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Foreword

Sharp flagged its new Brand Vision “SHARP Shares Smiles.” in October 2015. At the
same time, Sharp’s new World View = SHARP Style, was formulated based on this
Brand Vision. It is critical to transmit our SHARP Style in a consistent manner in various
communication scenarios in order to capture expectations and empathy as much
as possible from customers and from those in society in general. This document,
“SHARP Style Guidelines,” is a compilation of rules established for various types of
communication, including sales and promotions, public relations and advertising.
Familiarize yourself with the content of these Guidelines, and create while adhering to

the rules.

September 2016

The objective of the Style Guidelines

For designs used in various types of communication:
« Utilize expressions that easily convey the SHARP Style to customers.

« Leave a strong overall impression by bringing about a sense of unity to
expressions that have been inconsistent thus far by area and product.

The difference between the Brand Manual and the Style Guidelines

Brand Manual: A series of rules centered on usage of the SHARP logo.
Style Guidelines: A series of rules for design elements, excluding the SHARP logo.

Note of caution regarding managing the Guidelines

Manage the Guidelines in accordance with the nondisclosure agreement when
providing this document to a collaborating production company.

Inquiries

Contact the office below if you need to consult for advice or have questions
regarding this document.

Brand Strategy Department

Branding Design Division

SHARP CORPORATION

E-mail: brand-unit@list.sharp.co.jp
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Background to formulating
the Style Guidelines



. A survey conducted in 2014 made it clear that Sharp’s brand image is weak compared with rival
\FM Background to formulating

companies.

. i In other words, the results showed that the image of the SHARP corporate brand is difficult to envision.
t h e Sty l e G ul d e l Ines In an effort to make Sharp’s image vivid again, we flagged a Brand Vision to reflect the image of the

company that Sharp ought to become and also formulated these Style Guidelines to express this
vision.



. . . Activities that build up the value of Sharp as a corporate brand will become critical going forward based
A02 PI‘I Nnci pleS Of bra nd | ng on the Brand Vision, all the while continuing to clarify Sharp’s image.

We will shift from a strategy of reinforcing product brands, aimed at shoring up the value of Sharp’s
brand, to a strategy based on making an impression with the Sharp brand itself as a way to raise the
brand value over the long term.

Previous New

SHARP
SHARP

AQUOS
#1GZ0

Healslo

Business, product and technology brands Corporate Branding
boost the value of the corporate brand.

Brands that have built up value will be
consolidated under the “SHARP” corporate
brand. This will enhance the value of the
corporate brand and provide a guarantee
for all sub-brands.



X\ Brand Vision

The image that SHARP aims to project

Brand Vision Image that SHARP aims to project

We want to share the “fun” that makes life more exciting.

We want to share the “experiences” that compose a rich lifestyle.

° ‘We want to share the “information” that makes it easier for us
are S ml eS all to work more effectively.
[ ]

We want to share the “knowledge” that leads to better business.
By sharing and spreading ideas through products and policies,
SHARP wants to help people enjoy a lifetime of smiles.

Brand Value Value that we promise to deliver to our stakeholders. Brand Personality Distinctive qualities we will exemplify to achieve our vision.

Creating “Life & Work Solutions” featuring unique ideas

Friendly and Lively, Bold and Sharp

and technologies that suit people and blend well with society.

To deliver on the promise of our Brand Value, there are three powers we will radiate:

Power to Discover Power to Produce Power to Amaze Friendly Lively Bold Sharp

Coming up with ideas in spaces Giving shape to diverse technologies Turning the extraordinary Very familiar and likeable. Bright and exciting. Strong and straightforward.

Intelligent and sophisticated.
that are often overlooked. in unexpected combinations. into reality.

*An explanation of the brand concept and the history of formulating it, among other items, are on the brand page on the Intranet. Refer to the page for details.



. Photos perhaps best illustrate the global impact of what “SHARP Shares Smiles.” means to our World
AU SHARP Style = World View View.

These images exemplify the essential idea of “SHARP Shares Smiles.” and provide a visual expression
of Sharp’s new corporate image, and what it means to customers and society at large.

Focusing on pictures of people smiling makes us smile. Pictures that offer a glimpse of little moments
of happiness we all encounter every day. Lively people, having fun together, enjoying life and nature.
With these images we seek to reinforce that global image of Sharp as being close to people and
committed to spreading smiles around the world. The essential concepts are happiness and vitality.

SHARP Shares Smiles.



Fonts




BO1

Serif

Sans-serif

Designated fonts

European languages

Adobe Garamond Pro

Regular

Semibold

Bold

ABCDEFGabcedefg0123456789
ABCDEFGabcdefg0123456789

ABCDEFGabcdefg0123456789

Source Sans Pro

ExtraLight

Light

Regular

Semibold

Bold

ABCDEFGabcdefg0123456789
ABCDEFGabcdefg0123456789
ABCDEFGabcdefg0123456789
ABCDEFGabcdefg0123456789

ABCDEFGabcdefg0123456789

« Use the designated fonts when producing various publications and using digital media.

« Refer to the next and subsequent pages for using each font (usage standards).

« For languages that do not have a designated font, substitute one with a font that looks as close as
possible to the designated font. Also, please contact the Brand Strategy Department.

Japanese language

D> Text PlusN

EL

HVIZBTAVTFLZLF123
HVIZBTAVTALZLIF123
HVIZABTAVTALLIF123
HVIRBTAVTA LT 123

By IP

(Source Han Sans Japanese)

ExtraLight

Light

Normal

Regular

Medium

Bold

HVWORETATILALZLUFII
HUVWOIRETAIVIARUAFI2I
HWSZETAIIALLUFI23
HUWSZETAIIALUFI23
HVWSRAETAIVIARUFI23
HWSAETIIITFARIUFI23

Chinese language

Adobe A4 Std L

(Adobe Song Std)

L FEMI R 2123

Adobe BH#E Std L

(Adobe Ming Std)
L ERERIRZEL23

“When it is difficult to obtain a font, replace it with a font that gives off a similar impression.

II_;\/ \12'S CN

(Source Han Sans Simplified Chinese)
Extralight SENAYAZS123  Regulr SEAIRYRZT 123
gt  SERIAYRZT123  Medum FEFIAIKRZET123

Normal  ZEFIRIKE123 Bold EMRIXE123

/|_,\/ \ﬂﬂ TW

(Source Han Sans Traditional Chinese)

Extralight SEEERYAZE123 Regular  SEEEAYRZE123
gt  SEREMIRZEI23  Medum SERERIKZEL23

Normal  EFEMIARZE123  Bold  EREMIKXZE123



WPl Usage standards

European languages

Japanese language

Serif
Chinese language
European languages
Sans-serif Japanese language

Chinese language

Fonts

Adobe Garamond Pro

&> Text PlusN

Adobe 4K Std L
Adobe FHEE Std L

Source Sans Pro

RB/BIvo JP

BIREIACN
BIRERE TW

The use of the designated serif and sans-serif is different depending on the purpose.
Use correctly by referring to the usage standards and examples.

Usage standards

« Use for important words or sentences (*1) mainly in the form of
catchphrases or ledes to convey distinctive intentions. Use by
referring to examples of copy in the serif typeface.

« Do not use the serif typeface for words or sentences that are solely
aimed at indicating functions or specifications, even if they are a
catchphrase or a lede.

« Do not use the serif typeface for ordinary words or phrases, such as
in the body copy or when representing specifications.

« In principle, do not use a font other than the designated fonts.

« For languages that do not have a designated font, substitute one
with a font that looks as close as possible to the designated font.
Also, please contact the Brand Strategy Department.

+ Use the font for everything aside from *1.
« In principle, do not use a font other than the designated fonts.

« For languages that do not have a designated font, substitute one
with a font that looks as close as possible to the designated font.
Also, please contact the Brand Strategy Department.



VKl Examples of serif typeface usage

Comfortable Air, Comfortable Home

Use for important words or sentences mainly

in the form of catchphrases or ledes TeChnOIOgy For Healthier LiVing

to convey distinctive intentions.

TRULY REALISTIC IMAGE

Immerse into the new reality

Keeping your air clean and safe



Wl Examples of font usage (Japanese language)

D> Text PlusN—— r B/AD YT JP r &5 Text PlusN Source Sans Pro —B/AdIwY JP
|

\
BRATLE .
SHARP wansns ‘ XX00 line
http://sharp.cojp/aquos sy
AKKRRIZ . SKIR 1B E XX123 AQUOS
AKEOESNVERELL,
USBAMTIF/\—RT1 X7 (BIIFE) SREP AT — b 74> E HEHE,

B3O UT B BBR.ETELED/N\Y I 51 MER.

o
FERRR F2MHLY 1L I T

I e

EELZESal =25

LC-40H20 #-7ms [ ]

— LC-32H20#-ee ([

HLUME DR TEE BPSLS)  EurrsaTvay BRI

&i Y 37 &" Vi z) EBUER  AN-L30AGL (ov-vE) [ oot | T St coromrantometoston
~ /b = — 'fﬁ o

SKIIRE #AIREIC T 2. AR B R T 1% A
w X00 AQUOS

BRARILODIFEE VO TEI LN EBETSRAT B L TARROEES LMARBERN ) REOIRBEH) &
TR £ 4K LICRET 5 £ T D TR NF XHID ARG E M LI T BKARIRE 2 RRL & L1, IANTES2Y NESaY
st (e 2407191420
Ke3me 2K-45e 4K-4me S T
FRAN FRAm Shazs0 XAN—LPBEEICT1D,

HEERROTSAIN—FET )L,

ARE QK S LDIER AR (K SZLOLER

[— LC-19H20 -7 (]|
LC-22H20+-»ms (|1«

AQUOS

wERANTYT EERA RSN T YT

HLUMIE P TEE BPSLS)  EuRrsaTvaY BRI
n

SEITSR  AN-130AGL (24V-22v-19vE) ‘ »r39:40 ‘ Ttk Whitp

R/AITyT JP



BO5

Samples

Adobe Garamond Pro —

Source Sans Pro

AUDIO VISUAL CATALOG

SHARP

CHANGE YOUR LIFE

Adobe Garamond Pro

Examples of font usage (European languages

— Source Sans Pro

Source Sans Pro

TRULY REALISTIC IMAGE

When you b

1ya TV, its a good ide

ave a think about
benefits Your TV wil be slim and elegant, with fantastic sharpness and cor

rat you should go for. LCD LED has the most
rast giving a truly fabulous picture

1o matter how light or dark your TV room s. And you'll reap the benefitsof minimal energy consumption as

well_Especially important when buy

AQUOS

alarge TV,

Sharp AQUOS TVs always come equipped with the very latest LCD LED picture technology on the market.

No matter what your preference, 2D or 3D TV, y

'l enjoy morelfelike colours and extra image depth -

guaranteeing that your new AQUOS will give you many years of viewing pleasure and satisfaction

4 COLOUR TECHNOLOGY

To display more vivid and natural colours
the Quattion 4 Colour Technology adds a
yellow subpixel to the standard RGB pre
{Red, Green and Blue). RGBY reproduce
colours that are difficult or even impossible
to portray using conventional LCD displays.
Brightness s improved and the power
consumption reduced by up to 30%.
The Quattron 4 Colour Technology also
provides smoother ransitions between
colours by enabling subpicel contiol of up
to8millons dots sub-pixels). This allows
the sub-pirelto be partiallyilluminated
or shaded, unlike traditional LCD panels
Displaying shades allows a smoother image
o be generated, with a higher perceived

Ksenirs XGen/RoBy
0ot Sz ons

T nlrged anel mages are creted from micscope phcraphy

SCANNING LED BACKLIGHT

Toimprove fast moving images and reduce aferimages n rapid
motion 3D pictures, Sharp combines 100Hz doubleframe drive and

ts

crosstalk ‘ghosting” occurs when the images for the left eye and the
right eye overap) by reducing the optical perception of afterimages
using high-speed on/off light control and separate drive. In 2 the
motion bluris reduced to create a better motion picture.

X-GEN HIGH SPEED LCD PANEL

“The next generation high-speed
response X-Gen LCD panel en
moving images and creates incredible
depth. By using a new liquid crystal
material and panel structure the
distortion i kept to @ minimur,
displaying astable, sharp picture.
When watching 30, crosstalk s
reduced upto X
n panel is produced
using Sharp’ unique UV *A photo-
alignment technology to provide better pixel control. The new panel
provides a wider aperture; more light passes throughin order to
reate 2 bright image and the pixels are sealed more completely,
tingin an ultra-high contrast ratio to project an incredible depth

“Compared with the conventonal LET00 seres

Comventionsl Conventionsl
harpicopanel  UWApanel ShapLcOpanel  UVApanel

FRED TECHNOLOGY

Improved high-speed control with one signal path. Astandard 30

LCD panel uses two signal paths to reproduce the visual information.
V24 makes it possible to use ust one signal path (FRED - Frame

Rate Enhanced Driving Technology. This reduces the need for cabling

and numbers of components in the LCD panel,resuling n better

utlisation of background light and lower energy consumpion.

<o

ional Sharp technology

XX00 line  Xxx123

AQUOS

— 2Dor3D?
Why not go for both!

Ifyou're interested in 30 TV, you should defnitely take a closer
look at the AQUOS Quattron 30, Sharp t
outstanding picture quality in 20. In 30 it absolutely magical,
Depth, contrast, colour clarity - allthese things make the picture
leap fight out into your room and envelop you, This i as close as.
you can get to the cinematic 3D experience,

Convert 2D to 3D

Sharp advanced 30 glasses offer 2 unique set of features, such
as simulated 3D and 30-0-20 mode conversion. The simulated
30 mode gives ordinary 20 an extra dimension, and the versatile
30-t0-2D mode conversion allows one person towatch in 20

while others are watching in 30.

Precautions when viewing Stereoscopic 30

Highspecd On/Of switching of LD shutters n 3D lasses
ses parallax o reprodice

roscopic mage.

How 3D TV works

When we look at an object, the left eye and the right eye see it from
slightly different angies, The difference between the two images allows
the brain to create a three-dimensional image. 30 on TV worksin more
orless the same way, but every image now consists of one image for
Jasses have

’ forthe lef eye. D
builtn active shutter function which synchronises the glasses with the
TV and toggles image display between the left eye and the right eye.

Source Sans Pro




VW Examples of font usage (Chinese language)

Adobe K Std L

BIREM CN
Pﬁ

r Adobe A4 Std L

Source Sans Pro

SHARP

AQUOS

A A P i

RREN
http://sharp.cn/aquos
2015-xx

FEAKFT A, 8K B o 5252 3 1Y R OK o

4

FEAS RS

EET BrEs

EEASKHNHER, XAT ‘I EERR”

T EREMERMAN L BN FERORBER (D, 3, B) ‘WREXARH=RE. EESH TEREZR"
BB T B RERA BACRRER, ATHARSKI MR, RIRT SR ESUEHAER,

K-3me 2K-4re 4K-4me
Lar0mmos Loioxuos Taioaiso

XX00 line  XX123

LCD-70/60 UG30A

— B2 X AKEI BB

LEEEE 2
@IHEPELLE
@i A

EOES] (CD-7T0UG30A [ | ) IEESICD-60UG30A [ )| )

BIREM CN




Colors




Co1

SHARP red

R230 GO B13
C0O M100 Y80 KO
Pantone 186C

o
frd

R255 G163 BO
CO M41 Y100 KO
Pantone 137

=
Io

R212 G93 BO
CO M68 Y100 KO
Pantone 717

=
I.~°

R157 G72 B21
CO M80 Y100 K35
Pantone 2021

N
(o]

R64 G61 B51
CO MO Y5 K90

37

R251 G250 B241
CO MO Y5 K5

White

]

R255 G255 B255
CO MO YO Ko

02

R251 G221 B64
CO M4 Y87 KO
Pantone 114

11

R218 G170 BO
C2 M22 Y100 K8
Pantone 110

20
R175 G109 B4

C7 M49 Y100 K25
Pantone 139

29
R89 G87 B76
CO MO Y5 K80

38

R217 G217 B217
CO MO YO K15

Color Palette

Black

RO GO BO
CO MO YO K100

03

R192 G223 B22
€29 MO Y72 KO
Pantone 2297

12
R168 G173 BO

C29 M1 Y100 K18
Pantone 383

IN
[

R101 G141 B27
C62 M1 Y100 K25
Pantone 370

30
R113 G111 B99
€O MO Y5 K70

39

R230 G230 B230
CO MO YO K10

o
I-h

R38 G208 B124
C56 MO0 Y58 KO
Pantone 7479

[y
Iw

R58 G145 B63
C75 MO Y95 K15
Pantone 7740

N
N

R3 G95 B29
C87 MO0 Y100 K50
Pantone 2427

31

R135 G134 B121
CO MO Y5 K60

« Use the colors of the color palette, in principle, when producing various publications and in digital

media.

- Refer to the next and subsequent pages regarding use of each color (usage provisions).
« Recreate correctly by following the RGB and CMYK values as well as the PANTONE numbers.

Io
(]

RO G178 B169
C81 MO Y39 KO
Pantone 326

=
I-h

RO G118 B129
C96 M9 Y32 K29
Pantone 7474

IN
w

RO G81 B81
C89 MO Y45 K72
Pantone 7722

w
N

R157 G157 B143
CO MO Y5 K50

(=]
()]

R72 G169 B197
C68 M1 Y8 K8
Pantone 7702

=
Iu.I

RO G127 B163
C100 M5 Y14 K17
Pantone 314

N
I-h

RO G86 B112
C100 M18 Y12 K59
Pantone 7708

w
w

R179 G178 B164
CO MO Y5 K40

07
R123 G166 B222

C53 M26 YO KO
Pantone 7453

=
Im

R35 G97 B146
C96 M54 Y5 K27
Pantone 647

25
RO G32 BI1

C100 M85 Y5 K36
Pantone 281

34

R200 G199 B184
CO MO Y5 K30

08
R186 G156 B197

C24 M44 Y0 KO
Pantone 522

=
I\l

R104 G71 B141
C74 M85 YO KO
Pantone 7678

26
R60 G16 B83

C85 M100 Y6 K38
Pantone 2627

35

R219 G218 B203
CO MO Y5 K20

Gold

Dark R137 G107 B39
Bright R240 G224 B147
Dark C40 M55 Y100 K20
Bright C4 M12 Y50 KO
Pantone 871C

09

R243 G149 B199
C2 M51 YO KO
Pantone 2037

18
R174 G37 B115

C18 M100 YO K8
Pantone 675

27
R124 G40 B85

C26 M99 Y12 K50
Pantone 683

36

R238 G237 B223
CO MO Y5 K10

Silver

Dark R89 G87 B76
Bright R251 G250 B241
Dark CO MO Y18 K80
Bright CO MO Y5 K5
Pantone 8380C



C02

+ The use of SHARP red and each color of the palette differs depending on the purpose.

Usage standards-1

Colors Usage standards

« It is the basic color for the SHARP logo. Refer to the Brand
Manual for provisions on the SHARP logo.

HARP r
S ed « The color can be used for text, charts and other parts you

_ would like to specifically highlight.

« It cannot be used over a large amount of space, for example,
as background color.

White
36 37

« Use for background color.
38 39

« The color can be used for text.

« The color can be used for text, charts and other parts you
Black would like to specifically highlight.

_ « |t can be used as an index color.

« It can be used as a background color for instances when you
would like to let the product stand out or would like to use
explicit expressions. For other types of usage, do not use over
a large amount of space.

Usage samples

Be the Kind of Company
Society Needs and Build a
Business Foundation Geared
to Sustainable Growth

Q 1l

R
Sustainable
Growth
Be the Kind of Company Be the Kind of Company
Society Needs and Build a Society Needs and Build a
Business Foundation Geared Business Foundation Geared
to Sustainable Growth to Sustainable Growth

Be the Kind of Company
Society Needs and Build a
Business Foundation Geared
to Sustainable Growth

\
¢




oIkl Usage standards -2

Colors

01 02 03 04 05 06
] I I
07 08 09 10 11 12
] I R
13 14 15 16 17 18
4 1 1 | | |
19 20 21 22 23 24
- 4 1 | | |
25 26 27 28 29 30
1 1 | | | |
31 32 33 34 35

I N

Gold Silver

Usage standards

« The color can be used for text, charts, pictograms and other
parts you would like to specifically highlight.

« They cannot be used over a large amount of space, for
example, as background color.

« In principle, the number of colors to be used on one page is
to be limited to four; also, aim to use simple and organized
expressions.

« Aim to use a balanced color scheme.

« Use these colors when you would like to create a sense of
luxury or for parts you would like to specifically highlight.

« Cannot be used over a large amount of space, for example, as
background color.

Usage samples

Sustainable Growth

Be the Kind of Company
Society Needs and Build a
Business Foundation Geared
to Sustainable Growth

A

A
W

lj Draminim



Examples of color usage

SHARP

Corporate

Profile Title

CORPORATE PROFILE

Sustainable
Growth

Sharp recorded large net losses in fiscal 2014. We deeply
apologize for any worry we may have thereby caused our

customers, business partners, shareholders, and other

SHARP
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oo Examples of impermissible color usage

Using as background color except for white, 36, 37, 38 and 39 in the color palette.

Corporate

Profile Title

%A1 Fv Sv—TlE
REBREEERERALLT
HAWEEERLET

Using five colors. The colored area (sense of volume) is too large. Using five colors.
The colored area (sense of volume) is too large.
SHARP o
BELEEES -
RTHERE

HENEEES - ZEERARN, BiTHaR

i
B

RSB RRRENES

00%

|||I0|D” |||I|
Ll

AT :

/)R FBOARRL MR F BIATRE Toni manaRman

HEUZEES - Z2BESFARS,

BATHRE

AN AR IR FEIATRD

T
- EEREGN,




Pictures




DO1

People-1

Refer to the standards below when selecting pictures or having a photo shoot in which people are the
main subject.

*This does not stipulate the ethnicity of the model.
*This restriction does not apply if using a celebrity or a mascot.

Expressions

+ A natural smile or a familiar expression that conveys a
person’s feelings or personality at a specific pointin time.

Scenarios

« A'scenario in which one experiences a glimpse of happiness
in ordinary moments in the course of one’s daily life.

« Ascenario that provokes a feeling connection or communi-
cation between people.

A photographer’s perspective

« A perspective that attentively watches over one’s happiness
in ordinary moments in the course of one’s daily life.

« A perspective that appears as if the photographer is closer
by taking a step closer to the subject.

« A perspective that even makes the photographer himself
unconsciously smile.



Refer to the standards below when selecting pictures or having a photo shoot in which people are the
D02 People-2 main subject.

*This does not stipulate the ethnicity of the model.
*This restriction does not apply if using a celebrity or a mascot.

A grim expression Unnatural expressions A scenario that makes A scenario in which a
or a fake laugh one feel concerned sense of communication
cannot be felt

A condition in which a Excessive exposure of
sense of cleanliness is the skin
lacking



Refer to the standards below when selecting pictures or having a photo shoot in which the scene itself

D03 SceneS'l is the main subject.

Lifestyle Office Public space Nature
« Can feel a sense of warmth or presence of a person « Can feel a sense of energy « Foot traffic or a gathering of people - Can feel the energy that nature and life
« Can feel that a person live thoughtfully « Can feel a sense of openness « Can be felt as a scene from one’s daily life possess

o . « Can feel a sense of freshness
« Conveys food or drink in an appetizing manner + Has depth



Refer to the standards below when selecting pictures or having a photo shoot in which the scene itself

SceneS-2 is the main subject.

There are no restrictions when using comparative expressions (example: fresh vegetables, wilted
vegetables).

Cannot feel a person’s Confused expressions Cannot feel a sense of Has a sense of being Unnatural expressions
warmth energy trapped

Expressions that hint at Expressions that are strong- Distasteful expressions Expressions that do not

danger ly critical of race, religion, give a sense of freshness

politics orideology



DIV Product pictures-1

Pictures used to convey the product itself

Pictures that convey the entire product

« In principle, use white as the background.

« Use an attractive angle that sheds the best light on the beauty
of the product.

The basic principles for pictures used to convey the product itself are that:
« First, they convey the beauty of the product.
- Second, they are able to convey the characteristics of the product’s design without a written

explanation.

Refer to the standards below to select pictures or for photo shoots.

Pictures that convey portions of a product

« An angle that best conveys a sense of quality or the details of
the product’s functions.

- Lighting that evokes a sense of the high quality of the product.

« Alayout that makes the entire composition appear attractive
(includes margins).

Pictures that express a product in a space

« In principle, use a space with light tones.
« Interior space that is of high quality and with a sense of depth.

+ An angle that makes the product most esthetically pleasing in the
space.



. The basic principles for pictures used to convey a sense of use of a product are that they:
P rOd u Ct p | Ctu reS'2 « Focus on people in order to convey the joy of using the product, rather than on providing an
explanation of the product.
« Convey happiness or comfort that occurs in ordinary moments in the course of one’s daily life.
Refer to the standards below to select pictures or for photo shoots.

Pictures used to convey a sense of use of a product
(a scenario that includes people when pictures are shot on location)

People

« People that are in line with the standards established in D01
(People-1).

Space or background

« Aspace with an aesthetically pleasing interior where a sense
of everyday comfort can be felt.

« Aspace that has depth or is expansive.

Products

« A setting that offers a sense of presence for the product or
includes a product placed in an understated mannerin a
luxurious interior.

« A product does not have to be in focus if it is placed in front
of or behind a person on whom the focus is to be placed.

« Possible to express a product by placing a portion of the
product out of the frame of a picture or hiding a portion of
it, if the purpose were to create a natural-looking scene or
the image is to be broadened.



History of revisions

Brand Strategy Department
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