Cova, 2002), rather than a brand community (Muniz and 

O’ Guinn, 2001). 

As previously mentioned, according to Cova and Cova (2002), a tribe can be recognised by its 

physical and temporal evidence (Axis of Visibilty) as well as by shared-experience practises 

performed by its members (Axis of Invisibility). 

As the tribal clover (Figure 8) shows, the photography tribe has visible and invisible evidences. 

 
Figure 8: The Tribal Clover of the photography tribe 

 

Source: own elaboration 
 

Concerning the tribe visibility, the photography community can be insert in a specific temporal 

place: the digital and social media era, which is characterised by a ubiquitous diffusion of images 

and photographs.  

Further, the technological developments of the digital era and the appearance of Web 2.0 and social 

media platforms made tribes links conceptual and able to go beyond geographical and cultural 
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borders.  

This means there is no physical space in which tribe members are staying, therefore THE PLACES 

where tribes members usually gathers are: 

• Social media platforms 

• Photography forums 

• Camera brand-related tools 

Indeed, THE GATHERINGS occasions encountered during this research are: 

• CPH Photo Festival 

• Photography Club at Università degli Studi di Milano 

Regarding the tribe invisible traces, a change has been documented in the photography practice 

which has caused a more symbolically and meaningful driven consumption activity. 

THE DAY-TO-DAY PRACTICE can record: 

• Daily use of photography forums such as dpreview.com (mainly to look for 

recommendations and information) 

• Hyper sharing behaviours on Social Networks such as Instagram or Flickr 

Further, as our research participants observed, nowadays to share picture online is a trend, a 

fashion. Consumers enjoy sharing photographs online to form their identities and usually utilize 

images as a communication tool. 

THE TREND of the photography community is explained by the following circumstances: 

• The number of people owning a digital camera has increased 

• A huge amount of pictures have been uploaded on social media in the next years 

• It can be recorded an exponential usage of image-based social media platforms 

8.2.1. Differentiated audience 

 
During the market research process, it has been noticed that members of the photography 

community are differentiated in terms of attitudes and ideas concerning the photography practise. 

According to Cova and Cova (2002), community members can adopt different roles in their dealing 

with each other and within the community. 

On the basis of the participants’ observations, two distinctive kinds of community members have 

been identified.  

As Figure 9 displays, their roles are “Entry-level” and “Professional” photographers. The former 

located between Sympathizers and Participants, the latter between Practitioners and Devotees. 
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Figure 9: Differentiated Audience 

 
Source: own elaboration 

 

Entry-level photographers are those who discovered photography recently. They are passionate 

about their camera and photography. They express an intention to learn and for this reason they visit 

forums and photography-related websites. 

They usually attend photographic and artistic events (e.g. CPH Photo Festival) and are willing to 

create social gathering with those who share their same interest. They use photography to express 

their feelings and communicate with friends and followers. 

Entry-levels photographers usually own a mobile phone with integrated cameras and like sharing 

their pictures on Social Media while travelling or experiencing something new. 

Professional photographers, also called “serious photographer”, are enthusiasts and members of the 

photography community. They show an experienced technical knowledge and specialised skills.  

Photography can be their profession or an out-and-out mania. 

They usually own different kind of cameras and additional camera equipment (e.g. lenses, focus, 

flash etc.). They are present on forums where they share their knowledge with other forum 

members. Professional photographer might share their works on social media, which are usually 

protected by copyright. 
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9. Additional Considerations 
 
Since the research participants showed their willingness to interact on Social Media platforms, prior 

to present the research hypotheses’ validation chapter, a supplementary investigation about Canon 

social media policy will be undertaken. 

Further, the social media policy of Canon Inc. competitor, Nikon Corporation, will be analysed, 

because it is considered relevant for the present research. 

 

9.1. Canon Social Media Activity 
 

In order to learn important insights on the social media activity implemented by Canon, the Website 

canonglobal.com has been examined. 

From the Website Home page there is a direct link to the page “Canon Group Official Social Media 

Accounts Lists”. Each section is divided by continents and consequently by countries. 

Selecting Canon Europe Ltd. drives to a Europe map (Figure 10) showing the different European 

countries with the relative official social media networks. 

 
Figure 10: Canon Official European Social Networks 

 
Source: Canon Official Website: www.canon-europe.com/About_Us/social-networks/ 

 
In concordance with the delimitations, two different countries have been investigated: Italy and 

Denmark. The websites canon.it and canon.dk present a consistency in terms of Webiste graphic 

design and information presented. At the end of the Home page, both Websites have a direct link 

with the Social Media accounts and Web 2.0 platforms. Canon Italia links direct to Facebook, 
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Twitter, LinkedIn and Youtube, while Canon Denmark only to Facebook and Youtube. 

For the purpose of our research only Facebook, Twitter and Youtube will be considered. 

9.1.1. Canon’s activity on Facebook 

 
Although no direct link has been found to Canon Europe, the official Canon Italia and Canon 

Denmark Facebook pages (Figure 11) are directly connected to the Social Media accounts map on 

canon-europe.com. The pages have been “liked” by 182,447 and 10,709 users respectively.  

 
Figure 11: Canon Italia and Canon Denmark Facebook pages 

 

 

Source: www.facebook.com 

 

The Danish and Italian Facebook pages both present several applications (known as Custom Tabs). 

Among those, the most relevant are: 

 

• Photos: this app shows mainly the different camera models offered by Canon on the market 

instead of real pictures taken with Canon cameras.  

• Product: as the previous tab, different Canon camera models are shown. 

• Newsletter You Connect: this part gives the users access to different tutorials on how to use the 

cameras, professional photographers’ suggestions and interviews are provided as well as news 

concerning the launch of new products. A registration to the newsletter is required. 

• Power to Your Next Step Award: this section (only in the Canon Italia Facebook) gives a direct 

link to a photographic contest organised by Canon Italia. The competition has been created for 
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photography enthusiasts who can choose between three categories: “Professional”, “Photo 

Addicted” and “Young – Under 25”. The universal Expo that will occur in Milan in 2015 

suggested the theme for the competition: “Nutrire il Pianeta, Energia per la vita” (Nourish the 

Planet, Energy for life). Professional photographers will judge the photos and the creators of the 

first 3 best pictures of each category will win a Canon camera. 

The contest created a high involvement and engagement among the Facebook audience.  

This can be documented by the huge amount of likes, share and comments below the Photo 

contest related posts. 

 

While on the Italian Facebook a more focus is give to Youtube tutorials and technical suggestions, 

the posts of the Danish one are more concentrated on professional and amateur photos and 

invitations to photography-related events occurring mainly in Copenhagen. 

It has been noticed that the posts concerning advice and suggestion are usually the ones able to 

create more “likes” and comments. 

9.1.2. Canon Activity on Twitter and Youtube 

 
Among the two selected countries, only Canon Italia (Figure 12) has an account on Twitter, 

(@CanonItaliaSpA) which is imperfectly and poorly developed. The page is not attractive in terms 

of colours, graphic design and tweets content.  

 

 
 

Source: www.twitter.com/CanonItaliaSpA 
 

The Twitter page has been “followed” by 7953 followers and only 530 tweets have been written. 

Figure 12: Canon Italia Twitter Account 
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Furthermore the page is not only concentrated on the imaging devices product, but rather on all the 

different products offered by Canon, e.g. printers, multifunctional devices (MFD’s), flat-panel 

displays and lithography equipments. 

The same considerations can be provided for the Canon Denmark Youtube channel (Figure 13).  

The Channel presents only 153 subscriptions and a few inconsistent videos uploads. 

Further, the cover page doesn’t provide a decisive message to the audience, showing only a group 

of people in Canon colours but it’s difficult to understand what is their position and engagement. 
Figure 13: Canon Denmark Youtube Channel 

 
Source: www.youtube.com/CanonDenmark 

 
 
The Youtube account of Canon Italia (Figure 14), even if displaying the same contradictory cover 

page, shows a much more development effort. 
Figure 14: Canon Italia Youtube Channel 

 
   

Source: www.youtube.com/canonitaliaspa 
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The content uploaded concerns training and tutorials videos, television and online advertising 

commercials as well as interviews with professional and amateur photographers. 

9.1.3. Canon Professional Network 

 
The Canon Professional Network (CPN) is a Website that provides a mixture of inspiration, product 

information and news updates for Canon professional photographers and advanced users around the 

world. 

The CPN websites has four main sections: News, Product, Education and Inspiration: 

• In the CPN News sections information concerning the launch of new products and Canon-

related events are provided. Here it is further possible to subscribe to the CPN newsletter to 

have regular updates. 

• The Product sections present guides to Canon’s professional imaging equipment (e.g. 

cameras, lenses, camcorders, photo / video accessories, software, printers and projectors). 

• The CPN’s Education website area provides technical suggestions about the latest product 

and technologies. Moreover, it includes blog posts written by Canon photographers and 

filmmakers who are shooting with Canon cameras, lenses and accessories. 

• The Inspiration section covers interviews featuring the world’s best Canon photographers as 

well as Canon ambassadors. A photo gallery with pictures taken by Canon professionals is 

furthermore displayed. 

 
Even if the website encourages you to be active on social media and create commitment with the 

brand Canon, however, there is no section where users can discuss, interact and show their works. 

Once a user sign up, in order to have access to some important sections of the website, an additional 

registration of the equipment model as well as the serial number of the article is required. 

Furthermore, to have access to the website benefits e.g. support team, priority repair service and 

local service support, the user needs to register a certain amount of equipment.  

According to the number of equipment registered a Gold, Silver or Platinum membership with the 

respective benefits, is assigned to the user. 

For example, to obtain a Platinum membership, the registration requires three qualifying camera 

bodies and four qualifying lenses. 
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9.2. Nikon Social Media Activity 
 

As previously done with Canon, the analysis has been initiated with a scrutiny of the Nikon global 

website nikon.com. According to the thesis delimitations and following what was formerly done 

with Canon, the analysis will deal with the Italian and Danish web pages. 

Once selecting Europe from the Nikon global page, the Webpage europe-nikon.com opens (Figure 

15). The same occurs when selecting the section IamNikon on both the local Italian and Danish 

WebPages. 
Figure 15: Canon Europe Official WebPage 

 
Source: europe-nikon.com which corresponds with iamnikon.com 

 

As mentioned before for the Canon case, the local WebPages, nikon.it and nikon.dk, show 

uniformity in terms of design, content and information displayed. Moreover the Websites design is 

appealing, playful and modern. At the end of both Web sites there are three recognisable social 

media logos, connecting the user to Facebook, Youtube and Twitter. 

Furthermore, an additional link to the company blog, I AM | NIKON BLOG, is presented below the 

social media platforms’ links. 

The three social media platforms, Facebook, Youtube and Twitter will be analysed in the following 

sub-chapters. 
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9.2.1. Nikon Activity on Facebook 
 
The Danish and Italian Nikon Web sites are directly linked with the official Facebook page for I 

AM NIKON Europe (Figure 16). 
Figure 16: Official Facebook page for Nikon Europe 

 
Source: www.facebook.com/iamnikon?fref=ts 

 

The page has been “liked” by 168,519 users and presents a catchy welcome phrase in the “About” 

section: 

 
Great pictures always have personality. Whenever you take a picture or a video to share with your friends, 
you're telling something about yourself. Who you are, who you want to be. I AM NIKON provides a space to 
do just that! Here, you can find the best pictures, videos, advice and conversation from the Nikon community 
- pros and amateurs alike. Join us, get involved and have fun! 
 
 
Furthermore, a wide range of personalised Custom Tabs show up underneath the cover photo: 

• The App “Who are you?” addresses Nikon fans to join the Nikon community and share the 

moments they had with Nikon by adding their photos and choosing / creating a I AM line. 
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• The photo tab shows pictures uploaded by the Facebook page administrator as well as the 

customised pictures taken by the different users. Further, for each picture the photographer’s 

name is added in the caption as well as the hashtags #IAmNikon or #Nikonfan 

• The tab “I AM” is dedicated to the presentation of new Nikon products and leads the user to 

the informative section of the company website. 

• In the end, the “I AM NIKON” tab is linked with the iamnikon.com Web site, the “I AM | 

NIKON BLOG” and, the Nikon Europe group on Flickr. 

 
On the I AM Nikon Facebook page, the timeline shows differentiated posts concerning photos from 

the Photo tab, launch of new products, tips and advice and blog articles from the I AM | NIKON 

BLOG. 

Each post is catchy and usually addressed to a single user (e.g. “What's your favourite city for street 

photography”), creating therefore engagement in the single user and interactions between the users. 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Users are interacting on the Facebook page and express, by liking and commenting the posts, a 

personal engagement and connection with the brand and with the other members. 

 

Furthermore, two interesting insights were provided by the Nikon Facebook page analysis: 

• Nikon has a well-established group on Flickr, called I AM NIKON where 438,318 

photos are shared and followed by 15,241 members. On this group Nikon fans are 

interacting, asking for information about product functionality and usability, providing 

consumption suggestions or simply sharing the idea they have about photography. 

For example one member tells the others about his experience with Nikon and another 

one is interested in “what do inspire and drive [the members] nuts” (Appendix 13) 

 
 

• The “I AM | NIKON” blog is the official company blog for Canon Europe.  The blog is 

directly link with the other social media platforms as well as the company website. 

The content of the blog is divided in different categories: 

o Photo competitions 

o D-SLR 

o Lenses 

o Pro Photographers 

o Tips 

o Photokins 

o Product news 
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Therefore the audience is informed when there are Photo Contests around Europe, 

Professional photographers are interviewed and technical and practical tips are provided. 

Moreover information about Nikon’s current and latest products are given and there is a 

section dedicated to amateurs. 

9.2.2. Nikon Activity on Twitter and Youtube 

 
From both the Danish and Italian Nikon Web sites, there is a direct link with the NikonUSA twitter 

account (@NikonUSA). The account has been followed by 98,983 followers and presents a playful 

graphic design recalling the Nikon brand colour (Figure 17). 

 
Figure 17: Nikon USA Twitter account 

 
Source: twitter.com/NikonUSA 

 

The account is following the trend of the Facebook page I AM NIKON, providing tips and advice 

for Nikon’s fans and linking product updates and recently uploaded blog posts. 

Further, a direct link to the company global Website is provided. 

No local Twitter account has been found concerning Nikon Danemak or Nikon Italia. 

 

The Youtube I AM NIKON channel (Figure 18) is accessible through both nikon.it and nikon.dk, 

has 26,496 subscriptions and presents as a cover page the latest picture uploaded on I AM | NIKON 

BLOG.  

On to the cover picture, direct links to the I AM NIKON Facebook and Flickr accounts are shown. 
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Figure 18: I AM NIKON Youtube channel 

 
Source: www.youtube.com/iamnikon 

 
On the right side of the page, the local Youtube channels are displayed (e.g. NIKON ITALIA). 

The content of the I AM NIKON Youtube channel concerns “Nikon Inspiration” videos, showing 

tutorials and professional / amateur photographer interviews, “Nikon products” videos, and “I AM 

NIKON” television commercials. 

Generally, the selected video has been previously posted on the other social media platforms or on 

the “I AM | NIKON BLOG”. 
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10. Discussion and Managerial Implication 
 
In the present chapter a discussion of the qualitative research analysis and findings will be provided. 

The hypotheses described at the beginning of this project will be validated and furthermore 

managerial implications for the examined brand Canon will be dispensed.  

 

10.1. Hypotheses’ Validation 

 
On the premise of what was explained in the theoretical background section and after the previously 

presented results of the qualitative research methods, the hypotheses stated in the conceptual 

framework chapter can be validated. 

 

The first hypothesis (Hp1) statement was the following: “Photographic activity enhances social 

gatherings and connections between people”. 

Focus group and in-depth interview participants showed a deep passion for photography practice. 

This passion induced them to look for those who share their same interest and enthusiasm and to 

establish a symbolical connection and interaction.  

The practice of photography can be therefore interpreted in a symbolical way.  

Photography community members go beyond the technical and material features of the imaging 

device, considering their camera a symbol of mutual communication and social bonding. 

Even if the participants didn’t display any recognition with people who consider photography a 

mere communication form, they admit using pictures to convey a message, inform their friends or 

simply share an experience.    

Therefore photography activity creates social interactions not only because of passion or mutual 

interest, but also because photography is considered a tool of communication and identity 

formation. For this reason, those affected by “hyper-sharing illness” in order to build their self-

image and form their identity would like to present themselves as photography admirers in order to 

attract more people into their networks of friends and followers. 

 

The second hypothesis (Hp2), dependent on the previous one, suggested, “Behind the Canon brand 

there is a well-established brand community”. 

As previously mentioned in the qualitative research findings, the photography community members 
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assumed more the shape of a tribe rather than a brand community since participants didn’t show a 

deep connection with a specific brand. Even if the community was characterised by a strong sense 

of affinity and belonging, the consciousness of kind mentioned by Muniz and O’Guinn (2001), 

wasn’t addressed to any specific cult object.  

Despite the presence of shared rituals and the sense of moral responsibility shared by the 

photography members, no strong community around the brand Canon have been discovered. 

 

In the end, the third and last hypothesis (Hp3) stated: “Social media activity enhances the possibility 

of brand community formation”. 

Since the research participants expressed their willingness to show their pictures and interact with 

different users on social media, the social media activity of the two market leaders Canon and 

Nikon has been analysed. 

From this additional analysis it has been discovered that around the brand Nikon there is a huge 

social media based brand community whose social bonding has been reinforced by the consistent 

and engaging activity of the brand on Social Media platforms. 

 

Summarizing, Table 10 shows the results of the hypothesis validation: 
Table  10: Hypotheses Validation 

Hp Results 

1. Photographic activity enhances social gatherings and connection 

between people 

Supported 

2. Behind the Canon brand there is a well-established brand community” Rejected 

3. Social media activity enhances the possibility of brand community 

formation 

Supported 

 

A mutual dependency between Hp3 and Hp2 has been identified, since it has been proven that a 

wiser development of a company social media strategy can foster the organic formation of a brand 

community around the brand. 

Furthermore this relationship is reinforced by the supported Hp1, which proves that around the 

photography activity people gladly create social relationships and interactions. 
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10.2. Managerial Implications 

 
As already mentioned, the purpose of this research is to comprehend in which way Canon can gain 

strategic insights by symbolically understanding the feeling and values of the photography 

community world. 

Two important themes emerged from the qualitative research findings: firstly, the manifested 

passion for photography as base for social interactions and social bonding; secondly the learning 

opportunities provided by a brand such as Canon. 

For each theme a managerial implication will therefore be provided. 

From a strategic perspective Canon should try to enter the photography community and focus on the 

linking values and social needs created by its members. The company has therefore to understand 

how to support the community and its interactions. 

As previously mentioned, Canon is already providing a network (Canon Professional Network) 

where professionals can meet and be inspired. However, from the focus group and in-depth 

interview it has been noticed that people strive to socialise, establish connections, interact and 

actively discuss technical issues and practical solutions, rather than following a static webpage, 

which represents a one-way communication. 

The discovered willingness to learn is furthermore connected to the above-presented insights. 

A network as the CPN may appear to those who are beginners or entry-level photographers as too 

elitist and only dedicated to professional photographers.  

This network will provide them an idea of professionalism and “seriousness”, however it might 

keep a potential market audience at a distance.  

Canon, by providing three different cameras for three different segments (entry-level, passionate 

amateurs and professional), is already targeting the market in the right way, however choosing the 

wrong communication channels. 

The company should, in fact, be aware of the potentiality behind the entry-level consumers and 

should therefore increase this market by providing the right tools needed by consumers.  

As already mentioned in the market overview and confirmed by the qualitative research results, 

Canon has to lever its Strengths and Opportunities. 

The company is already market leader in both the Italian and Danish market and can claim a well-

established brand image within the consumers. 

Furthermore, individuals think the brand Canon is one of the best to learn with, due to its 
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professionalism, quality, applicability, practicality and competitive price. 

The focus on the entry-level market will, in addition, face the digital convergence Threat expressed 

in the SWOT analysis since more consumers will be put in contact with the photography world and 

therefore incite them into considering photography more than a simple snap taken with a 

smartphone and a camera phone. 

According to Figure 19, potential customers can choose between buying a camera or a smartphone 

(or camera phone). 

 
Figure 19: Possible Scenarios for Potential Customers 

 
Source: own elaboration 

 

By buying the camera they can gain photographic skill as well as increase their knowledge. 

If the purchase choice is a smartphone, instead they can fulfil their need for sharing and create 

social bonding. 

 

As previously presented in the findings, two differentiated audiences were revealed: professional / 

“serious” photographers and entry-level photographers. 

Serious photographers are usually brand-loyal, and this loyalty also depends on the fact that the 

equipment they own e.g. lenses, software, focus, etc. is branded Canon and largely unmatched by 

competitors. The company effort to keep this loyalty differs therefore from the one the company 

needs to increase an audience. 
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Professionals already know where to look for information and they are already part of the 

photography community as reference group and inspirers. 

Instead, the entry-level photographers need to be guided and maintained. The company has 

therefore to speak their language, in order to attract them. 

The previously analysed social media activity of Nikon can provide a good example for Canon. 

Nikon understood where to look for potential customers, what they need and how to speak with 

them. 

 
Figure 20: Canon Social Media Strategy 

 
Source: own elaboration 

 

As Figure 20 explains, Canon has to exploit the willingness to learn of entry-level photographer and 

potential entry-level photographers The company has to supply a LEARNING OPPORTUNITY 

and PHOTOGRAPHY SKILLS, by providing them a platform where members can exchange 

technical knowledge and advice and above all to obtain constructive critiques from experts.  

On this platform individuals have the opportunity to SHARE their pictures and establish SOCIAL 

BONDING with those who have the same passion and interest. 

A platform such as Flickr could be an idea because it is free from elitism and professional 
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presumption, easily attracting hesitant beginners.  

Additionally, a platform like Flickr allows the users to protect their pictures copyright, 

accomplishing the need previously expressed by participants. 

 

Furthermore Nikon is the example of how a consistent social media and digital marketing strategy 

can boost its market share and audience and therefore build brand value. 

The Facebook page I AM NIKON, the Flickr group and their related contents engage and involve 

consumers and establish a relationship between brand and consumers, which form the basis for a 

brand community existence. 

 

Canon has therefore to review its digital and social media strategy with the purpose to convey a 

message to potential consumers, supporting or building a brand relationship and engagement. 

One of the main benefits that could derive from people’s involvement would be an increased or 

reinforced brand loyalty and image. 

Further, with the power of buzz marketing and word-of-mouth the company could originate an 

adequate campaign as well as improving its positioning in the market. 

Canon has to focus on a positioning strategy, which aims at providing a shared image supported by 

the photography community members. 

By providing the photography community and entry-level photographer with a social media 

platform that fulfils their need to establish social interactions and willingness to learn, Canon will 

benefits in terms of increased brand value and efficiency. 

The message Canon has to convey to consumers is that the Canon brand is more than a camera, but 

rather a way to learn, establish social connections and above all, express one’s passion and identity 

to a community of photography enthusiasts. 
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11. Limitations  
 

In this chapter the limitations of the study encountered in the course of the research will be 

presented. 

 

As mentioned in the initial chapter, the main limitation of this research concerns the external 

validity of the findings and the consequent generalisation of the results (Bryman and Bell, 2007). 

The methodology choice was a qualitative research in order to have a deep insight into the attitudes 

and inner feelings of the photography community. 

However the selected sample was relatively small, 8 participants for the focus group and only 1 for 

the in-depth interview. Furthermore a cross-cultural study hasn’t been completely developed as the 

focus group research took place only in Denmark, while the in-depth interview only in Italy. 

Therefore it might be difficult to generalise the results to the whole population of imaging devices 

users and photography enthusiasts. 

However, the netnography analysis operated as additional tool to verify the focus group and in-

depth results.  

 

Furthermore another limitation considers the confirmability of the research, referring to the ability 

to maintain objectivity.  

In a qualitative research method it might, in fact, occur that the researcher interprets the answers in 

a subjective and personal way. 

In addition, participants of the focus group and in-depth interview might have had the feeling of 

being in a controlled environment and therefore didn’t express exactly what they had in mind. 

Nevertheless, the participants’ answers appeared clear and honest, even when exploring deeper 

thoughts and emotion. 
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12. Conclusion 
 
 
It is believed that this thesis offer a new perspective of the world of photography in the social media 

era from a consumer behaviour and social science point of view. 

 

The purpose of the current study is determined by the research question presented in the problem 

definition chapter.  

The first part of the research question aimed at understanding in a social and behavioural way the 

photography community based in Milan and Copenhagen, in order to unveil the values, hidden 

thoughts and feelings of its community members. 

The results of the qualitative research verify the existence of a photographic community, which 

assumes the appearance of a tribe, whose members are qualitative and exclusivity oriented 

customers with an immense passion for photography and the photography apparatus. 

Their passion leads individuals to develop a strong feeling of attachment to the camera and towards 

those who share their same interest.  

The feeling of attachment has therefore two different outcomes: it guides individuals to consider the 

camera an extended self, a tool of expression and identity formation; it induces them to constantly 

look for social interactions with passionate photographers and amateurs, both online, e.g. on social 

media, and offline. 

 

Furthermore, the findings revealed the emergence of a new audience of photographers, different 

from the professional photographers one. ”New photographers” consider, in fact, photography as a 

mean to establish connections, communicate and express their ideas and feelings through images; 

further, photography give them the opportunity to develop new skills, increase their knowledge and 

form photographed self-identities. 

Moreover, the discovered new audience expressed a favourable attitude towards social media and 

the new photo-sharing tools and is inclined to invest time on social media networks to share, 

connect and learn about photography. 

The opportunity to learn, discover and be challenged is what distinguishes a DSLR camera from a 

mobile phone. Consumers are aware of the value and quality of pictures taken with a Canon camera 

and are willing to invest their time and energy to learn about photography.  
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For this reason, Canon has to communicate to the new entry-level audience the experience they 

could have with Canon. 

 

The second part of the research question had the purpose to discover how imaging devices 

manufacturers could exploit the social and digital change caused by the advent of social media 

platforms in order to substantiate their brand value and image.  

Since no brand community has been discovered around the brand Canon, the company has to 

exploit the social needs expressed by the new audience to develop social media tools able to satisfy 

its members and induce them to feel closer to the brand. 

Canon Inc. can therefore gain strategic benefits by understanding the symbolic world of the 

photography community and consequently develop a communication and social media strategy, 

which is consistent with the values, needs and feelings derived from the current research. 

 

The company Canon Inc., which can already rely upon a strong brand value and reputation, has to 

go hand-in-hand with the increasing tendency of social-(media)-isation of today’s society. 

Canon has to continue the democratisation of photography initiated with the launch of the Canon 

350 D and free photography of elitism and artistic judgment.  

Individuals and consumers link the brand Canon with quality and professionalism.  

An increased effort in developing a consistent social media strategy, will give consumers the idea 

that “with Canon you REALLY can”, therefore they will associate the name Canon with increased 

knowledge, learning opportunities, socialisation and sharing experience.  
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13. Suggestions for further research 
 
 
Since little research has been conducted about digital photography in the social media era from a 

consumer research perspective, there are several opportunities to generate knew interesting insights. 

In order to improve the validity and reliability of the findings, it is suggested to consider a bigger 

sample of participants, concerning both the focus group and in-depth interview. 

Moreover, it would be interesting to conduct the suggested “member check” (Kozinets, 2002) step 

in the netnography research, therefore interacting with photography community members to gain 

deeper insights. 

 

Furthermore, a quantitative research study is suggested in order to increase the possibility to 

generalize the research findings. 

The quantitative research can be conducted taking into consideration more specific variables such 

as gender, age and nationality. 

 

Since, according to the presented literature brand communities are able to build brand value and 

brand loyalty, it would be interesting to measure the brand value of a photography brand 

community, taking into consideration several variables such as brand attachment, community 

commitment, brand-customers relationship as well as more non-tangible variables such as 

repurchase intention.  

To conclude, it would be interesting to investigate the social media strategy of the producer of 

imaging devices more deeply in order to understand how companies could build their brand identity 

and image on social media and therefore gain positive outcomes. 
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Appendix 1: Portable Consumer Electronics Market in Western Europe, Denmark and Italy 
 
 

 
Source: Euromonitor International 

 
 

Appendix 2: Focus Group Guide 
 
 

CANON PRODUCT  
Now I’m going to show you some pictures about Canon products... 

 
 

     
 

• Do you see any difference between the three cameras?  
• Do you have any of them?  
• Why did you choose your model? 

 
YOU AND CANON 

• Can you tell me more about the first contact you had with the brand?  
• How did you get to know the brand? 

 
CAMERA USAGE 

• In which occasion do you mainly use your camera?  
• Do you prefer to use a Canon or other visual tool e.g. Instagram / IPhone phone?  
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• Do you use both? 
• In which situation do you use your camera and in which ones do you use e.g. your phone? 

 
 

RELATIONSHIP AMONG CUSTOMERS 
• When you see someone having a Canon camera, what do you think about this person? 
• Is it different if the person is a photographer or an amateur? 
• Do you think you share the same interest with this person? Why? 
• How would you describe a Canon user? 

 
Now I’m going to show you some other pictures 

  
CANON USER 

 

 
 
• Which one is the typical Canon user? 
• Do you consider yourself a Canon user? 

 
CANON AMBASSADOR 

 

 
 

 
• Who would you trust the most? 

 
ONLINE INTERACTION 

 
Showing World of EOS video: http://vimeo.com/29808329 

• Did you know about the existence of this World of EOS? 
• What do you think about that? 
• Would you interact with people online? Why? 
• Do you follow Photography blogs or are you a member in a forum related to photography?  

If yes: which ones? 
• Why do follow this blog? (Or would follow them?) 
• Do you go on forums / blogs when you have a technical problem with your camera / questions about 

models and products? 
• How is the language used on these forums? Technical / Easy, for beginners 
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o What are the main topic? 
 

Appendix 3: Focus Group – Transcript 
 
Time: 15.35 
Date: Friday 14th June 2013 
Place: Paludan  Bogcafe 
Duration: 1h 
 
Moderator: Marianna Pecis Cavagna 
Secretary: Sara Piccoli 
Participants: 
Th: Thalia – Greek 
Ma: Massimiliano – Italian 
J: Jorgen – Norwegian  
K: Kiril – Bulgarian  
R: Rolf – German  
S: Spyros – Greek 
Ta: Tatiana – Russian 

 
M: Welcome to this focus group. I know you already know each other (n.d.r. we had to wait 30 minutes for a 
participant to come) but I want that you give ma a small introduction of yourself... Just tell me your name 
and what you do in your life. Can you start? 
Th: My name is Thalia. At the moment I’m writing my thesis and trying to find a job. I started to study 
Danish, I have a Canon and I am a Canon enthusiast. And the basic theme of my life is my baby, Bianca., my 
dog. 
Ma: Massimiliano, Italian and I’m doing my Master here. Do you want to know something more? 
M: No, it’s fine 
J: Jorgen, Norway, Master, here. CBS, by the way 
R: My name is Rolf, I’m from Germany, I’m 27 and I’m doing my Master at Roskilde University in New 
Politics. 
K: My name is Kiril, I’m Bulgarian, I have a Canon, 50D and yeah, I’m also in my Master and I’m looking 
for a job right now. 
S: My name is Spyros, I’m from Greece, I’m finishing my Master and I have a part time job and I drop my 
Canon cause I get sick of it. So now I use another camera. 
M: What do you have? 
S: I have a Sony now.  
M: Seriously? 
S: Seriously. 
(Everybody laughing) 
Ta: I’m Tatiana, I am a photographer and I work with Canon 
M: Now I’m going to show you the first picture of today and I’m going to ask you whether you see any 
differences between these three cameras and whether you can recognize the models. 
J: Expensive, Medium, cheap. That’s how I see them. 
Ma: Yeah. 
M: and do you find  
K: One has a battery part in the middle...More professional... 
Ma: for sure this one (First Picture) is the cheapest one. 
T: the last one is very ugly. 
M: Ok, for the first one what do you think? 
T: I think it’s a good started for a Camera, probably for someone who is trying to take good photography, 
probably people probably want the cheaper and the most basic model to better understand how to start. 
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M: and what about... Do you want to say something? Something more? 
K: if we are only judging by the pictures there’s no possibility to say a difference between the fist one and 
the second one... The third one is of course a little bit more different in terms of the way it looks, and it looks 
a little bit heavier, and  
R: Cheaper somehow... 
K: No, maybe more hard to handle which made it either a really good one either a really bad one. But I know 
it’s very good. So... 
M: Do you know the model? 
K: well, yes, I know the model as well 
J: I haven’t paid attention much lately but this is the professional Canon camera, something like that.  
R: I know this one and this one... not the last one... 
Ma: I think in the last one the bottom is for battery but I’m not sure... 
S: It’s the bottom rips... yeah. 
M: Do you have any of these camera? 
All together: No... 
K: I have the 50 D 
R: I think they are all quite expensive... 
M: Which model do you have? 
R: I don’t know... I’ve got a really simple Canon camera... Which I just bought which has a lot of price-value 
for me... but I’m not a scientist... They are all expensive.. 
M: ok... so far... Now I’d like to know about the kind of relationship that you have with your camera... and I 
just want that you tell me about the first contact that you had with your camera and with the Canon brand. 
K: Separate? With the camera and the Canon or? 
M: yeah. 
K: Well, ladies first... 
T: Can you repeat the question? 
M: first contact that you had with your camera and with the Canon brand 
T: Generally Canon is very well advertised, and I think that when you are switching from a stupid compact 
camera to a more professional reflex. I think more about Canon than Nikon, at least me... and I think that 
Nikon is maybe better the quality of the camera but the prices are much higher and the one that I have that 
costs around 600 € was better than the cheap version of Nikon. Like... definition-wise. And my first reflex 
was for Brazil, I bought it for experiencing it during my trip. I didn’t really use it because everyone was 
stealing in Brazil.... and except some mini instants that I wanted to break it I think that it is a really cheap and 
easy camera to use. 
M: as a beginner, you mean. 
T: yeah. 
M: ok... what about you guys? 
J: I had a Canon, I sold it, I don’t know if it matters to this focus group... because I wanted the mirror-less 
system camera. So I bought a Sony. But I had the Canon IOS 1000 D, which is an entry-level camera and I 
used it for maybe 4 or 5 years or something and I absolutely loved it. It was just that... from higher that I saw 
it... from a high-resolution range that is 1300 and 1300 takes photos like shit. So it was very bad in low 
lighting that camera...  
T: yeah, is absolutely the same problem. The low-lighting. 
M: and you think the camera you have now is better? 
J: Yeah. Is more better in terms of light sensitivity and also I’ve been used not to compact so...  that’s the 
main reason. But I really ... the time I had with Canon was...  I remember when they came with the 350 iOS, 
or something, they had this commercial, yeah, the old ones, they were really beautiful and I really loved 
those commercials because they really made beautiful stuffs. And even tough I didn’t buy the camera DSL 
camera for many years...Canon was my goal two options so...  
M: what about you guys? Do you want to add something or? 
K: When I started to take picture more seriously, I got a Canon... I get some money, I was working in the US 
in 2006 so I bought a Canon Powershot I think was A, something... 350 or 400 but I’m not sure so... I was 
really happy about it because it was taking really good pictures so... I was like next time I’m going to have 
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a real DSL camera. I have a Canon and for me it works for now... Maybe when I get more skilled I will go 
for higher range cameras...  
M: Why did you choose a Canon as a first camera? 
K: Canon as a first camera? Honestly right now I don’t think I can remember this specific reason but I can 
tell you the overall impression I had of the brand. It looked more professional, more ... if I have to compare it 
with other brands... I can compare Canon with Apple and Nikon with Samsung, that is the impression that I 
get. So..  
R: I choose my Canon... I think I just choose a camera, I didn’t compare much, it’s just that... with Canon I 
really get a lot from my money...compared to other brands and I’ve had to buy a new one because I was on 
holiday and my old camera fell in the water, then I didn’t have that much time to have a good choice but 
Canon was the best value for money.  
M: What about you 
Ma: When I actually bought the Canon... I didn’t know anything about photography before... I bought a 
Canon because I thought it was one of the best to learn. I’m learning still now using the camera. It was like 6 
months to learn how to use the camera so... I tried a lot of things... 
M: Why did you have this impression that you could learn? 
Ma: I’ve no idea but I agree with him that It’s something that you put at the top 4... a Canon is top for... like 
Apple is the top for this and Canon is the top for cameras 
K: Maybe it’s for all the advertising... 
Ma: Yeah 
S: My first camera was a Nikon D90. I got it in a really good price so...I was no researching the market...So 
got it and I started.. Actually the lenses and the steel were much better of what I’ve seen. From the equal, 
which was I think 5000 or 500 by then.  Then I started going into videos, so... Nikon has extended software... 
I couldn’t use for higher definition I couldn’t do anything so...  I changed to 550D which for me... If I had 
money I would go for 70 or Mark II, Mark III, but then I didn’t have money so... so let’s say with 6-700 I 
bought that and I could... The software and the center were the same, only the frame... it was a smaller 
center... only let’s say like the Mark II, plus it has all those things that only Canon has for video... 
Technicolor, Software and.... they were too many for me actually... but... and then, Canon did the same 
Nikon did... so... You could expand the camera so easily but they didn’t...they kept the software for the 
higher models... Like this (pointing the Mark III) that I would pay like 10 or 20...or the biggest one... the 700 
model, that’s like 13000 € to buy it... which is more like the same centric and they just change the software 
to pay 2000 for that... so... I drop it and I went to a Panasonic institute and they only left one potentially was 
really good for me because with adaptor I can use both Nikon lenses, I can use Canon lenses, which they are 
cheaper than Nikon.... and Leica lenses, other lenses.... whatever I want so nobody can put restrictions in 
that. So the cool thing with the mirror-less lenses is that you can literally put any camera lens on it and when 
you buy a lens, when you change the company those two are maybe... instead of changing the camera you 
buy the lenses...you must be stupid to change to Nikon unless you have a fortune to buy the same lenses... 
so... it was kind of like that... well, for videos, I think it’s much better to have something like the mirror-less 
one...if you don’t have the money...so yeah. 
M: So... And ok I want to know in which occasion do you mainly use your camera?  
J: Travel, mainly. 
All together: Yeah 
M: Does anyone agree? You don’t take your camera and go around the city... 
J: That could happen as well...  
K: When I was living in Aarhus, I use to do it 
R: I think everyone does it...  
Th: I bring it with me every time I have people visiting me and every time I go in a new place in 
Copenhagen... If I go in a Museum I will bring it with me... if I go to a park or Mont Klimt... and any kind of 
traveling but not really traveling.  
S: When you go and see something new. 
Th: Yeah. 
Ma: Don’t you take your camera for 6 hours, well, maybe 6 hours is too much but for 2 hours and... You go 
around the city and you stay like 30 minutes maybe not in Copenhagen but...in Brazil 
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T: In Copenhagen that I had more time for actually explore my camera I bring it with me to many areas 
where I’ve already been many times and I take different kind of pictures and like taking pictures of people or 
hands or whatever I’m getting inspired.  
Ma: old man on a bench...  
Th: Actually I think I have a thing with doors. I’m trying to make an exposition with doors.  
Ma: door?  
Th: Yes, that’s my topic 
Ma: wow, you mean the group, the band no? 
Th: no...  
Everybody laughing  
M: and in this kind of occasion do you prefer to use your camera or other visual tools like... your phone, or I 
don’t know, Instagram... 
J: What was the question? 
M: In which occasion do you prefer to use your camera and in which other visual tool like Instagram / 
IPhone phone?  
S: I think if you have those you make your life ridiculous... it depends where you go... if you go to school, 
you use it... So Instagram is more for things like that... the same thing with your phone... of course you are 
not looking for quality...  
Ma: for example, if I travel I prefer to take picture with the phone,  
M: Why? 
K: Because you can share... 
Ma: you don’t have to put things on your neck and... I prefer to take my camera when I want to take picture 
of something, for example her with the doors, because then ... when I travel I don’t think like having this big 
power in my hand.. I need to have... 
T: I think you cannot compare the pictures of the camera and the phone, I think the quality is completely 
different... Incomparable...first of all! 
Ta: I don’t have a smart phone so the camera is the only thing I’m gonna use. So either I use my camera 
either I don’t do anything 
M: You said before, it’s easier with Instagram because you can share... 
K: Yes, I thought about it because she mentioned quality... but that’s not the point of having these visual 
tools, it’s about sharing them with your phone... 
M: and why would you share them? 
K: Why would I want share anything!  I mean, you wanna make other people know where you are if you eat 
the best piece of duck or whatever... I was in Oxford and I was taking pictures and I was like “I’m in Oxford, 
I have to share it!”... so it’s not a competition between the phone pictures and camera pictures because they 
have different goals... 
T: There’s also the fact that I don’t put my pictures on FB...because everyone can download them and if I 
want to do something more serious with them I don’t like to share them. I would use my phone for stupid 
pictures or... to say “hey fellows, I’m in Brazil!”...  
Everyone laughing  
J: for me it’s depending from the situation because I use my phone or other photographic stuffs it’s more 
about like a casual thing... if I’m traveling, if I’m seeing something new and I want to really look back and 
see how It was, then I need my pictures and I need my camera... 
M: so you can actually differentiate the situations in which you use your camera and your phone... 
And... When you guys see someone else having a Canon camera what do you think about this person? 
K: Good Guy! 
Everyone laughing  
R: I choose Canon and the person probably choose Canon for the same reason...  
M: So you think you share the same interests or? 
R: Yeah... More like the same taste... 
Ta: I always look at what camera is it and try to distinguish whether they are amateur or professional 
photographers... what camera and what lens and what things are they actually doing with that... 
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M: So you make a difference if the person is a photographer or an amateur... on the camera basis or the 
person itself? 
Ta: that’s automatically; actually, I try to differentiate...  
M: and what do you think about the photographer and what do you think about the amateur? 
K: do you have a positive or negative thought about a person holding a Canon? 
Ta: I think I’m neutral, I’m just interested...in the person 
M: What about you guys? 
J: I’m interested if they want to buy my old lenses 
Everyone laughing 
R: if you want to meet up new people of something... 
M: You too? 
Ma: Actually, I don’t care...Maybe the first thing that I think...there is another guy who pretend to be a 
photographer 
M: So you present yourself as a guy who pretend to be a photographer? 
Ma: Yeah 
Thalia: Me, I am completely indifferent... because I have a book for photography and I don’t feel I will read 
it... But I don’t think it will make a click to me if the guy has a Canon or a Nikon, I don’t know... Come on, it 
is just me! 
K: For me, when I see a person with a camera, with a Canon camera, like a DSL, you can really recognize 
when someone is holding one ... I will compare it with something like... if you have a Mercedes or  an Audi, 
and you see another guy with the same model you try to figure out how much is your camera different than 
the other one. If it has a better one, or a worst one...What kind of lenses...That’s the thing, you are wearing 
those thing around your neck and...is it better, is it worse, is it the same...  
T: Do you feel competition? 
K: I mean..Is not competition... Is just the first thought...Everybody can have a DSL camera as well... The 
first of the though is a positive thoughts.... You feel like belonging to the same brand...recognize the same 
brand value... whatever... Of course, the guy can be a completely jerk but... you don’t know... 
M: New pictures for you guys... Now I’m going to show you some other people that are considered Canon 
users... and I want you to tell me, which one is the typical Canon user...  
J: she’s in love... 
J: hipster, hipster, hipster... war hipster of something... 
Everybody laughing  
S: She has an old model 
Ta: Why do you think that? 
S: the body is different... this is an older model... it’s not like the new ones 
T: I can relate with this guy 
J: Yeah, me too I can relate with him as well 
M: The guy seat in the grass? Why? 
J: Because that’s the situation I use my camera 
R: I cannot relate with no one... I would say a typical Canon user doesn’t exist. 
M: Which one would be then? 
K: something between the lady and the guy  
T: You are then like a hipster, like Jorgen said... You can do that even with your phone... like toilet pictures... 
in the mirror... 
M: yes, but don’t you think that there are a lot of Canon users that are also like that? 
Ta: No... I never had...  
K: They are wanna be artist...they try to do something cool 
Ta: they are just playing...they might not even ever take a photo...  
M: and for you a typical user don’t play... 
Ta: well, yeah they do...but this one...doesn’t look very natural... it must be... posing to take a photo but.. 
ah...  
M: Why do you think they are doing that? Like posing with their camera... 
K: I don’t know! I wouldn’t do that 
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J: I have no idea why they are doing it 
T: I think this is much more artistic I mean... it could be someone that is like... a person that would take 
picture like that with her camera... like a wanna-be artist / photographer, discovering myself whatever... but I 
think that the one I can relate from all of them is the guy In the park... and it’s not only because... maybe 
because of the situation that ... you are relax, you are enjoying yourself, you are in the park... you are taking 
pictures, you are discovering the camera with good light... 
Ma: personally I can relate more this one to this one... this one look like an ad... light color, young people, 
the green...  
Ta: Actually you can see everywhere people in park 
K: if you could see of what he’s actually taking a picture of... because he’s pointing the grass.. and that look 
a little bit... 
Ta: I don’t think so...  
K: It’s a little bit a weird picture.. I mean... I just think.... 
S: Actually the three of them are joking more like young people on student account... and they are also trying 
to be something and probably also... the lady must be actually a master with the lenses. 
K: That’s actually a work... look at what is happening in the background 
Ta: they aren’t all photographers... 
Ma: What about the lover? 
J: the freak! 
M: What about the freak? 
J: I think she’s in love with her camera... 
M: why? 
T: the camera gives her different possibilities to see the world 
Ma: She has her eyes closed... 
J: Maybe this (the camera) is her eye 
T: Maybe she’s just showing off 
M: don’t you think that people consider Canon has a trend or? 
T: No... 
R: I think she has a really good camera, that’s why she want to show it... so that people know she has a good 
taste, probably 
K: that picture is more about the Canon brand itself rather than... sort of camera that she has... not necessarily 
a DSR, it could be easily something else...obviously she love to show the camera... 
M: Yes, but most of the time this kind of picture are on Social Media together with phrases like “I love my  
Canon”, “I am a Canon girl”... 
K: this is not an advertising picture, it’s not a ... 
Ta: Actually I’ve never read those kind of things...  
S: for me when the peak came it was when 5 D it was something that there wasn’t in the market... really 
good cinema, quality video, you couldn’t do it with less then 2000 or 3000 so.. then I think because they 
started with movies and stuffs... indie and cinematography start to use it became a trend among some and a 
lot of people start buying canon for that...but if you put it now I don’t think that ... if you show us those 
pictures, a professional photographer would never be able to tell you if it’s a Nikon or a Canon ... software 
editing goes in... I mean, it’s so many stuffs, the question is that a real photographer would never say Nikon 
is shit... so... it’s so narrow... I cannot... 
J: for me... it’s like... a photo camera is not a product that I buy to reinforce my identity like other brands 
are... not at all, for me a camera it’s just a functional tool for me to take pictures... they haven’t successfully 
brad of cameras that have identity 
M: so you are not focus on the brand but more on the..  
S: If you don’t have any idea about cameras, I don’t think that if you buy a Nikon instead of a Canon you 
make such a mistake, I mean...   
K: maybe Canon is aware that you are buying it for some reasons there are in the background... 
R: I’ve never seen anyone doing what she did...  
S: But from the pictures there’s not a sort of hierarchy... like... they are more the same... 
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M: so talking about the brand... those are the brand ambassador Canon used in the last years, Avril Lavigne 
in 2011 and Ely Teehankee...and actually this years they choose different kind of photographers...this is a 
specific one, like a bird watching photographer...Who would you trust the most? 
K: I wouldn’t trust her 
R: I would trust him... 
M: Why? 
R: because Avril Lavigne is a pop star, you cannot really take her seriously... look, also the way she looks... 
A camera is a technical product should be more serious... I would prefer him... He has a knowledge about 
photography, respect for quality... he takes good pictures... I mean, she’s doing advertising... 
S: It’s totally two market sectors... She’s having an amateur camera... she’s for the ones who go to school 
and stuffs... and are like skater boys... But the guys here has all the stuffs I mean... I don’t know... 
Ta: She’s very unprofessional, it’s for the entry level...  
K: I think she’s a good ambassador for the brand cause she’s a pop star... but she’s 30 and she’s singing 
about the high school years... so... which means she can reach people who are 15, and people who are 35... 
so... 20 years of market segment...  
T: She’s a disgrace of embassador...I haven’t read about her since the skater boy came out... and I was 
15...maybe 14... I mean, how can you select an ambassador... 
S: it’s a good point, if she (avril) can handle, you can handle... 
T: Useless people can handle it so I can take it? 
M: Don’t you think that professional photographer would consider this choice as a way to bad brand image 
for Canon? 
Ta: I don’t think so...  
K: there is always a god and bad side with endorsement. You can get backfire.  
Ta: It’s ok with me that they have different ambassadors cause they are aiming to different segments... She 
does not impress me, in any way... and I wouldn’t even pay attention  
S: I don’t think people will not use anymore their camera because Avril is advertising it... 
Ma: I think you want to sell something good here (second picture) and you want to sell a lot here (first 
picture)... You go to a teenager and say... look Avril Lavigne... She has a Canon 
T: And she has a tiger suit! 
Ma: They start to sell a lot because of teenagers love Avril 
K: You said teenager? Perhaps this is the time people start to have their favorite brands? Do I love Nike or 
Adidas...  Do I like Canon or Nikon... When you grow up you are aware to it... 
M: We are almost done... I’m going to show you a video: World of EOS video: http://vimeo.com/29808329 
Can everybody see? 
Did you know about the existence of this World of EOS? 
Everybody: No 
M: What do you think about that? 
T: I’m very pro...   
M: Why?  
T: It’s a great place to learn about photography and courses with the professional they are explaining you 
how to use your camera and then ok...it’s much better than Flickr where you just upload pictures and you 
don’t have any feedback... You can also expose yourself and your pictures and as they said collaboration is 
one of the key metrics... you can get new ides how to use your camera or like the topic of your photography 
and then you can just reenergize your passion for photography 
M: So you would interact online... 
T: I would use it much more than any other social media photography shit 
R: I wouldn’t use it. If I take picture it’s just to have a moment. When I go on holiday, in the mountains I 
take a picture I wouldn’t bother to upload picture of this table, a cake or something...  
M: So you wouldn’t like to interact with other people... 
R: No... it may be good if you want to get some tips... but I wouldn’t be interested in taking pictues, upload 
them, make comments... life is too short... 
Everybody laughing 
M: So when you follow some tips are you going on forums or? 
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R: No, I would probably ask Youtube, I would probably ask Google and see what I get... Canon is good 
enough to take good picture anyway so... I don’t have time to follow such on online platform.  
K: idea is nice to inspire people and be creative. But what I don’t’ like was.... that the platform does not look 
easy to use... Those things that I saw look very weird... How they are separating the different thing that 
people can use.... Should be very simple to use. For me, I am an amateur photographer and I have to get 
involve...  is just too long I have register, make an account... it’s something that don’t look easy... 
J: it looks like a fun thing to do but I haven’t heard about it before... I have to check it out before knowing if 
I would use it... The idea is not new... Flickr has also the same interaction with people, I mean you can tag 
the photos you are uploading, the camera you used and things like that and then people give you response or 
feedback...so...I’m not pretty sure what they are trying to do differently form others photo services online 
so...  
Ta: it’s around Canon... 
S: for me it looks like a tool for the brand. What if I have a Nikon? Am I allowed to upload my pictures?  
Ta: Probably not. This is only for Canon 
S: Is good for who has started recently. But I don’t know...Cause we have so many communities... and tools 
for professional... with copyright... with Flikcr you can get some comments as well... But not like that... 
M: Do you follow any of this photography blog? 
S: Yeah, Tumblr, some photographer who posts there and... they have some nice... I have updates from the 
ones I like...  
M: Why do you go on blog?  
S: You can read them if you want advice but I don’t have time to...  Why do you see a painting? Because you 
like it... I don’t know...  it’s nice to see art... 
J: I don’t know how it is right now... Because I am not a member of any Canon Brand community but for me 
it does not tempt me when a band want to create a community with restrictions. A community should evolve 
and grow naturally, taking into account the users of this community... so I’m not sure... that’s why it didn’t 
tempt me... Maybe because I’m not interested in those communities... I don’t know... those community 
should grow organically...  
S: as soon you have a model to connect you have to register it, you need a USB cable to connect the 
camera... So you maybe already have an account in a way... to register your product... they probably add 
that... But what about other people with other cameras? 
K: For a strong community, the brand has to be strong and different from others...  
M: What about you? Why do you think about going online and check other pictures? 
Ta:  I think Canon has a reason...Marketing is a primary reason for brand communities...   
T: Don’t you think this could not be an opportunity to show your work? 
Ta: Yes it could be. But for a photographer... I’ve never heard about it but I’ll check... About the other 
question, I am a professional photographer ... I like... There are different places where I go online to spot 
photographers... The same as I go to museums... To be pleased... Watch cool pics, be inspired, find 
interesting information. But sometimes I go to get something I cannot find... Sometimes it’s good to find 
inspiration but... Mostly I am not into these camera specifications, because maybe I know many of them... 
But I will have a look 
M: Do you have any favorite blogger?  
Ta: I cannot recall the names right now... 
T: My favorite is Lazy Bigger... His theme is naked women and I think he’s doing an amazing job...  
M: So it’s over. Thank you very much for your help and have a nice day 
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Appendix 4: Focus Group – Themes 
 
THEMES: CANON 
 
PRICE PER VALUE  

• People probably want the cheaper and the most basic model to better understand how to start. 
• They are all quite expensive... 
• Has a lot of price-value for me... but I’m not a scientist... They are all expensive.. 
• Better than the cheap version of Nikon definition-wise.  
• With Canon I really get a lot from my money 
• Canon was the best value for money.  

 
QUALITY-ORIENTED CUSTOMERS  

• Better definition 
• Beautiful picture 
• I need my camera if I’m traveling, if I’m seeing something new and I want to really look back and 

see how It was, then I need my pictures and I need my Canon 
 
FEELING OF ATTACHMENT 

• I am a photographer and I work with Canon 
• I think more about Canon than Nikon 
• My next camera will be a Canon 
• I had the Canon IOS 1000 D [...] I absolutely loved it.  
• The time I had with Canon was 
• They had this commercial, yeah, the old ones, they were really beautiful  
• I really loved those commercials because they really made beautiful stuffs.  
• Canon was my goal one option  
• You can really recognize when someone is holding one  

 
PROFESSIONAL PRODUCT 

• When I started to take picture more seriously, I got a Canon...  
• It was taking really good quality pictures  
• The overall impression I had of the brand. It looked more professional 
• if I have to compare it with other brands... I can compare Canon with Apple and Nikon with 

Samsung, that is the impression that I get 
• A camera is a technical product, is more serious...  

 
SYMBOL OF QUALITY 

• I choose my Canon... I think I just choose a camera, I didn’t compare much 
• When I started to take picture more seriously, I got a Canon...  
• When I actually bought the Canon... I didn’t know anything about photography before...  
• It’s something that you put at the top 3... a Canon is top for... like Apple is the top for this and Canon 

is the top for cameras 
• Better than the cheap version of Nikon definition-wise.  

 
PASSION FOR PHOTOGRAPHY 

• I bring it with me every time with me  
• Passion 

 
SHARING THE SAME INTEREST 

• I choose Canon and the person probably choose Canon for the same reason 
• Positive though 
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• Which model the person has, the lenses 
• You can really recognize when someone is holding one  

 
LEARNING OPPORTUNITIES 

• The most basic model to better understand how to start. 
• Maybe I will go for higher range cameras...  
• I bought a Canon because I thought it was one of the best to learn 
• If she (avril) can handle, you can handle 
• It’s a great place to learn about photography  
• Feedback 

 
TRAVEL COMPANION 

• Travel 
• I bring it with me every time I have people visiting me and every time I go in a new place in 

Copenhagen... If I go in a Museum I will bring it with me... if I go to a park or Mont Klimt... and any 
kind of traveling but not really traveling.  

• And my first reflex was for Brazil, I bought it for experiencing it during my trip 
• If I travel I prefer to take picture with the phone 
• When I travel I don’t think like having this big power in my hand 

 
FEEDBACK  

• You can tag the photos you are uploading, the camera you used and things like that  
• Feedback 

 
 
THEMES: PHOTOGRAPHY COMMUNITY 
 
PASSION FOR PHOTOGRAPHY 

• I bring it with me every time with me  
• explore my camera 
• I take different kind of pictures and like taking pictures of people or hands or whatever I’m getting 

inspired.  
• Actually I think I have a thing with doors. I’m trying to make an exposition with doors.  
• I always look at what camera is it  
• I try to distinguish whether they are amateur or professional photographers what camera and what 

lens and what things are they actually doing with that... 
• Passion 
• The same as I go to museums... To be pleased...  
• Watch cool pics 
• Be inspired 
• Find interesting information 
• Sometimes it’s good to find inspiration 
• You can get new ides how to use your camera 
• Reenergize your passion for photography 
• Take picture it’s just to have a moment.  
• It’s nice to see art... 
• I go online to spot photographers 

 
SHARING THE SAME INTEREST 

• Same taste 
• I’m just interested...in the person 
• The first of the though is a positive thoughts....  
• I can relate with this guy 
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QUALITY-ORIENTED CUSTOMERS  

• .So Instagram is more for things like that... the same thing with your phone... of course you are not 
looking for quality...  

• You cannot compare the pictures of the camera and the phone, I think the quality is completely 
different... Incomparable...first of all! 

• if I’m traveling, if I’m seeing something new and I want to really look back and see how It was, then 
I need my pictures and I need my camera... 
 

EXCLUSIVITY 
• I don’t put my pictures on FB...because everyone can download them  
• if I want to do something more serious with them I don’t like to share them. 

 
AMATEURS  

• there’s no possibility to say a difference between the fist one and the second one...  
• I don’t know the model I have 

 
FEEDBACK 

• Get inspired 
• Get information 

 
SEARCH OF STATUS  

• She want to show it 
• So that people know she has a good taste 
• She love to show the camera... 
• Indie and cinematography start to use  
• Trend among some  

 
SHARING NEED 

• Because you can share 
• It’s about sharing them with your phone... 
• Why would I want share anything!   
• “I’m in Oxford, I have to share it!” 
• More about like a casual thing 
• To meet up new people 

 
EXPRESSIVE TOOL 

• I take different kind of pictures and like taking pictures of people or hands or whatever I’m getting 
inspired.  

• I prefer to take my camera when I want to take picture of something,  
• I think this is much more artistic  
• A person that would take picture like that with her camera 
• A wanna-be artist / photographer,  
• Discovering myself  
• The camera give different possibilities to see the world 

 
TECHNICAL KNOWLEDGE EXCHANGE 

• I went to a Panasonic institute and they only left one potentially was really good for me 
• With adaptor I can use both Nikon lenses, I can use Canon lenses, which they are cheaper than 

Nikon.... and Leica lenses, other lensesthat. 
• So the cool thing with the mirror-less lenses is that you can literally put any camera lens on it 
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Appendix 5: Focus Group – Mind Mapping 
 

 
 
 

Appendix 6: In-depth Interview – Guide 
 

• Project presentation and investigation 
• Brief introduction of the participant 
• Ask the permission of audio / video recording 
 
1. How would you describe a Canon camera? 
2. Who is the typical Canon user? 
 
SHOWING PICTURES 
CANON PRODUCT 

 

     
 
3. Do you see any difference between these three Canon cameras?  
4. Do you have any of them? Why do you choose your model? 
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CANON PRINT ADS 
 

 
 
5. How do you describe this ad? Do you think it reflect the product? and its customers? 
6. What adjectives come into your mind? 
 
CANON USER 

   

 

 

   
 
7. Which one reflects the typical Canon user? 
8. Do you consider yourself a “Canon User”? 
9. Show ONLINE / SOCIAL MEDIA PICS. What do you think? 
10. Online I found written: “I’m not a photographer, I’m a Canon user”. What do you think? 
 
CANON AMBASSADOR 

 

 
 
11.  Who is the most suitable brand ambassador? Why? 
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PRODUCT USAGE 

 
12. In which situation do you mainly use your camera? 
13. How important is to invest in a good camera? 
14. Do you have any other Canon product? Objectives...  

In which part do you invest the most? 
15. Do you think all the people USE their cameras as you do? 
 
16.  Can you tell me about the first experience you had with your camera? 
17.  How is the perception you have of the Canon brand? 
18.  Are you proud of your camera? Why?  
19. How do you treat your camera? 

• Do you use special care product? 
20.  When do you see someone else having a Canon camera, what do you think about this person? Do you 

think is similar to you? 
21. Where do you usually meet Canon users? 
 

COMMUNITY 
Showing World of EOS video: http://vimeo.com/29808329 
 
22. Did you know about the existence of this World of EOS? 
23. What do you think about that? 
24. Would you interact with people online? Why? 
25. When you have a technical problem with your camera / questions about models and products what do 

you do?  
 

ONLINE INTERACTION 
26.  Do you have your photography blog? Would you create one? 
27. Do you follow photography blogs or are you a member in a forum related to photography? 
28. Do you trust any blog / forum? How do you choose them? 
29. How is the language used on these forums? 

a. Technical / Easy, for beginners 
b. What are the main topics? 
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Appendix 7: In-depth Interview – Laddering 

 
 

 
 
 
Source: Own elaboration based on Wansik, 2000 
 
 
 
 

Appendix 8: In-depth Interview – Themes 
 
1. PASSION FOR PHOTOGRAPHY 
I love photography 
Because a photographer has to be ready to take a photo in every moment 
is the one I want to buy. Sure I’ll buy it.  
you can start with a camera like mine and then you can look after the camera and look what kind of works 
you have to do and on the base of that you have to choose 
People who want to break this world between professional and amateurs are very proud of their works and 
they don’t want to ... be less that the other ones, the professional. 
first come the love for photos and then you can choose the camera.  
People have to take photo and... have to be part of the story. But there are some pictures that do the story.  
Like an image that takes apart all the other pictures 
Everytime is a good chance to take a photo. 
invest in a good camera 
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if you want to experiment some stuffs, images, immediately something, you have to run to choose the focus 
and the lenses and take photos 
It’s like paradise 
Artist or photographer that take care only about their pictures.  
 
2. MEMORIES / ATTACHMENT TO THE PRODUCT 
my first Camera was bought with my brother. This is one of my best memories 
I’m really proud of my camera 
Canon is the best camera that can bring this image to people 
Proud of their work 
Proud of Canon 
 
3. QUALITY FEATURES 
Practical 
Simple 
Immediate 
Very good camera 
Pretty good camera 
So is a very precise camera 
Very specific 
Best camera 
invest in a good camera 
 
4. CANON DICHOTOMY 
Canon is a very good brand because it can bring together a lot of users 
Canon is professional camera but also an amateur camera. 
 If you want to be an amateur, you can buy my camera or if you want to be more professional you can buy a 
5D Mark III or II 
Canon can bring good photos to amateurs and professionals and 
Everyone has to choose the camera that fits him.  
 
5. PROFESSIONAL PRODUCT 
Canon brand is very optical... 
take very serious its product.  
Only for photographers 
The third one is a professional camera for people who work as photographers or people who has a good 
studio or are professional.  
 
6. THE CAMERA TO START 
So if someone starts with this camera is a pretty good camera  
 
7. LEARNING OPPORTUNITIES 
I started with a hobby, but I want to.. go deeper and see what a camera can brings to me, experiment new 
stuffs... 
People who want to break this world between professional and amateurs are very proud of their works and 
they don’t want to ... be less that the other ones, the professional. 
I can do better  
It was challenging  
Everytime you challenge yourself 
Discover new ideas, new points of views 
want to fix the problem by myself  
I want to discover my camera by myself  
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Canon is a brand that brings to you solutions, immediately. If you want to discover, you do this way when 
you meet problems. 
I prefer to discover them by myself 
they are very good and I take some ideas from them 
 
8. MANIFESTED TECHNICAL KNOWLEDGE 
the first one... which is a Canon 700D  
The second one is a 60D camera  
picture I think that is taken by a EOS Mark III camera 
he should have used a very huge focus but...  
2 focus, a fish eye focus, a zoom focus and a flash and some stuffs to work 
there are kind of professional languages that you have to study.  
 
9. GO BEYOND .... 
Full of Changes because you have all the area to change your future,your expericences and I don’t know, 
what you want and this image provide a deep meaning. 
he’s alone and has a lot of changes to choose 
Canon is the best camera that can bring this image to people 
People have to take photo and... have to be part of the story. But there are some pictures that do the story.  
if you want to experiment some stuffs, images, immediately something, you have to run to choose the focus 
and the lenses and take photos 
, I think every photo has a story but when someone is going to see this pictures what kind of ideas can they 
have in their minds. Every time we see stuffs that is changing with us...  
 
10. EXPRESSIVE TOOL / MOMENT DESCRIPTION 
It’s a person who has to describe the moment.  
It could be a person that doesn’t know how to use the camera pretty good but it’s a person that represent 
something 
Who took a photo with Canon or another brand is like a... witness of the story and not a user or a 
brand user 
People have to take photo and... have to be part of the story. But there are some pictures that do the story.  
Like an image that takes apart all the other pictures 
I take my stuffs and go walking around the city, Milan, Bergamo, here..and I take photos of what the 
situation brings me. 
when I have a situation 
I bring out myself with my camera.  
I can express myself 
You can think about a poet with his poetry. You don’t know or imagine the situation...but the poet can 
describe the moment and when he writes is as if you hear a melody. Like me or another person...who likes to 
take photos and express him/herself, ...take photos...you can say... I expressed myself. You know when you 
took a good photos and when you don’t take a good photo.  
your world is made by colors, it’s like a rainbow of ideas...  
 
 
11. CANON BRAND AS AN IDOL 
Canon is becoming an idol.  
But if you can take very pretty good photos you don’t have to show your camera and to show your works 
and say “yeah, I’m a photographer”.  
is like... a model. A fashion.  
a very strong brand and they stay with every images in internet... within the social media Canon is like an 
idol. 
They say they are Canon users, a part of Canon.  
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12. SEARCH FOR A STATUS 
yeah, I’m a photographer”.  
They say they are Canon users, a part of Canon. Not photographer, a man who describe a situation 
think she has to do something else and don’t waste her time. I mean... I don’t want to criticise someone that 
use in a bad way the camera but 
 
13. QUALITY-ORIENTED CUSTOMER 
the amateurs ones, they buy  a Canon cause they know it’s a good brand. 
quality oriented. 
invest in a good camera 
 
14. STRONG COMPANY HISTORY 
Canon history has been in magazines such as National Geographic and other magazines (professional 
photographer ones) 
a very strong brand and they stay with every images in internet... within the social media Canon is like an 
idol. 
 
15. SOCIAL MEDIA AS PHOTOGRAPHER MEETING POINT 
They say they are Canon users, a part of Canon. Not photographer, a man who describe a situation 
in this contemporary world is like crazy how the images are all the things. It’s difficult to describe what is 
real and what is not.  
Twitter, Flicker, FB are social network that ... ok, it’s like whole world that the photographer see as a break 
with their work but they don’t base on that 
Someone has to looking deep and take some ideas from this social media 
you have to see every person what kind of person is ... I mean, what kind of... what is her age, what is the 
society he lives in. and then you can judge them. You cannot criticise people because they are part of the 
society and they are part of something that is happening in front of you and you can judge then but you 
know... they have a reason why they are behaving like that 
But I prefer some amateur, because they don’t have so importance, I mean, in internet or in the social world. 
But they are very good and I take some ideas from them, it’s  
a big font of information.  
 
16. AMATEUR 
Canon can bring good photos to amateurs and professionals and 
 
17. EXCHANGE OF INFORMATION 
everyone take some ideas from other 
Cause it’s like a transmission of information between something that cannot stop and you take all the ideas 
and stuffs 
Flikr is a font of information for professional photographers and amateur 
Someone has to looking deep and take some ideas from this social media 
see how one person use their own camara. It’s a very good idea cause users can interact and discover new 
ideas. 
Because everyone can brings you an idea of the world 
Because it’s useful to know new points of view and the experience of people. Where are they going and what 
kind of colour, what kind of light they use for a picture.  
I would interact with any of them...amateur and professionals. Because they are people. Not for the camera 
they have. This is very important. 
So every kind of person could help me. Professional could tell me how to fix the position or the light...  
I don’t have any prejudice 
But I prefer some amateur, because they don’t have so importance, I mean, in internet or in the social world. 
But they are very good and I take some ideas from them, it’s  
 



 

 

   
     

106 

18. SPECIAL TREATMENT  
I bring some pans. When I go somewhere that I have time. I have ofc a folder to take the camera. But it’s a 
very big folder. And you know, when you have to take with you lots of focus you cannot have a .... it’s like 
going to work. 
 
 
19. FEELING OF CONNECTION 
I’m interested cause...  
most of all when I see someone that owns the same model as mine I guess myself how and what kind of 
photos he could take with the same camera 
what kind of ideas can they have in their minds.  
you have to see every person what kind of person is ... I mean, what kind of... what is her age, what is the 
society he lives in. and then you can judge them.  
Every time we see stuffs that is changing with us...  
It’s more like a social factor. 
can connect all the people 
I think it’s a very good idea. Because can connect all the people...to see how one person use their own 
camara. It’s a very good idea cause users can interact and discover new ideas. 
I would interact with any of them...amateur and professionals.  
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Appendix 10: Netnography – <dp.review.com> Forum Sections 

 
_________________ 

 
Source: dpreview.com 
 
 
 

Appendix 11: Netnography – Themes 
 
 
LOVE AND HATE  
 
huyzer  
Senior Member • Posts: 2,723  
What do YOU most hate / love about photography?  
I absolutely hate the time it takes for me to get the correct white/color balance! 
I love the times I do get a beautiful composed images, whatever subject it may be. Though, I'm mostly into 
portraits. 
 
happysnapper64  
Senior Member • Posts: 3,264  
In reply to huyzer  
I hate it when my imagination for a shot just won't work  
I just love holding my camera, But the best is when I have taken loads of rubbish shots, because of the above 
reason!! then getting home & viewing them on my lap top & finding some of the "rubbish" has turned out to 
be really great images, even 2 or 3. That's happiness  
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glasswave  
Veteran Member • Posts: 4,285  
In reply to huyzer  
I love the act of taking a photo and everything that leads up to it. I love going to places to photograph. I love 
searching for interesting ways to see my surroundings. I love looking through the view finder and making 
decisions on composition, shutter, aperture ect... I love looking at my picture and displaying them for others 
to see. I love giving prints. 
I hate (very strong word here, don't like so much) all the stuff in between taking the photo and displaying the 
photo. Making image databases, post processing, printing, mounting, framing, building websites for image 
display, ftp ect... 
 
OldSchoolNewSchool  
Regular Member • Posts: 426  
In reply to huyzer  
You've all mentioned loves/hates I've come across.  There are so many of each, I'll have to rank them. 
#3 Love: Going out with fellow photographers on photographic outings, especially light painting after dark. 
#2 Love: Getting a tack-sharp picture of some detail on a classic car or truck. 
#1 Love: Getting a jaw-dropping close-up portrait of a pretty model (I photograph amateur models).  It is 
especially satisfying when the model contacts me and is delighted with the picture. 
#3 Hate: Missing the shot by 10 seconds.  I swear, I would make the worst sports photographer.  Timing is 
everything, and I just don't have it. 
#2 Hate: I'm echoing a former poster about thinking a shot is in focus on the camera's LCD, but finding it out 
of focus or blurred on the computer monitor.  Argh. 
#1 Hate: Stinking, lousy computer hardware/software problems.  It's supposed to be about the 
PHOTOGRAPHY, but too often it ends up being about COMPUTER PROBLEMS. 
 
 
John Miles  
Veteran Member • Posts: 5,886 
In reply to huyzer  
What I love most is the photography. 
What I hate most is the lack of a replacement for the FZ50. Well not the FZ50, for the FZ50 non-extending 
manual lens (35-420mm equiv. F2.8-3.7), and huge carry round, hanging on the fingertips camera grip. 
In reply to roby17269 
roby17269 wrote: 
huyzer wrote: 
roby17269 wrote: 
I love that it offers me countless avenues and unlimetd potential for growth. 

That's true. I hadn't thought of it that way. Thanks! 
I hate having other photographers shooting over my shoulder when I take photos of a model 

Cool modeling images you have, especially the first set it defaults to. 
Thanks  
The problem with other photographers is that they distract the model and it gets worse when flash triggers 
are shared... 

Oye, yeah.  I can imagine that being a big problem.  What about changing the frequency of the 
trigger, or is it light sensitive, not radio?  Are these shoots with other photogs at a learning session, 
or some stranger with a camera behind you? 

FIRST CAMERA 
 
Luke 
New Member • Posts: 1  
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Considering buying a proper camera  
 
I'm considering buying a proper camera for the first time, I haven't really done any photography before, I've 
been a bit interested in it for a while but not really taken many photos but I want to get into it but I could do 
with some help choosing a camera. 
I want to be able to take shots of sports, mainly football when I go to games so something quick with a 
decent kit lens for zoom would be great. However I am also contemplating doing a little bit of travelling over 
the next few years so something small and compact would be brilliant. Photos I take at the minute are 
generally family photos and on nights out so a camera with good low light performance would also be 
fantastic, I'm by no means a big photography buff (hence the need for this post) but Noise-filled photos 
really grate on me. 
As I assume many newbies looking at their first ILC feel I really want to be able to look and learn some 
better effects with my photos primarily Bokeh and possibly a bit of work with HDR. I dont know much so 
I'm not sure if wanting these things will make much emphasis on the camera I buy. Having done all my 
photography so far on smart phones and the odd point and shoot I'm not overly convinced I need a 
viewfinder 
Having spoken to a few people there is a real push from them for a DSLR from Canon/Nikon, I work for a 
retailer though and having spoken to the camera guys at work I think thats just because its Canon/Nikon and 
people prefer an SLR, Im not too sure the abundance of lenses for these companies will have much of an 
effect on me, I cant afford loads of multiple lenses yet, kit lens and a high-zoom lens will probably do me for 
a very long time and I might by a decent low f-stop prime next year. 
So far I've looked at the: 
Sony NEX 3n, which I can get brand new for £307. I like the size of this, i've heard good thingsand it has a 
flash, really like the flip-out screen too 
Sony NEX 5r, which I can get brand new for £315 (only £8 dearer than the 3n), which apparently is very 
similar to the 3n? can anyone confirm this? but lacks flash (do i need it with the ISO this has?). I like how 
this one has the WIFI viewfinder app for my phone, a gimmick but for £8.. 
Canon 100D (Rebel SL1), which I can get brand new for £359, which is an SLR, many things I've read so far 
seem very down on the SLR category, it's small for an SLR but still considerably larger than the 3N but has 
more controls seemingly. 
Any help would be appreciated. Oh and I dont really care about video too much, HD recording would be 
nice but not really what I'm using it for. 
 
Richard the picture man  
Senior Member • Posts: 2,67 
In reply to LukeBenoit, 
 
Hi Luke, welcome to this site. 
Please don`t laugh when I say to you that it does not matter which make or brand you go for in the DSLR 
range, including electronic viewfinder cameras and mirrorless systems. There are no bad cameras available 
made within the last three or four years. All cameras will take amazing pictures if used correctly, and this is 
important - remember, you are going to need a considerable commitment of your time to master the 
learning curve in front of you, to correctly use the camera. 
I very strongly suggest you buy whatever fits your hands comfortably and is within your price range. Then 
learn how to use it correctly by asking questions here and on other sites, invest in photo books even join a 
camera club. 
Here are a few points to think about. 
Most times people will recommend camera `X` just because they have one similar but have no practical 
hands on experience and knowledge of the competition from other brands. Their are an awful lot of 
specification readers who readily form their opinions on what they have read. 
Check the galleries/websites of people making suggestions, if their work is not to your liking or non existent 
- well draw your own conclusion. If suggestions are made here or by friends ask them to qualify their 
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opinions. I personally would be suspicious of anyone who says to stay clear of any particular brand. 
So, go out and find a camera and kit lens that fit your hands ad is in your price range. Then do not spend any 
more money, no matter what anyone suggests. No more lenses - flash - tripod - nothing. Just spend time 
taking loads of pictures and learning your camera. At some point probably in 6-12 months time you will 
know from your own experiences what you need to spend money on next, be it another lens, flash unit, 
tripod, etc. 
Take loads of pictures and you will notice that you will keep all of them, but over time you will find that you 
become more critical of your work and get rid of many more. When that happens you are well on the way to 
becoming a photographer. 
Good luck and have lots of fun. 
 
 
kurtzmtb  
New Member • Posts: 2  
 
A hunt for my first camera. All expert opinions welcomed!  
5 days ago  
Hey everybody, 
I am completely new to cameras, but both my girlfriend and I are looking to find ourselves a nice camera on 
a modest budget because we enjoy taking pictures! Now, this will be her Christmas gift; the trouble is, I am 
not sure where to start. Basically, I am looking to spend between $225-$300 dollars on a camera. If there's a 
camera just outside that price range that is totally worth it than I am all ears--especially if it's Ebay worthy! 
I'm not really lo.oking for someone to recommend me THE camera. I'm looking more for multiple camera 
recommendations for me to look up on my own and do some research on. With that being said, what is 
everyone's opinion on the  Canon sx500? 
I'm sure it's important to know what we like to take pictures of. I'd say, I really like nature pictures and 
pictures of the city at night. Maybe a camera that is good in moderately low light but is a good general 
purpose camera would be a good start? Oh, and as far as size goes, I'd say anything that is around the size of 
the Canon sx500, give or take, would be great! We're not looking for extreme portability. I'll just let the 
experts decide! 
Warm regards, 
Pat 
 
mgd43  
Senior Member • Posts: 2,155  
 
Re: A hunt for my first camera. All expert opinions welcomed!  
In reply to kurtzmtb, 5 days ago  
Your problem is that small cameras use small sensors and small sensors are not very good in low light. For 
low light you need a large sensor and/or a fast lens. There are small cameras with large sensors and/or fast 
lenses, but they are expensive. I think that your best bet for $200-300 is a used Panasonic LX5 or LX7. Try 
keh.com (best for used photo gear), B&H, and Adorama. The LX5 has a 24-90mm (equivalent) f/2-3.3 lens 
which is relatively fast. The LX7 has a 24-90 (equivalent) f/1.4-2.3 lens which is a little faster. 
I checked keh and they have two LX5's. One is $215 and the other is $225. Both are in very good shape. keh 
has a good return policy and they give a 6 month (I think) warranty. 
 
Chris R-UK  
Forum Pro • Posts: 10,710 • Gear list  
 
Re: A hunt for my first camera. All expert opinions welcomed!  
In reply to kurtzmtb, 5 days ago  
You might find it useful to read the new "Compact cameras buying guide" just posted on this site. 
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Jeff  
Veteran Member • Posts: 4,413  
 
Re: A hunt for my first camera. All expert opinions welcomed!  
In reply to kurtzmtb, 4 days ago  
It's hard to give generic advice.  The camera buying guides on this site are a very good place to start, and you 
might want to take a visit to a local store to try a few cameras in the hand. 
Perhaps a place to start is to think about your needs.  You mentioned taking shots of the city at night, which 
suggests a larger format camera with a good bright lens.  What other sorts of things would you like to be 
doing?  Travel?  Portraits of friends and families.  The more you can say about your needs, the better will be 
the advice you receive. 
 
Jeff  
Veteran Member • Posts: 4,413  
 
Re: A hunt for my first camera. All expert opinions welcomed!  
In reply to kurtzmtb, 4 days ago  
kurtzmtb wrote: 
Awesome, guys! What a great forum with excellent feedback. I did some reading on the LX-7, and I think 
i'm going to set my sites on that and let it be our first camera. Thanks so much for the positive feedback! 
Warm regards, 
Pat 

Good deal, you won't be disappointed. 
I hesitate to do this, because the LX-7 is a very nice camera (I bought the LX-3 a while back, and 
still use it quite a lot), but another possibility might be the Canon EOS-M. 
It's a mirrorless camera from Canon with interchangeable lenses and an APS-C sized sensor. It's on 
sale for $349 at Amazon. It's likely to be replaced soon with a newer model, so that's basically a 
clearance prices 
The EOS-M is very capable though not without some criticisms that you'll see described in the 
reviews on DPR and other places.  It's also slightly over the budget you mentioned.  Obviously your 
call, but thought you should at least be aware of the option if you weren't already. 

 
TAKING CARE OF THE CAMERA 
 
asteroidofmine  
New Member • Posts: 5  
 
Want a cleaning kit,pls  
I just gave Canon 70D a go one week ago ,and tihs is the biggest decision i made recently:-) 
and I really treasure it so much . 
Now i want to buy a cleaning kit for protecting this beloved new baby ,and have chosen this 3-in-1 stuff (I 
always prefer multi-functional tool, quite suitable for a lazy man like me) 
[URL]http://www.tinydeal.com/3-in-1-camera-cleaning-kit-px1risu-p-44702.html[/URL] 
What do you think of this ?Suitable or not? 
 
Guidenet  
Forum Pro • Posts: 12,408 • Gear list  
 
In reply to asteroidofmine, 1 month ago  
As far as that cleaning kit is concerned, I'm sure it's ok. I prefer the large Giottos brand blower and I've never 
liked cleaning pens. That's all up to you. Just don't get over hung up on cleaning all the time. 
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I'd suggest investing your time in such as this video. http://www.youtube.com/watch?v=OtcD84l9eUw 
 
Cailean Gallimore  
Senior Member • Posts: 4,779  
 
Re: Want a cleaning kit,pls  
In reply to asteroidofmine, 1 month ago  
There are two things you need. A hand-blower and a soft lens brush. Buy a good version of each, not the 
cheapest of the cheap. They will last you for years. 
After that there are options: 
Microfibre cloths, lens tissue, or a lenspen. 
Cleaning fluid, maybe. 
All of the above work well. 
I use a lenspen, but other methods can be equally effective. 
A word of advice: 
The less you do things to your lenses the better. You can use the blower and brush as much as you like, but 
only clean your lenses when the blower and brush can't remove whatever is on the lens. A speck of dust or 
two won't affect lens performance. 
 
FLICKR 
 
rubicon  
Senior Member • Posts: 1,569  
Is there another photo site besides Flickr? 
Flickr has made another change and I'm tired of them fixing what isn't broke, so! does anyone know of 
another site to display photos, I'm dropping out of flickr. 
 
Glen Barrington  
Forum Pro • Posts: 10,528  
What's not to like about flickr?  
In reply to rubicon 
I like Flickr pretty much the way it is now.  Perfect? No, but it is a pretty good casual photo display site I 
think.  The photos look the way they do when displayed locally on my computer. The layout is attractive 
without those huge chunks of whitespace, which always offended my sense of aesthetics. 
I NEVER used it under the old design.  I paid for a Smugmug account, but now I don't feel I have to, Flickr 
meets my needs.  I'm a photographer, not a web page designer. 
 
 
SHOW YOUR SNAPS 
 
Digirame  
Forum Pro • Posts: 27,358  
 
Show Your Snaps...October 7, 2013  
1 week ago  
We will start a new thread for this every week now due to the popularity. I'll be sure to comment also to your 
images, if you choose to share. Thanks everyone for your participation. 
When you are posting your own images please submit them as a reply to this post. Otherwise your pictures 
may be overlooked. You might also consider describing your pictures in the subject title. See my own photos 
for this week as a reply. 
We invite you again to show your own snapshots or even choice pictures. Remember it's all about the 
enjoyment of taking pictures regardless of what we have. We can learn from each other and it's fun to share 
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too. 
 
Digirame  
Forum Pro • Posts: 27,358  
 
High ISO at the Falls  
In reply to Digirame, 1 week ago  
It has been a while since I had visited Multnomah Falls. We were talking about the low light ability of these 
Rebels so I thought I'd try to take a few pictures here, where it's dark during the day because of the mountain 
shadow and tree cover. 
Photo No. 1 - Here's a picture of Multnomah Falls, which is a very popular tourist destination.  ISO800 
worked well here at F8, as I prefer to not see the silky water. 

 
 
Photo No. 2 - At the top you can see some people on the left which helps better dimension the size of the 
falls.  This was also taken at ISO800 using F9. 
 

 
 
mizunosport  
Regular Member • Posts: 149 • Gear list  

 
 
Digirame  
Forum Pro • Posts: 27,358  
 
Re: Pumpkins  
In reply to mizunosport, 1 week ago  
It's nice to see those pumpkins.  I look forward to taking pictures at our local pumpkin patch also. 
Digirame  
Forum Pro • Posts: 27,358  
 
Re: Thoughts on Upgrading Body?  
In reply to MMACory, 5 days ago  
Only once did I take indoor pictures of volleyball with my Canon T2i (550D) camera.  I had to use high ISO 
settings like ISO1600.  Of course, I could not use a flash. 
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Here's one of them.  I had natural lighting from the open windows around the room, on both sides.  The 
Canon 70D would get you a little better high ISO performance than this, plus you could use the 1/3 
incremental ISO settings like you can with the Canon 60D in aperture or shutter priority mode (if I'm not 
mistaken). 
 

 
 
MMACory  
Contributing Member • Posts: 750  
 
Re: Thoughts on Upgrading Body?  
In reply to Digirame, 5 days ago  
Nice.  You got the white balance right which is always a challenge in gyms like that.  Here's one of mine 
from last April, I think.  I'm halfway through George Jardine's LR4 course with staggering results so my 
shots will be profoundly better moving forward.  Volleyball's a tough one: 

 
 
CANON FORUM SECTION 
 
Malcofor  
New Member • Posts: 5  
 
Canon 60d or Canon 70d  
Hi guys! 
I'm looking to buy a new camera and I'm really torn between the canon 60d and the canon 70d. I've found a 
couple of kits that looked good, but I'm really not sure which one to get. I'm not a professional photographer 
and this would be an upgrade from my nikon d3000, which was a HUGE disappointment in terms of color, 
focus and image quality. I am looking for something that will have all of those three. 
Canon is selling a 60D kit with EF-S18-135mm and EF 70-300MM f/4-5.6 IS USM for 1300 dollars. How 
good is the 70-300 lens? 
The other option would be the standard 70d kit, with the 18-135mm for 1500 dollars. I would eventually be 
able to buy other lenses but not at the moment, so I want to make sure that whatever I choose is the right 
choice. 
Also, for my nikon I had 18-55 and 55-200 lenses and it was horrible to have to switch them out every time I 
wanted to take both a close-up and a wider picture, so I want something that will let me do both, and still get 
great quality, without having to switch lenses all the time. 
Help! 
Mariana 
 
Anderton  
Regular Member • Posts: 332  
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Re: Canon 60d or Canon 70d  
In reply to Malcofor, 1 month ago  
 
It depends on what you shoot for and your budget limit. For example, if you shoot portraits and sports, 
maybe a fast telephoto would do be a good fit. If you are into landscapes or street photography, maybe a 
wide angle. 
You have mentioned that you do not like to change lenses. that you want wide as well as close up. Here are 
some options: 
Bodies: Canon 600D, 650D, 700D, 60D 
Primary Lens: Canon EF-S 15-85mm f/3.5-5.6 USM IS or EF-S 18-135mm f/3.5-5.6 IS STM 
Secondary Lens: Canon EF-S 55-250mm f/4-5.6 IS II used or STM version new 
One of the bodies and primary lens should be under $1300. 
The primary lens are sharp, with the 15-85mm having the advantage of wide angle and optical quality and 
the 18-135mm the longer focal length. 
If you do not shoot telephoto that often or wish to save money, consider finding the secondary lens on eBay 
(except for the STM version, which is new). 
If you will be shooting video, consider the Canon 650D, 700D, 70D bodies and STM lenses. 
By saving on the camera bodies and buying used lens (eBay, Amazon, B&H, etc) you can budget towards 
additional fast low-light prime lens, flash, filters, faster and larger memory card, etc. 
On the EF 70-300mm IS, I have only used it once and it is quite slow. It is more versatile over the 55-
250mm due to the focal range and full frame compatibility, however the price of this lens new is heading 
towards f/4 L non-IS lens territory so I would only consider it used or if it came cheaply in a kit. 
The STM lens have all been improvements both in speed and optics over their non-STM predecessors, 
although they are generally not as fast as most USM lens. I would still wait and choose the 55-250mm STM 
if buying new. 
Good luck! 
Anderton 
 
canuck dave  
Senior Member • Posts: 2,443  
  
Re: Canon 60d or Canon 70d  
In reply to Malcofor, 1 month ago  
This is a Canon forum and I'm a 'Canon guy', but........... 
Yes, according to Ken Rockwell your Nikon D3000 is a dog: http://www.kenrockwell.com/nikon/d3000.htm 
However, I would seriously consider the option of staying with Nikon. Their products are as good as any 
Canons, plus you already have two Nikon lenses. When you are looking for a lens, "something that will let 
me do both, and still get great quality' this is an area full of compromises. And usually, the more you spend, 
the more it can help (but heck, skill does come into play as well!). 
The Canon 70-300 (non-L) lens is ok. I had one, but beyond 250mm it is not very good. But that is very 
common among mid-cost-range 70-300mm lenses. For non-demanding work most are fine. But that does not 
answer your quest for an all-round lens! 
The Canon 60D is price-comparative to the Nikon D7000, for example. But the Nikon D5200, for much less 
money is a very good camera. And you would have money left to buy a significantly better lens. 
I would strongly suggest you look at this option rather than jumping ship. The grass is not necessarily 
greener (at Canon!). 
 
MirandaWeston  
New Member • Posts: 1  
 
Beginner session  
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1 month ago  
Hi there, I am just a beginning photographer and would like some feed back on some images I recently took. 
Thanks. 

  
 
Chris R-UK  
Forum Pro • Posts: 10,711 • Gear list  
 
Re: Beginner session  
In reply to MirandaWeston, 1 month ago  
These are just my personal opinions and you and others may well disagree with them. 
I really like the first shot.  It looks very natural and unposed and it is an unusual composition. 
The only problem that I have with it is the large expanse of the blue truck body on the left hand side.  This is 
really distracting and takes attention away from the couple.  This might be a situation to apply the rule of 
thirds by cropping out most of the body and placing the couple towards the left hand side of the shot.  
Reducing the saturation of the truck body might also help.  You might want to experiment with different 
crops including a closer crop to take out some of the sky. The only other suggestion that I have is that 
darkening the sky slightly in post processing would probably bring out more cloud detail.I think that the 
second shot has problems. The couples faces are out of focus.  It looks as if the camera has focused around 
the bottom of the man's trousers and, because you have used f1.8, there is not enough depth of field to get the 
faces in reasonable focus as well.  Were you using all points focus?  It looks as if the camera might have 
used one of the bottom focus points because that was the nearest.The other problem is the exposure.  There 
appear to be blown highlights on the side of the man's face, on the girl's leg and in parts of the sky.  If you 
shot in Raw some of these might be recoverable, but you needed to underexpose by about 0.5-1.0 EV to 
avoid the blown highlights and then lighten up the shadows in post processing.  As with the first image, 
darkening the sky would probably bring out a lot more cloud detail. 
If this had been one of my shots I would have cloned out the grass stalk that sticks up in the foreground but 
that would be quite a lot of work. As I said at the beginning, this kind of C&C is very subjective.  I think that 
the first shot is very good so keep shooting. 
 
CAMERA VS MOBILE PHONE 
 
Mark B.  
Forum Pro • Posts: 12,808  
 
Re: Canon EOS 450D with EFS 18‐55mm lens vs Nokia 808 Pureview  
In reply to Samet61, 2 months ago  
Samet61 wrote: 
Hello, 
i bought the Nokia 808 yesterday and compared it with my Canon EOS 450D. Im not a good Photographer 
you will see it in some Pictures without Flash. Here is the Link to the Pictures on Flickr: 
http://www.flickr.com/photos/99681159@N07/ 
and now i will explain my opinion: 
The First 4 Pictures are Toys from my brother. I played a bit too much with the Saturation and Contrast 
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settings of the Nokia 808 so the Picture with Flash is a bit reddish. 
But you can see the Nokia has more Details. Look at see Seats from the Audi or the Cockpit and the Tires of 
the Airplane. 
The Pictures without Flash are equal the Nokia has a bit more Noise and has the better Lightning but both 
pictures were taken from an differen angle so they arent really compareable. The Nokia 808 is sharper 
because i did set sharpness on +5. 
The next photos are Macro with Flash: 
Both are equal, the sharpness on Nokia was at +5 and vivid colours. If i would set them to standard settings it 
would look like the Canon. The Canon has more details and the Nokia 808 better colours. 
The next pictures were shot in low light: 
The Colours and the Sharpness of the Nokia 808 Pictures is much better. Look on the Nokia 808 Box or the 
Remotes. 
The next pictures were shot in mid light with and without flash. I made the Nokia 808 with Flash brighter 
with Photoscape because it was a bit too dark and uploaded the original and the brighter picture: 
In the pictures with Flash both are equal the Canon is a bit brighter. In some parts of the Pictures the Nokia 
has more Details e.g. the 3Key in other Parts the Canon has more details e.g. the first yellow key. On the 
pictures without Flash the Nokia is a bit brighter and looks more natural. If you zoom in you can see the 
Nokia has more details, but i think because my hands shaked a bit while i did take the photo. 
The next picture is one of my Garden: 
The Nokia 808 has better Colors and looks more realistic, the Canon is too bright. But if you zoom in you 
can see the Canon has more details. 
The next picture is a fan in low light. i made the picture of the Canon brighter in Photoscape because it was 
too dark. 
The Nokia is brighter and has more details. When you zoom in you can see the scratches in the middle and 
the round wires are sharper. 
The next pictures show the depth of field: 
With Flash the Canon is brighter but the Nokia has better Colours and has more details e.g. the nose or the 
area around the eyes. Without Flash its the same thing the Nokia is clearly better. 
The next picture is a low light picture with flash: 
Again the Nokia is clearly better, its sharper and has more details. Zoom in to the Box and you can read the 
product information. 
The next picture is my computer: 
Both are equal maybe the Canon has a bit more details if you zoom in. But you can see that the Nokia has a 
greater focus area. Even the CPU cooler and the Graphics card is focused on the Canon it isnt. 
The next picture is a photo from my CD Cases in low light: 
The Canon has better colours, i think i played again with the saturation settings on the Nokia, but Nokia has 
again more details. When you zoom in the game titles are sharper and better to read than on the Canon. 
Do you share my opinion? Is the Nokia really as good as the Canon maybe Better. Ok the Canon ist 5 years 
old but its sensor is i think 3-4 times bigger than the Nokia sensor. Sorry for my bad english. 

The comparison makes little sense, and indicates that you don't really understand how to get the best 
out of the Canon nor understand the difference between a large sensor and a tiny one. 
You commented that the Nokia shows more of the area in focus; this is because a tiny sensor has a 
much greater depth of field than a large sensor; in fact it's one reason why some photographers prefer 
a large-sensor camera.  Oftentimes it's preferable to blur out a distracting background to focus on the 
subject. 
Also, DSLRs typically have a much less aggressive sharpening algorithm.  Unless you apply an 
unsharp mask or other sharpening, you can't really see what the camera is capable of. 
I won't be giving up my DSLR and lenses anytime soon  
Mark 
 

Jeff 
Veteran Member • Posts: 9,681 • ì 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Re: SmartCameras ‐ room for all types.  
In reply to dholl 
I take photos on my cell phone (a Galaxy SII), with a camera that has a touch screen and WiFi (Canon 
S110), with a superzoom (Panasonic FZ40), and with a Canon 7D DSLR. Which one is best depends on 
what I'm shooting and the situation. 
For some situations, there's no substitute for a large sensor, a solid body with controls that can be reached 
without taking your eye from the viewfinder, and with the ability to take a wide range of fast lenses with 
great optics. There will always be a need for such cameras and so always a need for high-end DSLRs. 
On the other hand, the convenience of having a small camera that you can carry everywhere and which you 
can use for multiple functions (including phone calls) can make up for other limitations in flexibility and 
image quality, so camera phones will always be popular. 
So, let's all enjoy the fact that technology is advancing so that all levels of cameras can produce better 
images than the same category of camera 5 years ago and then select the best one that we can afford for a 
specific task. 
 
 
 

Appendix 12: Netnography – Mind Mapping 
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Appendix 13: Interactions on I AM NIKON Flickr group 
 
 

 


