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Merhaba,

Bu eser endustriyel bir yaratici guce sahip, adeta bir
pazarlama fabrikasi gibi calisan Brainworks Global
adina tarihe birakilmak lizere bir pazarlama kaynagi
olarak hazirlanmistir.

Bu eserde pazarlama ar-ge, strateji odakli iletisim
tasarimi, dijital pazarlama mihendisligi, dogru medya
ve mecra planlamasi Uzerine pazarda dogrudan uygulanmis
calismalari ve spesifik sonuclarini bulacaksiniz.

Bir cesit icgoru + veri odakli calismalarin rasyonel
sonuca dayanan vaka analizleri kitapcigi da denilebilir.

Dogru sonuclanan hicbir is sans degildir

Keyifli anlamalar...

Hello,

This work is prepared as a marketing source to be left
behind for posterity in the name of Brainworks Global
who almost work as a marketing factory with an
industrial level of creative power.

In this work you can find activities directly
implemented on the market in regard of marketing

R&D, strategy oriented communications design, digital
marketing engineering, and correct media and course
planning, and specific Results of such activities.

You can also call this work as a case analysis handbook
based on rational results of insight +
data oriented approach.

Nothing that ends up with the correct Result is chance.

Have fun understanding. ..
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Kronoloji

> 2016
Perakende, Sanéy} > 2010
ve Insaat Sektorunde

3 Kuruldu

Adini1 Sikca Duyurdu

Founded in 2010
In 2016, he announced his name

in the retail, industry
and construction sector

> 2016
Ege Bolgesi

Reklam Sektoru
Vergi Odiilini Aldi

Aegean Region advertising sector
received tax award in 2016

> 2012
Bu Isin Arkasinda Kim Var®
Mottosunu Sahiplendi

In 2012, he owned the motto
"Who is behind this?®"

> 2016 I
100 Markaya Ulasti Bolum / Chapter

Vakalar / Cases

100 brands in 2016

> 2017
Cirosunu ve Hizmet Ihracatini > Ly :
Onceki Yillara Gore Ciddi SIS, (PSR, fA(EieT
Oranda Artird: Opened an office in Istanbul
In 2017, turnover and service tn 2018
exports increased significantly
compared to previous yedrs
> 2018
I1k Global Yatirimini Ald:
> 2019
He took his first global US Brainworks Grup AS Catisi
investment in 2018 Altinda Brainworks Global

Unvanini Aldi

In 2019, Brainworks took
the title of Global
BRAINWORKS GLOBAL

Pazarlama Ar-Ge, marka ve is gelistime, strateji odakli iletisim tasarimi,
dijital pazarlama muhendisligi, medya ve mecra planlama konularinda uzmanlasmis bir yapidir.

Marketing R & D, brand and business development, strategy-oriented communication design,
i1t specializes in digital marketing engineering, media and media planning.




ALSSBI

ALIAGA ORGANIZE SANAYI BOLGESI

Once / Before

> Tiirkiye'nin En Biiyiik Kimya Ihtisas ve Organize
Sanayi Bolgesi

Problem: Yaklasik 10.000.000 m2 alanda Turkiye'nin

en stratejik bolgelerinden Aliaga‘'da konumlanmis
Turkiye'nin en buyuk kimya ihtisas ve sanayi bolgesi
Alosbi, gerek finansal gerek parsel satisi anlaminda
istedigi basariy1 yakalayamiyordu.

Heniz kurumsal bir marka kimligine sahip dedildi

Cozim: Yeni bolge yonetimi ve ekibinin vizyoner

bakis acisiyla kurumsal marka kimligi ve pazarlama
danismanligi isini Brainworks Global ustlendi.

Alosbi icin “Her sey bir damla ile baslar” mottosuyla
marka hikayesi olusturuldu, tum marka kimligi

ve bolge i¢i tasarimlar hazirlandi.

Sonucg: Alosbi adini yurt disindaki dev sanayi
kuruluslari nezdinde ciddi oranda duyurdu, marka
kimligine sahip olmayan diger sanayi bolgeleri icinde
marka farkindaligi yaratarak bir cazibe merkezi
haline dondstld. Bu sdre¢ sonrasi yasanan ciddi parsel
satisi ile bolgede tam bir doluluk saglandi.

NEDEN
ALOSBI?

©ALOSB

Oneil ve Emsalsiz

Galeri -
Alt Yapt
Sisteml -
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© ALOSBI

Aliaga Kimya ihtisas ve Karma Organize Sanayi Bolgesi

Sonra / After

> The largest Chemical Specialisation and Organised
Industrial Zone in Turkey

Problem: Despite being the largest chemical
specialisation and organised industrial zone of
Turkey and being situated on an area of 10,000,000
m2 in Aliaga, one of the most strategic regions of
Turkey, Alosbi IZ was unable to achieve the success
it desired in financial figures and parcel sales.
Because it still lacked a corporate identity.

Solution: Under visionary approach of the new
management and team, Brainworks Global undertook
corporate brand identity and marketing consulting
for the IZ. A brand story with the motto “Everything
starts with a drop” was created for Alosbi, and
preparations were made for complete brand identity
and regional designs.

Result: Name of Alosbi became significantly well
known among large foreign industrial entities,
achieving brand awareness in contrast of other
industrial zones lacking their own branding, thus
turning into a centre of attraction. The significant
increase in parcel sales seen after this process led
to complete capacity utilisation in the zone.
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0zel Kesimli Tanitim Brosirl / Brochure Design
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ALOSBi

Dijital Yonlendirme Kiosku ve Bilgilendirme Kiosku Tasarimlari / Digital Orientation Kiosk and Kiosk Designs

Ao01

ALOSB»
YALIAGA

ALOSBI

Otobus Duraklari Tasarimi / Bus Stations Design

©ALOSBiI
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Otobus Duraklari Tasarimi / Bus Stations Design
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Yonlendirme Totem Tabela Tasarimi / Totem Design
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ATIK
MERKEZI

Personel Kiyafet Tasarimlari / Personnel Clothes Designs

Atik Toplama Merkezleri Dlzenlemesi / Waste Collection Centers Arrangement

= ALOSBI

. ALOSRI
140 '_‘l,-

peMiR - GELIKTH
{ éNi-REHC'P‘1""“

Kurumsal Kimlik Tasarimlari / Corporate Identity Designs

Bélgeden Giincel Haberler ve Ozgiin Icerikler ile Olusturulan Dergi Calismalari / Corporate Magazine Designs

|
) 7 Dilde Hazirlanan Web Sitesi / Web Site Prepared in 7 Languages
Gazete Ilan Tasarimlari / Ad Designs Katalog ve Not Defteri Tasarimi / Catalog and Notebook Design
5 350.000 m?
3 :
=Y 2018
A 381.756 m?
2017
224.876 m?
2016
187.298 m?
344 Sanayi Parseli Alosbi 3 Yillik Caligma Donemimizde
M 72 Parsel Devam Etmekte 2018 Y1l1 Parsel Satisi: 381.756 m? Son 1 yi1l icinde yerli yabanci firmalara
M 18 Parsel Insaat Asamasinda M 2017 Y1l Parsel Satisi: 224.876 m? 350.000 m?> alana sahip 6 adet sanayi parseli
188 Parsel Satilmayi Bekliyor 2016 Y1li Parsel Satisi: 187.298 m? satilmistir, devri yapilmistir
344 Industrial Parcel Alosbi 3 Year Working Period In the last 1 Year, 6 industrial parcels with
B 72 Parcel Continues Year 2016 parcel sale: 187.298 m? 350.000 m? area have been sold to domestic
Wl 18 Parsel Construction B VYear 2017 parcel sale: 224.876 m? foreign companies and their transfer has been
Hediye Kitleri ve Karton Canta Tasarimi / Gift Kits and Carton Bag Design 188 Parcel Waiting For Sale Year 2018 Parcel sale: 381.756 m2 one
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COeRDINAT

BORNOVA

> Tiirkiye'nin Ilk ve Tek Aidatsiz Sitesi Coordinat
Bornova

Problem: Sirket, bircok basarili projede imzasi
olmasina ragmen hedefledigi markalasma bagarisini
gosteremiyordu.

Cozum: Brainworks ekibi titiz calismalarin ardindan
DRC Grup'un temel iletisim stratejisini yazmakla
calismalara basladi.

Bu asamada Coordinat markasi Brainworks Global
tarafindan olusturuldu. Bugin “Coordinat Bornova”
yarin “Coordinat Karsiyaka” belki bir gun “Coordinat
New York” diyerek gelecekteki marka degeri de
onceden hedeflendi.

Online diunyada fark olusturabilme amaci ile

www. coordinat.xyz uzantisi hem (x) hem (y) hem de (z)
kusaklarina hitap etmek icin secildi, coordinat XYZ

dogdu. Web sitesi tasarim ve teknolojik alt yap1 ile
tam uyumlu tasarlanarak rakiplerinden ayrildi.

Yiuksek kalite metinlerinden gorsellerine, materyal
seciminden baski tekniklerine kadar tum slrec ozenle
hazirlanarak tanitim ara¢lari tasarlandi.

Basi1li ve dijital mecralara ek olarak sinema filmi
fragmaniyla hedef kitlenin yer aldigi salonlarda
reklamlar gosterildi.

Proje gelistiriciligi ve pazarlamasindaki en buyuk
katki ise;

1) Turkiye'nin ilk ve tek aidatsiz sitesi olma
0zelligini eklenmesi...

2) Bolge analizleri, eldeki veriler ve icgoriler
ile ihtiyac=fayda formulinl insa ederek projede

Iskandinav mimarisini yansitan 1+0 entegre etmek
oldu...

Hazirlanan gi¢ld ve titiz sunum alt yapisi ile
birebir satis organizasyonu dizenlendi.

Sonuc: Surdurtlebilir marka dederi yaratildi.
Beklenen cironun %33'U muteahhit sirkete
kazandirildi.

Hazirlanan satis stratejisi ile lansmansiz 2 ay gibi

kisa bir surede 500 konutun 226 adeti satildi.

> Coordinat Bornova, the First and Only Subscription-
Free Complex of Turkey

Problem: Despite having completed many successful
projects, the company failed to achieve their goal
of branding.

Solution: After meticulous studying the issue,
Brainworks Global team started their efforts by
writing up a basic relations strategy and vision for
DRC Group.

In this stage the brand of Coordinat was created.
The brand value was envisioned in advance by saying,
today it is “Coordinat Bornova”, tomorrow it 1s
“Coordinat Karsiyaka”, and maybe one day it will be
“Coordinat New York”.

In order to create a difference the website extension
was chosen as www.coordinat.xyz in order to attract
all of generation (x), generation (y) and generation
(z). And thus, Coordinat XYZ was born. The web site
was designed in full integration of design and
technologic infrastructure to distinguish it from
competitors.

Promotion materials were designed, with the entire
process being meticulously handled from high quality
texts and visuals, to material selections and printing
techniques.

In addition to printed and digital media,
advertisements were displayed in cinema trailers
in theatres hosting the target audience.

The largest contributions in regard of project
development and marketing includes;

1) Attribution of the characteristic of first and
only subscription free complex of Turkey; and

2) Integration of 1+0 model reflecting Scandinavian
architecture in the project on basis of the
need=benefit formula with regional analyses, current
data and insights.

Face-to-face sales organisation was established with
a strong and meticulous presentation infrastructure

Result: A sustainable brand value was created. The
contractor company was helped to achieve 33% of the
expected turnout. With the prepared sales strategy,
226 of the 500 domiciles were sold in a period as
short as 2 months without any launch event.

CO#RDINAT
CO4RDINAT

)

Bayrak Tasarimlari / Flag Designs

COoRDINAT

Bianova

Torkiye' fcdbusy sltesi

i
0850 650 0 372

COeRDINAT

184, 000 dan bag =
tem 5 yal keir

I
OROISOSTE | macsorintigr @O wmw

BRC

Dergi Ilan Tasarimlari / Ad Designs
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COORDINAT.
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.+ Bl caardinat.xyz
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Sinema Salonlarinda Film Oncesi Fragmani / Cinema Trailer Izleyiniz / Please Watch

Katalog Tasarimi / Premium Cataloqg Design

www.coordinat.xyz Web Sitesi / Web Site Design

%5, 2

+%33

Beklenen Ciro

Expected
Turnover
e LHERINAT >
é : 63 Gin / 63 Day
= & Projenin 250 Adet Bagimsiz Birimi,
= = Yonetmelige Uygun Olarak 500 Birime
Cikartildi, 250 Adet Birim Insaat Maliyeti Yaz Dénemi On Lansman Gerceklesti
500 Adet Birim Icin Aynen Saglandi 500 Konut'un 226 Adedi 63 Ginde Satildi
Beklenen Cironun %33 Fazlasi Elde Edildi Summer Period Pre-Launch Took Place
250 Independent Units Of The Project Were 33% Surplus of Expected Turnover 226 0f 500 Homes Sold In 63 Days
Brought To 500 Units In Accordance With
The Regulation, 250 Units Construction Elde Edilen Ciro / Revenue Obtained 63 Glnde Yuzde %45,2 Konut satildi
Kurumsal Kimlik Materyalleri Tasarimi / Corporate Identity Design Cost Is Provided Exactly For 500 Units Beklenen Ciro / Expected Turnover 45.2% percent of Housing sold in 63 days
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'MSE

1ZMIR MUTFAK SANATLARI ENSTITUSO

Once / Before Sonra / After

> Ege ve Akdeniz Bolgesi’'nin Ilk ve Tek Mutfak Okulu

Problem: Milli EGitim Bakanligi onayli Ege Bolgesi'nin
ilk ve tek profesyonel ascilik okulu olan Izmir
Mutfak Sanatlari Enstitiisi Imse’nin bir pazarlama
plani heniiz olusmamisti. Istedigi bilinirligi ve (lye
say1sinil yakalayamiyordu.

Y
ANDHI OLMAK KoLA
g'zr OLMAK Z0K

Cozim: Kurum icin butlnsel, tutarli ve rakiplerinden
ayirici bir marka kimligi ortaya konuldu, yapilan
acik hava reklamlari ve gerilla faaliyetler ile
bilinirlik artirildi.

“Zoru sevenler basarili olurlar”, “mutfagin
sahinleri olan mezunlar yetistiren bir okulda sen de
olmalisin” seklinde algilar olusturuldu. “Einstein
olabilirsin, Mozart olabilirsin bunlar kolay seyler,
ancak sef olmak zor.” seklinde konumlandirma
mesajlari verildi.

Sonuc: Imse, Ege ve Akdeniz Bélgesi turizm
sektorinde ciddi mezunlar veren bir kurum haline
donustd.

> The First and Only Kitchen School of the Aegean
and Mediterranean Regions

Problem: Izmir Kitchen Arts Institute (IMSE),
the first and only Ministry of Education approved
professional cooking school of the Aegean Region, imse.com.tr
did not have a marketing plan yet. The Institute
failed to reach the awareness and membership numbers
it desired.
Reklam Tasarimi / Ad Design
Solution: A holistic, consistent and distinguishing
brand identity was created for the Institute.
Awareness was increased with open air advertisements
and guerrilla events.

Perceptional mottos like “Those who like a challenge will reach success” and “Come and join the school

raising the hawks of kitchen” were created. Placement messages like “You can be Einstein, you can be
Mozart, but being a chef is hard” were conveyed.

Result: IMSE turned into an Institute producing graduates with serious prospects in tourism sector of the

Aegean and Mediterranean Regions.

imse.com.tr imse.com.tr

* y
CH OLMAK KOLAY 04990 OLMAK KOLA
?E,F oLMAK 20K ?%‘F oLmAK Z0R

o

imse.com.tr imse.com.tr
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Gerilla uygulama: Korku filmi seanslari oncesi sinemalarda koltuklara konulmasi icin, kan seklinde font ile (zerinde
“Cikista Gorlslriz” yazan maket mutfak bicagi dagitild:i

Guerilla application: for placing the seats in the cinemas before the horror film sessions, the model kitchen knife which says
“See you on exit” was distributed in blood-shaped font

Kurumsal Kimlik ve Materyal Tasarimlari / Corporate Identity Designs

Tanitim Broslrl / Cut out Brochure Design

Hazirlanan web sitesi lzerinden surekli gincel takvim ve workshop'lar ile siteye kullanici cekildi / Imse Web Sites

Buzdolabi Magnet Tasarimi / Magnet Design

%98

M %39 Mevcut Uye Sayisi / 39% Available Members
W %61 Beklenen Doluluk / 61% Expected Occupancy
%98 Saglanan Toplam Doluluk / 98% Total Occupancy

1 Yi1llik Veri
One-Year Data

Uye Sayisi Artisi (1 Yillik Veri)
Increased Number of Members
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> Aska Yatirim AS, tarafindan Izmir Bayrakli
Tinelleri yakininda insa edilen loft projenin
pazarlama stratejisi lstlenildi

Problem: Bolge standartlarinin Uzerinde bir kalitede
insa edilen projenin bolgedeki diger projelere gore
fiyati normal olarak daha Ustte kaliyordu.

Proje nitelik acisindan emsallerinin cok daha
ustlndeydi ancak tim bu avantajlari lokasyon sebebi
ile dezavantaja donusmustu. Bu da satisin onundeki
engeldi.

Coziim: "Her yere 300 saniye!” konumlandirilmasi

ile lokasyonun negatif algisi otoyol baglantisi
sebebi ile pozitif yonde ortaya c¢ikarildi. Yapilan
hesaplamada 300 saniyenin 5 dakika oldugu ve aslinda
projeden 5 dakikada her yere ulasimin mumkin oldugu
vurgulandi. Oniiniin asla kapanmamasi ve muhtesem
Izmir manzarasinin one cikarilmasi stratejiye deger
katti.

Medya planlamadaki nitelikli calisma ve “etkiyi
kullanabilme” gucu ile acik hava billboard’lari
dogru lokasyonda minimum dizeyde kullanildi.

Sinemada gosterime giren sessiz film, dijital
mecralardaki strateji ve hazirlanan origamik
brosiurler ile markanin butcesi en efektif sekilde
yonetildi ve sonuca gidildi.

Sonuc: Hedeflenen daire satisinin Ustune cikilarak
ikinci haftada kalan 10 dairenin 4'U satildi.

Tanitim Brosurl / Cut out Broshure Design

> Marketing strategy for the loft project built near
Izmir Bayrakli Tunnels by Aska Yatirim AS

Problem: Built at a quality above the regional
standard, the price of the project was naturally
higher than the other projects in the region. The
project was way beyond its peers in quality, however
all these advantages were negated due to location
disadvantage. This was the obstruction before sales.

Solution: With the placement slogan of “300 seconds
to everywhere!” the negative perception of the
location were presented under a positive light in
regard of highway connection. With the calculation
showing 300 seconds equates to 5 minutes and thus
it is possible to reach anywhere in 5 minutes

was emphasized. The fact that the seaside front

of the project will never be obstructed and will
always have the magnificent view of Izmir has also
contributed to the strategy.

The high quality work in media planning and with

the strength of “utilising the effect”, open air
billboards were utilised at minimum level, only at
correct locations. The budget of the client was
managed effectively in a result-oriented manner with
silent film adverts shown in cinema theatres, the
digital media strategy and cut-out visuals.

Result: The targeted suite sale figure was exceeded
and 4 of the remaining 10 suites were sold in second
week .

Acik Hava Gerilla Uygulama / Outdoor Guerilla

) 90 552734 40 69
= 49093050216 16

‘,' Ti weewasmiraloft com

Acik Hava Reklam Tasarimlari / Billboard Designs

SONSUZLUGUN BASLANGIC|
HER YERE

300 Swnise!

Farppaba: Bayrabls Fyeaues aggemaci, e bom s hesinde

. +90 537 T34 40 68
= 490 232 50276 16

v asmiraloftcom

Raket Reklam Tasarimi / Outdoor Ad Design

Izleyiniz / Please Watch

M %60 Mevcut Satilan Konut / 60% Available Housing
%40 Beklenen Satis / 40% Expected Sales

%35 Satis / 35% Sales

2 Haftada / 2 lWeek

2 Haftalik Relansman Sureci %35 Gerceklesen Satis Basarisi
2 Week Relaunch Process 35% Realized Sales Success
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> Diinyay1 Degistiren Uc Elma

Problem: Izmir Torbali’'da, hastane, adliye, ticaret
odas1 Ucgeni arasinda essiz bir konumda yer alan
projenin uc 0zelligi daha vardi; konut, avm ve ofis
olarak hazirlanmisti. Ancak proje istenilen netlikte
anlatilamiyordu.

Cozim: Bolgenin kaderini degistirecek bir proje
insanligin kaderini dedistiren bir meyve ile yani
elma ile anlatildi. Burada yatirim yapacaklarin
projeden ne denli karli cikacaklari, dinyay:
degistiren Uc elma metaforu ile gosterildi.

Sonuc: Hazirlanan reklam kampanyasi, gerilla

aktiviteler ve yerel pazarlama araclari ile proje
cok kisa sirede bilinirlik yakaladi. Caligmalarin
satisa yansimasi 1 ay gibi kisa bir sirede olustu.

> Three Apples Changing the World

Problem: Located in Torbali, Izmir, right in the
circle of hospital, justice hall and chamber of
trade, the project also had three more features: it
was designed to provide domicile, shopping centre
and office spaces. However, the project could not be
introduced with the desired clarity.

Solution: The project which can change the destiny
of its locale was described with the fruit that
changed the destiny of mankind: the apple. The level
of profit investors can expect was conveyed with the
metaphor of three apples that changed the world.

Result: With the prepared advertisement campaign,
guerrilla events and local marketing tools the
project achieved awareness in a very short period
of time. Results of these efforts were reflected on
sales in a period as short as 1 month.
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Acik Hava Reklam Tasarimi / Billboard Design
Raket Afig Tasarimi / Outdoor Ad Design
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Gazete Ilan Tasarimi / Ad Design

Sinema Salonlarinda Film Oncesi Fragmani / Cinema Trailer Izleyiniz / Please Watch

Dergi Ilan Tasarimi / Magazine Ad Design Sinema Salonlari Gerilla Uygulamalari / Movie Theaters Guerrilla Applications
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Gerilla Pazarlama Uygulamalari / Guerilla Marketing Applications

Algilandirma Calismalari / Magnet Designs Arac Kokusu Tasarimi / Car Parfume Design

“Torbali Devlet Hastanesi

Torbal Adliyesi

UREM

05321112858 & aviutorbalicom (@FNURE|

Acik Hava Reklam Tasarimlari / Billboard Designs

2

] "".-_'_. RiC
‘!ﬂ' ! -

-

www.avlutorbali.com Web Sitesi / Web Design

%27 Satig / 27% Sales

3 Haftada / 3 leek

M %62 Mevcut Satilan Konut / 62% Available Housing 3 Haftalik Relansman Sureci %27 Gerceklesen Satis Basarisi

%38 Beklenen Satis / 38% Expected Sales

3 Week Relaunch Process 27% Realized Sales Success

27



==l Hafta sonu Manisalilar Izmir Bornova'da bulunan
S A bir rakip avm'yi tercih ediyorlardi. Magnesia
(i o W cirolarinda hafta sonlari dusus yasaniyordu.

MAGNAI|SITA

ALISVERIS MERKEZIi MANIiSA

i Izmir'deki rakip avm'leri tercih eden 45 plakali
| i » Manisalilar icin, rakip avm'lerin otoparklarinda
bulunan araclarina Uzerinde “Kustum” yazan
gerilla arac¢ brosuru dagitildi.

ALISVERIS

\ Bu aktivite sosyal medyadan insanlar arasindaki
> Yerel iletigimin Getirdigi Basari Magnesia ' fasiltiya kadar ciddi etki topladi...

Problem: Manisa’'nin ilk ve tek alisveris merkezi olan
Magnesia daha global marka mesajlari ile iletisim
calismasi surdirlyordu. Network ajanslarla calismasina
ragmen hazir stok gorseller ile yapilan calismalar
pozitif sonuclar saglamiyordu.

On weekends the people of Manisa used to prefer

a competitor shopping centre located in Bornova,
MacNBlsia Izmir. Magnesia turnover suffered on weekends

‘ S I In a guerrilla event, windshield brochures with

\ = g the text “We are cross with you” were distributed
: o 7 to cars with Manisa plates in car parks of

4 ] - competitor shopping centres in Izmir.

Cozim: Markanin yerel pazarlama mesajlarina
cekilmesi saglandi, Manisa’'nin yerel bir dederi olan
Manisa Tarzani Uzerinden iletisim dili belirlendi.

[} tacebool: comyMagnestanyn (] swister cony MAgnAsIAATM MAG N S I

ERIS MAERRER] Wasiisa

This activity made a significant effect, ranging
Karikaturize edilen Manisa Tarzani bolgede buyuk bir
sempati topladi.

from social media awareness to grapevine..

Sonuc: Yeni strateji magaza ziyaret¢i sayilarinda
ciddi artis sagladi. Markanin bolge insani
tarafindan sahiplenilmesini sagladi.

L

B} f2cebookc com/Magnesinavy () Sriber comMagnasta AL MAIERG N S I

ER 15 rERKETI Fhrisa

Acik Hava Reklam Tasarimlari / Billboard Designs

bt | n P AC NS

> Magnesia: The Success Brought by Local
Communication

Gerilla Pazarlama Uygulamalari / Guerilla Marketing Applications
Problem: As the first and only shopping centre of

Manisa, Magnesia continues its efforts to create
more global brand messages. Despite working with

networking agencies, the productions made with stock %93, Ziyaretqi / 93% Visiter
visuals could not bring positive Results.

Solution: The brand was directed towards local
marketing messages. A channel of communication was
established over Tarzan of Manisa, a local value.
The characterisation of Tarzan of Manisa gathered
great sympathy in the region.

[ facobook.comMagnesinaVI (i) twitfer com/ MugnnsiadvAT MAGNmSIA Result: The new strategy resulted in a significant

rise in number of visitors. This helped the brand to
Marka Mesajlari Tasarimlari / Brand Message Designs be embraced by the local people.

1 Yilda / 1 Year

M %68 Mevcut Ziyaretgi Postansiyeli / 68% Current Potential

1 Y1llik Iletisim Siireci %93 Gerceklesen Ziyaretci Basarisi
%32 Beklenen Ziyaretci / 32% Expected Visitor

1 Year Communication Process 93% Realized Visitor Success



" PROVEMCE

> Marsilya, Alacgati, Glizelbahge, Ayni iklimden Gelen Gazete 1lan Tasarimlari / Ad Designs
Hikaye ve Villa Projesi Pazarlama Hikayesi

Problem: Istanbul merkezli Reliance, Tiirk ve Fransiz
ortakli bir sirket olup, Glzelbahce'deki villa
projesine bir konsept arayisindaydi.

Cozim: Glzelbahce iklim olarak Fransa’nin

Marsilya dokusuna ve Provence koyune benzer
nitelikleri tasidigindan (Akdeniz iklimi ve lavanta
yetistiriciligi) projenin konsepti lavantalar
Uzerinden anlatildi ve Provence Guzelbahce adi
kullanildi.

Sonuc: Hedeflenen kitle Uzerinde sirket
yetkililerinin de verdigi geri bildirimlere istinaden
sadece isim ve konsept begenisinden kaynakli satiglar
gerceklesti.

> Marseille, Alacati, Giizelbahge, Story of the Same
Climate and Villa Project Marketing Metaphor Dergi Ilan Tasarimlari / Magazine Ad Designs

Problem: Reliance, a Turkish and French partnership
operating in Istanbul, was searching for a concept
for their villa project in Guzelbahce.

Solution: As Guzelbahce has a similar climate

as Marseille, France and especially the Village

of Provence (Mediterranean climate and lavender
farming) the project concept was conveyed through
lavender and the name Provence Guzelbahce was used.

Result: According to feedback from the company
representatives, sales only based on name
recognition and concept appreciation have occurred.

" PROVENCE .

Canta Tasarimi / Bag Design

30

GERCEK COGU ZAMAN TASARIMI ASAR

« RELIANCE

@ reliance.com.tr %0232 234 1050

Acik Hava Reklam Tasarimi / Billboard Design

Broslir Tasarimi / Brochure Design

GERCEK COGU ZAMAN
TASARIMI ASAR

L iw-f 2
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P"’“‘?,';;'am gaslad!

«RELIANCE

W 02322341050 @ reliance.com.tr

W 02322341050 @ reliance.com.tr

Acik Hava Reklam Tasarimi / Billboard Design

Brosir Tasarimlari / Brochure Design

Katalog Tasarimi / Catalog Design

TRELIANCE

Reliance Web Sitesi / Web Design

6 Adet Villa Satisi
6 Villas For Sale

12 Adet
Nitelikli Villa

12 Piece
Qualified Villa

3 Months / 3 Months

B 12 Adet Nitelikli Villa 3 Aylik Lansman Slreci / 3 Month Launch Process 3 Ayda %50 Satis Basarisi
12 Piece Villa Qualified 6 Adet Nitelikli Villa Satisi / 6 Villas For Sale 50% Sales Success In 3 Months
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STUDIO

> Bir Yatirim Araci Olarak Flexlife

Problem: 30 y1llik gecmisi olan Yildirim Insaat,
Izmir’in kuzey aksinda ilk kez proje yapiyordu.
Bolge tarafindaki rakipler ve emsal projeler
yatirimci acisindan endise olusturuyordu.

Coziim: Proje tam bir finansal urln olarak
konumlandirildi, hazirlanan kampanya ve etkinlikler
ile alternatif yatirim araci olarak sunuldu.

Sonuc: Hedeflenen satis grafiginin de Ustine

cikilarak bolgedeki rakip projelerden daha guclu
bir satis ve marka degerine ulasildi.

Katalog Tasarimi / Catalog Design

> Flexlife as an Investment Tool

Problem: Despite having a history of 30 years,

Yildirim Insaat was engaging in a project on northern

axis of Izmir for the first time. Therefore, the
competitors and peer projects were creating doubt 1in
investors.

Solution: Project was placed as an entirely financial
product, and presented as an alternative investment
tool with the prepared campaign and activities.

Result: The targeted sale figures were exceeded and a
brand value higher than the competing projects in the
region was achieved.

S50 L e 1 kv e

womtve fnmecsss  Garari

M G o bk | T e 1 o o B i sy

FLE (LIFE

Reklam Tasarimi / Ad Desing

Einstein'a komsu olun!

Napolyon'a komsu olun!

Matematik hesabini iyi yapanlarin yeni yatinm araci
jzmir'e tizel ilk 35 daire 175,000 TL'den baslayan fiyatlar ile

FLE<LIFE

STUDIO

Kazanmak 1;”-1 Hatip Getebi Oniversitesi Mavid / Gigli
hemen iletisime gegin 140> 1+7 > 1+ 1 Dubleks
444 20 83 www flexlifestudio.com

Parasinin hesabini iyi yapanlarin yeni yatinm araci
izmir'e 6zel ilk 35 daire 175.000 TL'den baslayan fivatiar ile

FLE <LIFE

STUDID

Katip Celebi Universitesi Mevhi / Cigh

Kazanmak icin

= hemen iletisime gegin 140 1+1 = 141 Dubleks

444 20 83 wwwtledifestudiocom

Raket Afis Tasarimlari / Outdoor Ad Designs

Flexlife Studio icin olusturulan marka kimligdi,
katalog tasarimi, reklam tasarimlari, dijital
pazarlama ve sosyal medya yonetimi ile beklentilerin
cok Uzerinde bir satis hedefi yakalandi.

Titizlikle calisilan odeme kosullari stratejisi ile
yatirim donemlerinin en dusik oldugu konjonktlrde,
ekonomik canlanma saglanmis, yatirimci Uzerinde
pozitif algi yonetimi gerceklestirilmistir.

A sale figure way above expectations was achieved
with the brand identity, catalogue designs,
advertisement designs, digital marketing and social
media management created for Flexlife Studio.

With the meticulously designed payment conditions
strategy, economic resurgence was dachieves in a
conjuncture of lowest economic investment and
positive perception management was achieved on the
investors.

157 Adet Unite

157 Units

M 157 Adet Unite / 157 Units 6 Aylik Pazarlama Siireci / 6 Month Marketing Process
%75 Gerceklesen Satis Basarisi / 75% Realized Sales Success

%75 Satig
75% Sales

6 Months / 6 Months

6 Ayda %75 Satis Basarisi
75% Sales Success In 6 Months
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Smyrna Garden
E \%

KONUTLARI
1.ETAP

> Lokasyon Zayi1fligi Pazarlamanin Oniinde Engel Degil

Problem: Projenin bir hikayesi olmayip; lokasyonu,
mimari yapisi, mevcut gorselleri negatif yondeydi.

Cozim: Menemen bolgesinde yapilan arastirmada,
Menemen ilcesinin bir dénem Roma Imparatorlugu’na

ev sahipligi yapmis oldugu tespit edildi. Projenin
“Yarim ay mimarisi“nde olmasi projeyi mevcut render
uzerinden Coliseum seklinde manipule edip gorsel mit
haline getirmeyi sagladi.

“Ev degil, basyapit alin!” slogani ile projenin cok
istinde bir marka mesaji verildi. “Ornek degil,
gercek dairemizi gorun!” slogani ise ulusal insaat
sirketleri tarafindan kopyalanacak kadar ses
getirdi.

Sonuc¢: Projenin tlm negatif yanlarl bir anda en
gucli yanlari haline dondstd. Izmir disindan
gelenler icin yuksek bir satis grafigi yakalandi.

Brosiir Tasarimi / Brochure Design

> Weak Location is Not a Barrier for Marketing

Problem: The project lacked a narrative, and its
location, architectural structure and current
visuals were negative contributors.

Solution: In the research conducted on Menemen
region, 1t was discovered that Menemen County
once was home to the Roman Empire. The “Crescent
Architecture” of the project allowed manipulation
of perception to a resemblance to the Colosseum
in a visual reference to the mythos.
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v degil,
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Gazete Ilan Tasarimlari / Ad Desings

Dergi Ilan Tasarimlari / Magazine Ad Designs

ayricaliki mirmarl
Ev degil, bagyapit alin !

Tanitim Tasarimlari / Roll Up Designs

A brand message far exceeding the project was
given with the slogan of “Don’t buy a house, buy
a masterpiece!” In addition, the slogan “Don’t
settle for the model, come see our real suite!”
acclaimed highly enough to be imitated by national
construction companies.

Result: All negative aspects of the project suddenly
turned into its greatest strength. A high sale graph
was achieved with buyers from outside Izmir.

Ev degil,
basyapit alin

Lansmana 6zel [k 20 daire; uygun fiyat, uygun Sdeme kosullan ile

*&rnek degil gergek dairemizi gériin

alg smyma Garder

1.ETAP®

Uikent - Menamen

O 444 5 1 24 N 0O @ @smymagarden  www smyrnagarden. com \'D.f\.DE projesidir

Acik Hava Reklam Tasarimlari / Billboard Designs

Ev degil bagyapit

Wi A5 LAL REDTIN
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Ev degil bagyapit

Symrna Garden Web Tasarimi / Web Design

%47 Satis
47% Sales

500 Adet Unite

500 Piece Unit

3 Months / 3 Months

MW 500 Adet Unite / 500 Units 3 Aylik Pazarlama Siireci / 3 Month Marketing Process 3 Ayda %47 Satis Basarisi

%47 Gerceklesen Satis Basarisi / 47% Realized Sales Success 47% Sales Success In 3 Months
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OYMPHONY

bULZELDbARLE

> Yasam ve Uyumun Saglandigi Villa Projesi

Problem: Izmir'in degerli mevkilerinden
Guzelbahce'de 35 adet villadan olusan proje icin
bir marka adi ve kimligi yoktu. 35 sayisi ile
Izmir’i yansitan bu proje icin birbirileri ile
uyumlu bir sekilde yasayacak aileler hedefleniyordu.

Cozim: Uyum konusu ele alinarak projenin adi
Symphony Guzelbahce olarak belirlendi. Birbirleri
ile tipki muzik enstrimanlari gibi ahenkle
yasayacak aileler icin marka dederi olusturuldu.

Sonuc: Marka verdigi mesajla hedef kitle lzerinde
direkt etki yaratti ve satin almada kolaylik
sagladi.

ETATU,KDNFOR,HUZUR
“MUTLULUGUN?

SENFONISI

“Lansmiana deel fiyattar fle

SYMPHONY

ORKUT
& 4442359 ERSEZGIN

Raket Reklam Tasarimlari / Outdoor Ad Designs

STATU, KONFOR, HUZUR
MUTLULUGUN SENFONISi

35 adet ok &zel villa, 35 qok zel sahibi iin tasarland:

SYMPHONY

K
9{%'[?};:—[5 symphony.com.tr | info@symphony.com.tr ﬁ 0232 486 0667

Acik Hava Reklam Tasarimlari / Billboard Designs

Katalog Tasarimi / Catalog Design

> A Villa Project Providing Life and Harmony

Problem: The project consisting of 35 villas in
Guzelbahce, one of the most valuable locales of
Izmir, lacked a brand name and identity. The target
audience for this project reflecting Izmir with the
number 35 was families who could live in harmony
with each other.

Solution: Focusing on the subject of harmony,

the name of project was determined as Symphony
Guzelbahce. A brand value was created for families
who will live in harmony with each other as musical
instruments.

Result: The brand created a direct effect on the
target audience with its message and facilitated
sales

¢
ORKY

ERATIEATS

Broslir Tasarimi / Brochure Design

%20 Satis
20% Sales

35 Adet
Nitelikli Villa

35 Piece
Qualified Villa

6 Months / 6 Months

W 35 Adet Nitelikli Villa
35 Piece Villa Qualified

6 Aylik Lansman Sireci / 6 Month Launch Process 6 Ayda %20 Satis Basarisi
%20 Gerceklesen Satis Basarisi / 20% Realized Sales Success 20% Sales Success In 6 Months
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ALTINORMAN

lzmir'in zirvesinde, sonsuzluk her nefesinde

> Izmir'in En Biiyiik Konut Pojesi

Problem: Izmir'in en bilyiik konut projesi icin heniiz
bir isim ve marka calismasi yapilmamisti.

Coziim: Proje Izmir'in Altindag ilcesinde ve kendi
dogal korusunda yer aliyordu, bu bize Altin Orman
adini bulmakta ilham kaynadi oldu.

Sonuc: Projede kisa surede ciddi marka bilinirligi
yakalandi ve gerek yurt icinde gerek yurt disinda
marka kimligi ile buylk begeni toplandi. Projenin
%38'1 sadece lansman doneminde satildi.

> Largest Housing Project in Izmir

Problem: No brand or name study was conducted for
the largest housing project in Izmir.

Solution: The project was situated in Altindag County
Izmir, in its own natural grove. This gave us the
inspiration for the name of Altin Orman

(Golden Forest).

Result: The project reached brand awareness in a very
short period of time and gathered great acclaim both
in domestic and international platforms. 38% of the
project was sold just in launch period.

Direk Reklam Tasarimlari / Flag Designs

1
ALTINORMAN

vasind, ianagiid Kot petriisds

\ Gh4 6521 o altinorman.com.tr G

Gazate Ilan Tasarimlari / Ad Designs

Katalog Tasarimi / Catalog Design
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Materyal Tasarimlari / Material Designs

®

ALTINCHM AN

ESI YOK BESI VAR!

GORDION
ALTIN CRMAN

®

il
ALTINCRMAN

RS Tme
P b e

Altin Orman Web Sitesi / Altin Orman Web Sites

%38 Satis
38% Sales

1215 Adet Unite

1215 Piece Unit

6 Months / 6 Months

M 1215 Adet Konut 6 Aylik Lansman Slreci 6 Ayda %38 Satis Basarisi
1215 Piece Housing 6 Month Launch Process 38% Sales Success In 6 Months
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Bolim / Chapter
Derlemeler / Compilations
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SHELTER

Problem: Turkiye'nin ilk kiralanabilir mutfak
ve kapali grup yemek alaninda uUst segment marka
hedeflemesi araniyordu.

Cozim: Adindan konseptine marka a'dan z'ye
olusturuldu.

Sonuc: Ozel yemek ve kiralik mutfak hikayesi ile bu

ozel kitle bulusturuldu.

Problem: Top segment targeting was seeking in the
field of gastronomy

Solution: The brand was created from a to z. I ‘(C: :O)D
®

Result: This special mass was brought together with

the story of private dining and rental kitchen. S [—] ELTER

google / Q #foodshelterurla

Reklam Tasarimlari / Ad Design

FeabD

SHELTER

Servis Materyalleri Tasarimi / Service Materials Design

Marka Cephe Tasarimlari / Brand Sign Design Sosyal Medya Platformlari / Social Media Platforms Management

Lb

K5FTECiCUSUF®

Problem: Bir yol koftecisi olan Kofteci Yusuf
bliyumenin verdigi hizda butlnsel bir marka kimligine
tam olarak sahip degildi.

Cozim: Kofteci Yusuf markasi igin her materyal
yeniden tasarlandi, renklerin ve fontlarin dili
olusturuldu. Konsept icerik calismalarinda destek
saglandi.

Sonug: Iddiasi sadece hizli, hijyenik ve Tirk damak
tadina uygun uUrunler sunmak olan markanin bu mesaji
olusturuldu.

Once / Before

T
iﬂ Lezzet Hatt: W
L

A$8 0o

koftecyusuf.com

Afis Tasarimlari / Poster Designs

Personel Kiyafet Tasarimlari / Personnel Clothes Designs

Problem: As a roadside meatball stand, Kofteci Yusuf
lacked the holistic brand identity corresponding to
its growth.

Solution: All materials for Kofteci Yusuf brand were
designed from the start, forming a language with
colours and fonts. Support was provided in concept
studies.

Result: As the only and central claim of the brand
was offering quick and hygienic food suitable for
Turkish palate, the brand message was focused on this
principle.

wenci(\f USUF

Hayab (obiods yaga

Karakter Tasarimlari / Character Designs
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Problem: Sneakers kulturunu daha fazla gelistirmek
ve yaymak isteyen Nike markasi, Yali Spor firmasina
bu konuda magazalarinda ve marka algisinda
inovasyona gitmesi gerektigini veya yeni bir marka
olusturma noktasinda birlikte hareket etmeleri
gerektigini talep ediyordu.

Cozim: Nike ve Yali Spor yetkilileri ile yapilan
toplantilarda marka adinin bulunmasindan
sloganlarina, tum marka tasarimlarindan konsept ici
calismalarina kadar tum sirec¢ yonetildi ve yepyeni
bir kultur markasi Brainworks tarafindan yaratildi.

Sonuc: Perakende sektorune kazandirilan Sneaks
Cloud, kisa zamanda gencler tarafindan sevilen
ve bilinen bir marka haline getirildi.

Problem: In line with their desire to expand and
spread the Sneakers culture, the Nike brand demanded
Yalt Spor company to invest in innovation in this
regard in their stores and brand awareness or
undertake a joint project to create a new brand.

Solution: In meetings with Nike and Yalt Spor
representatives, the entire process was managed
from invention of a new brand name to slogans
from all brand designs to internal concept studies,
and a completely new cultural brand was created by
Brainworks New Media.

Result: Upon introduction to retail market, the new
brand Sneaks Cloud quickly became a known and loved
brand among young people.
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www.sneakscloud,com

Magaza, Marka, igerik, Kimlik Tasarimlari / Store, Brand, Content, Identity Designs

Marka Materyal Tasarimlari / Branding Designs

Personel Kiyafet ve Materyal Tasarimlari / Personnel Clothes and Material Designs

Web Site Arayiz Tasarimi / Sneaks Cloud Web Sitesi
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O ttec

Problem: Cep telefonu aksesuarlari lideri Ttec
urdnlerini genc kitle basta olmak Uzere daha fazla
kisiye ulastirmak istiyordu.

Cozim: Uriinleri ihtiyaca yonelik iriinlerden

cikartip kozmetik olarak da kullanilabileceginin
algis1 Uzerinde duruldu, ozellikle kiyafetlere uygun
renklerde de kullanilabileceginin alti ¢izildi.

Sonuc: Marka, cep telefonlari aksesuari kategorisindeki
liderligine ek olarak bir elektronik moda markasina
da dondsmus oldu.

Problem: Ttec, the leader of mobile phone accessories,
demanded to spread its products to more people
mainly the young population.

Solution: The products were removed from the products
based on necessity, and the perception was dealt

by considering them as cosmetics. Epscially, it was
underlined that they could be used in colors suitable
for clothes.

Result: The brand has become a electronic trend brand
in addition to its leadership in category of mobile
phone accessories

Makaron Buzz kulakiikia
aym anda ok is /

ui I ,umb.,»

ELLER SERBES"
TELEFON KEYFI
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§ tebos o me (M) ettt @ et W i comu
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Gozlerini acik tutar

Telefonunu acik tutar

Caffeine koruyucu garj kilifi ile
sarjimz hep yaninizda

f tfacoboskcom/Tem® (W twittetnm/Teh 0 isstagramcomitieg ﬁmmx-m o ttec

é_//’?—?—\—\
e &ﬂ&@@?@g@ v

\Q G el

Sana en uygun olani seg,
sarj dolu hayata gec!
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EC Smart MFi
EasyCharge Mega

EC Smart

Made for

iPhone  1jg Android

Reklam Tasarimlari / Ad Designs

—

0 Gltec

THE|®|PIZZA

Problem: Tlrkiye'ye pizza akimini getiren oncu
kurulus Pizza Pizza ailesi icin yeni bir marka
olusturma vakti gelmisti, bunun sebebi degisen
tuketici deneyimleri ve bilincli musteri artisiydi.

Cozum: Pizza kulturunun genisledigi bir donemde
marka adindan gorsel tasarimina, konumlandirmasindan
pazarlamasina The Pizza markasi sade ve yalin
nitelikler ile olusturuldu.

Sonug: The Pizza istenilen marka degerini yakaladi
ve kisa surede konusulan markalar arasina girdi.

Problem: It was time to create a new brand for
Pizza Pizza family, which was the leading company
introducing pizza trend in Turkey. The reason was
changing consumer experiences and increased number
of conscious customer

Solution: In a period when pizza culture has been
expanding, The Pizza brand was created from brand
title to visual design, and from positioning to
marketing by means of simple and vivid features.

Result: The Pizza reached the expected brand value,
and tok place among the famous brands in a short

time.
Mug ve Amerikan Servis Tasarimlari

/ Mug and American Service Designs

Bardak Altligi ve Sekerlik Tasarimlari
/ Glass Baskets and Confectionery Designs

Personel Kiyafetleri Tasarimi / Personnel Clothes Design

Web Arayuz Tasarimi / The Pizza Web Site
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Problem: Turkiye un ihracati sampiyonu Tezcan Un
ailesine ait olan marka Egem Un, ic piyasada
perakende Urin gaminda pazar lideri olma hedefini
amacliyordu.

Cozim: Egem Unli Un olarak marka mesaji ile
konumlandirma saglandi. Marka kimligi, ambalaj
tasarimlari tamamen yenilendi.

Sonug: Marka basarili bir blyime grafigi gostermekte
olup, Egem Unli Un i¢in calismalara st~
devam edilmektedir.

Problem: Being the brand within Tezcan Un Family,
which was the leading exporter of flour in Turkey,
Egem Un aimed to become market leader in retail
product range in domestic markets.

Solution: It was positioned as Egem Unlii Un as brand
message. The brand identity and packaging designs

were renewed completely.

Result: The brand presented a succusful growth figure.
The works are continued for Egem Unlu Un.

Egem Un Ambalaj Tasarimlari / Egem Un Flour Packaging

T

_ [
—
Egem Un Web Sitesi Tasarimi / Egem Un Web sites
saiiiinnat
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Broslir Tasarimi / Brochure Design

SELWAY

OUTLET

Problem: Isim dedisikligi sebebi ile marka
bilinirligi ve konumlandirmasinda sorunlar
yasayan Selway Outlet icin yeni bir marka algisi

olusturulmasi isteniliyordu. : 3 : @weaxmm
. astmg.xahvalll:f”"

s - . .. . oy - Frop Time Gafe & Fast-

Cozum: AVM icin tam bir outlet algisi Uzerinde Ry skendel Dﬁm‘WﬂhﬂﬂMm

calisilmistir, marka icin etkinliklerden tasarim
sureclerine butunlesik pazarlama servisi sunulmustur.

Lime’'s Cafe - Ne' |

i fig
Koftect Ramiz = Pizza Pizza - RAMEs {F:

Sonuc: Yapilan benzersiz iletigim tasarimlarindan
sloganlara, reklamlarindan gerilla aktivitelere

kadar markanin kisa zamanda bilinirlik algisi Tambeki Kavecs!
ve popularitesi artirilmistar.

Problem: It was required to create a new brand {zmir Ekonomi Universitesi dgrenciering 626
perception for Selway Outlet which faced with problems
on brand recognition and positioning due to title

change

Ik indirimler Selway Food Court'ta

Solution: The perception of outlet was dealt for
Shopping Mall, and integrated marketing service was
rendered for brand from activities to design process.

Result: The recognition perception and popularity
of the brand was increased in a short time from

unique communication designs to slogans and from
advertisements to gerilla activities.

) ‘({&vk'\go‘ ntn

- EN BOYOK.
CRAFFIT! FESTIVALI

Sewioy Quthette 16 Moys 2015

23 Nisan Persembe
Saat: 15:00

SELWAY &

OUTLET

Balgova Cesme Cevre Yolu. Kivang Sokak, _Balcova - Izmir Tel: 259 1 259 www.selwayoutlet.com

Reklam ve Etkinlik Calismalari / Advertising and Event Studies
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KIRCICEG

Problem: Kircicedi geleneksel algisini koruyarak ayni
zamanda genc kitleye de ulagmak istiyordu.

Coziim: Markanin tum subeleri tek tek ziyaret edildi
ve her sube icin subelere 6zel mesajlar olusturuldu.
Marka daha eglenceli mesajlari ile genc kitleye
dokundu.

Sonuc: Genc kitle ziyaretlerinde ciddi artis yasandi,
ozellikle hazirlanan yarismalar sayesinde gencler
subelere cekildi.

Problem: Kircicedi demanded to reach to young
population by maintaining the traditional perception.

Solution: All branches of the brand were visited
individually, and special messages were prepared for
each branch. The brand touched the young population
by virtue of more amusing messages.

Result: The number of visits by young population
increased significantly, and the young were attracted
to branches especially by means of competitions.
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Brosur Tasarimi / Brochure Design

KirCicegi

Menu Tasarimi / Menu Design

EMSALSIZ ETIN

Infografik / Infographic

EMSALSIZ ETIN

Duyqu ile Ali'yi bulusturan
ortak nokta hangisi?

KIRCICEG

14 Subat'ta Tinder uygulamas: tizerinden triinlerimizle eslesen
miusterilerimizi surprizler bekliyor.

Digital Campaign: New loves hitting on Lahmacun

Tinder matching campaign made an overwhelming
impression for brand of Kircicegi due to 14 February
St. Valentine’s Day.

The users at Tinder were matched with Kircicegi
products one week to 14 February (Lahmacun, Pide with
minced meat, tripe soup)

We made the products speak on Tinder platform:

Lahmacun: Hello, I'm Lahmacun, your first love. I'm
too anguished today because I'm alone. If you are
alone like me, we can share our grief at Kircicegi
restaurants on 14th February. In case that you write
me an answer, I maybe would let you eat me.

Tripe Soup: Hello, I'm Tripe Soup, your first love
Vinegar and garlic left me, I feel so lonely. If you
would like to have your finger in the pie, we can meet
at Kircicedi restaurants on 14th February. Then I can
even let you eat me.

Pide with minced meat: Hello, I'm pide with minced
meat, your first love. Today I have just come from
oven as single portion. If you are single portion like
me, we can meet at Kircicegi restaurants. Then I can
even let you eat me.

Dijital Kampanya: Lahmacuna ylruyen yeni asklar!

14 Subat Sevgililer Gunu sebebi ile Kirgicedi markasi
icin hazirladigimiz Tinder eslesme kampanyasi buyuk
ses getirdi.

Tinder'da kullanicilar 14 Subat’a bir hafta kala
Kircicegi Urlnleri ile eslestiler. (Lahmacun, Pide,
Iskembe Corbasi)

Uriinleri Tinder platformunda konusturduk:

Lahmacun: Selam, ben ilk askin Lahmacun. Bugun cok
acl doluyum, cunkiu yalnizim. Eder sen de yalnizsan
14 Subat'ta Kircicegi restoranlarinda acimizi
paylasabiliriz. Bana cevap yazarsan belki beni
yemene bile izin verebilirim.

Iskembe Corbasi: Selam ben ilk askin Iskembe Corbasi.
Sirke ve sarimsak beni terk etti, cok yalnizim. Eger
sen de bu corbada tuzun olsun istersen 14 Subat'ta
Kircicedi restoranlarinda bulusabiliriz.

0 zaman beni yemene bile izin verebilirim.

Kiymali Pide: Selam ben ilk askin Kiymali #Pide.
Bugin firindan tek porsiyon ciktim. EJer sen de
bugin tek porsiyon kaldiysan Kircicegdi
restoranlarinda bulusabiliriz.

0 zaman beni yemene bile izin verebilirim.

KIRGiCEG

| Corbada sizin tuzunuz, |

hayatinizda bizim tadwmuz var

1] | .
Birlikte saghkla dolu nice bayramlara...
|

@ Kircic qgirestoran {@ Kirchoegi_restofan @:r}snmc..gwa kudug\.(omlr

Reklam Tasarimi / Ad Design
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Ses yalitiminda No1

YAPI VE YALITIM COZUMLER

Problem: Okkagrup’a ait olan Nol markasi, daha once
bircok kez pazarlama calismalarina gitmesine ragmen
urunu tam olarak konumlandiramamisti.

Coziim: Urinin fayda fonksiyonlarini one cikaran
ve gorsel bir ikona ceviren reklamlar ile hedef kitle
uzerinde algilandirma yapildi.

Sonug: Marka hedef kitle Uzerinde bilinirlik
yakalayarak grubun lokomotifleri arasinda yer aldi.

Problem: Even though the brand Nol of Okkagrup
carried out many marketing activities previously,
it couldn’t position the product completely.

Solution: Perception was made on target group with
the advertisements which brought utility functions
of product forward and which converted it to a

visual icon.

wangin yalbimi sadlnfor. Tamamen dogal
Sagiiel Binalar yaratiyor. Her mevsim vo her
tasarrufve konfor, yaplanniea hayat veslyor,

Result: Brand created awareness upon target group
and ranked among the locomotives of the group.

‘Yangina dayanikli
yalitimda No1

Bina yalitiminda
1 numara No1

vEyangn yalinmi saglyar, Tamamen dogal
Saflikh binair yarator. Her mevsim ve her
arruf ve konfor, yapilaniniza hayat veriyar.

i, ses ve yangn yaltimi sagiyorTamamen dogal
ki binalar yaratror. Her mevsim ve hes
tasarruf ve korfor, yapilanniza hayat veriyes.

Reklam Tasarimlari / Ad Designs

Isi yalitiminda
1 numara No1

O R

A yangn yaliim saglyor. Tamamen dogal
Saglikli binalar yaratwyor, Her mevsim ve her
h'_saru‘! ve konfor, yapilanniza hayat veriyos,

rin soguk alginligina
kesin ve net tedavi No1

ve yangn yalibimi sadlivor. Tamamen dogial
-saglikll binalar yaratiyor. Her mevsim ve har

Reklam Tasarimlari / Ad Designs

Tasarrufun boylesi
yalitimin No1'cesi

oUP
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Gerilla Arac

Saha Calismasi / Guerilla Car Design
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VeliustA

Once / Before Sonra / After

Problem: Alacati’nin unlid dondurmacisi Veli Usta
hedefledigi marka degerine ulasmak istiyordu.

Cozim: Veli Usta icin hazirlanan markalasma
stratejisi, yeni marka kimligi tasarimi, sloganlar
ve marka konsept tasarimi ile butunsellik yakalandi.

Sonuc: Marka kisa surede bayilik vermeye basladi.

GOrinDUGH GIBE ouazi‘_
OLDUGU GIBI Goruﬂeh
ponburma.

Problem: Veli Usta, which is famous ice cream seller
of Alacati, wanted to reach brand value that it
aimed.

Solution: The branded strategy which was prepared for
Veli Usta caught wholism with the design of new brand,

slogans and brand concept design.
g p g BY f
A

BTSRRI L L T SR e R

Result: The brand began to grant franchise in a short
time.

a5t .'_:1|I ne

Emdun‘.'l.-]-

Alacati Ot Fe
Isirgan otlvd

I
Kim kimi |sIrirsa:

Sabah gi mmtwpwammmmm
pﬂﬂth'n. memwwmmmm
mayve, saplan hor sid dapr.

Ve dogal meyvelerden dondurma, taze sitten tathlar olur,

wa Benimle oo &a Benimle es

e |
ellerini sil ellerini sil ! :
chiider el AdeEitime < vel I ustA i veli UstA
Yi::::hler:m ) \‘:e :ehlerlm H] g% % aman desdarmakan '..‘-h- i ﬂ v f Mw aamam Ardarmadan gavageslars
1 i

VeliustA VeliustA

== VeliustA

Reklam Tasarimi / Ad Design Servis Uriinleri Tasarimi / Design Service Products Reklam Tasarimlari / Ad Designs
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Problem: Anadolu’dan marka cikarmakla Unld, Soke'nin Problem: A new brand strength was aimed to create for

kokll ailelerinden Kayhan Ailesi fertlerinden goat milk and goat milk products of the partitipation
Sayin Kemal Kayhan'in istiraki keci sutu ve keci of Mr. Kemal Kayhan from Kayhan Family members

sutu urunleri icin yeni bir marka gucu yakalanmak well-established families of Soke that is known for
isteniyordu. creation of brands from Anatolia.

Cozum: Kecici markasina o0zel pazarlama stratejileri, Solution: Special marketing strategies, packaging
ambalaj tasarimlari, market Urdn konumlandirma, designs, market product positioning, advertisement
reklam ve marka iletisim tasarimlari rakiplerinden and brand communication designs which were specific
ayiricil renk ve dil ile olusturuldu. Rekabeti to goating brand were created with discriminating
yuksek sut ve sUt Urunleri pazarinda tuketici colour and language from it competitors. A consumer-
deneyimi odakli, butunsel, tutarli bir marka kimligi experience-oriented, wholistic, consistent brand
kazandirildi. identity was brought it in competitive market of milk

and milk products.

Sonuc¢: Keci sutu urlnleri uzerinde hak etmedigi / ,// /. /// //; /y
negatif algilamada pozitif olarak degisiklik Result: Negative perception for goat milk product 4 //’ // J/f J%f j/y D / //f //

kazandirilarak, marketler kanalinda tuketilen bir which did not deserve was changed into positiveness. // // . // /) 7 // /“%g = “ /) )§/ /;¢
marka haline getirildi. It became a consumed brand in the markets’ chain. 4 m, A 7 h . W

. BizZIM SUTUMIZ _,
Wis * « GiBl TAZELIK ko K A

b ,/ /y//

=

) _ -
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Problem: Turkiye'nin en iyi projesi secilen Aryom
Koru, lansman sonrasi aldigi bu odulu istedigi
sekilde ifade edemiyordu.

Cozim: Projede bulunan nitelikler projenin saglik
ve kazan¢ acisindan yatirimcisina ciddi geri donug
saglayacadina isaret ediyordu, projeyi bir ilaca
benzetip algilandirma ¢alismasi saglandi.

Sonug: Proje reklamlari cok kisa surede dikkatleri
uzerine cekti ve ziyaret¢i sayisinda %76 artis
yakalandz.

Problem: Aryom Koru, which was selected as the best
project of Turkey, could not reflect that prize it
received as required completely after launch.

Solution: The features included in the project
indicated that the project would provide a significant
return for its investor in terms of health and income
so the perception work was ensured by likening the
project a medicine.

Result: The advertisements of the project attracted
attention in a very short time and an increase of 76%
in number of visitors was provided.

Icinde Tip Merkezi Olan Tarkiye'nin En lyl Konut Projes|

Brosiir Tasarimi / Brochure Design

Raket Reklam Tasarimi / Outdoor Ad Design

Dergi Ilan Tasarimi / Magazine Ad Design

Acik Hava Gerilla Uygulama / Outdoor Guerilla
(Hastane Otoparklari Odakli / Hospital Car Park)

Banka Yok Kredi Yok Kefil Yok
425.000 £'den Baslayan Fiyatlar

Acik Hava Reklam Tasarimi / Billboard Design

Cephe Giydirme / Facade Dressing

Aryom Koru Mailing / Aryom Koru Mailing
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Bisquitte

Problem: Konsept restoran kulturunun yeni basladigi
bir donemde bu kultlurun onciulerinden olunabilir
miydi? Bu sorular 1siginda hem sik hem rahat hem de
evdeymis gibi yemek yenilebilecek bir mekan hayal
ediliyordu.

Coziim: Turkiye'de fast casual dining kultdrinin
onculerinden olan Bisquitte, marka adinin
bulunmasindan pazarlama stratejisine, marka konsept
tasarimindan tum iletisim tasarimlarina kadar
Brainworks Global tarafindan olusturulmustur.

Sonug: Ozellikle restoran ici materyal konusturma
stratejileri ve benzersiz menu tasarimlari ile one
cikan markanin sosyal medya platformlarinda bugun
dahi #bisquitte hashtag’i ile aratildiginda 10.562
paylasim arasinda yapilan islerin paylasim yogunlugu
basariyi kanitlamaktadir.

Bisquitte mezun ettigimiz markalar arasina girmistir.

Problem: Could it be possible to become one of
pioneers of this culture in a period that the
concept restaurant culture started newly? In the
light of these questions, a place which was both
elegant and relaxed where meal could be eaten like
home was dreamed.

Solution: from brand name, marketing strategy to
all brand concept designs of Bisquitte which is one
of pioneers in fast casual dining in Turkey were
created by Brainworks Global.

Result: When #bisquitte hashtag was searched even
today on social media platforms of prominent brand
with especially in-restaurant material speaking
strategies and unique menu design, sharing intensity
of the works made between 10.562 posts demonstrated
success.

Bisquitte ranked among the brands we graduated.

T gueetie Bisquitte
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Bisquitte
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Servis Uriinleri Tasarimi / Design Service Products

Konsept igerik Tasarimlar1l / Concept Content Designs

Mutfoltn Lezzet fosarumelse
buri var

Bisquitte

fine food art.

|

el totlar iz denemeniz Leun
heyecanla bekliyoruz

Bisquitte

mutfoll & cofe

wiww bisquitte comi + wwetwittor comi/bisquitte - www.facebook com/bisquitte

lyu bur yerean notalary varcr,
fupld WU bir w2k oL

Bisquitte

fine food art.

.

Blze yozuin:
h.e,LLo@bL-squ,&-l’a. Lom

Bisquitte

fine food art,

Reklam Tasarimi / Ad Design
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HUGO B OSS

Hugo Boss mukemmeliyetci Uretim esaslarina dayali
bir marka oldugundan calisma ortaklarini da bu
strateji ile belirler. Hugo Boss icin kurum ici
iletisim calismalarini kreatif olarak c¢ozup, markanin
hedefledigi mukemmeliyetcilik anlayisina uygun dilde
tasarimlar uretildi.

15 yilmadan tutkuyla ¢ahstik,
birlikte kazandik

HUGO BOS S

iZzMIiR

Sinema Salonlarinda Film Oncesi Fragmani / Cinema Trailer

Since Hugo Boss i1s a brand based on perfectionistic
production rules, it determines its working partners
with this strategy. The inhouse communication
activities were solved for Hugo Boss in a creative
way and the designs were produced in accordance with
perfectionistic approach that the brand aimed.

Bizi boylten seval, Hayati renklendiren 3500 kisinin
15 yasina geldi yillike birlikteligi
Kutlu olsun!

Bizi birbirimize baglayan
15yl

Izleyiniz / Please Watch

KalDer

Problem: Tiirkiye Kalite Dernedi Izmir Subesi,

13. Mukemmelligi Arayis Sempozyumu kapsaminda onceki
sempozyumlara gore daha efektif olmak istiyordu.
Onceki tanitim caligmalari oldukca etkisiz ve zayif
gorsellere sahipti.

Coziim: Sempozyumun itibarini artirici nitelikte
gorsel butunliukler olusturuldu. Tema komitelerine
destek sunuldu, konularin bulunmasi saglandi. KalDer
Izmir Subesi icin sponsorluk bazinda ayrica destek
verildi.

Bugine kadar gerceklesen sempozyumlarda tema olarak
mega trendler ele alinarak “Geleceksel Bakuis,
Mikemmel Hatalar, Mukemmel Denge” konulari
Brainworks Global tarafindan bulundu.

Sonug: KalDer Izmir Subesi'nin bekledigi hedeflerin
Ustunde bir performans ortaya konularak sempozyumlarin
marka dederi ulusal boyutta daha fazla gliclendirildi.

Problem: Turkish Quality Association Izmir Branch

wanted to become more effective in comparison with the
previous symposiums within the scope of 13th Seeking for
Perfection Symposium. Previous promotion works had quite
ineffective and weak images.

Solution: Visual integrities to increase reputation of
the symposium were created. The support was presented to
theme committees and matters were found. Specific support
was provided for KalDer Izmir Branch on the basis of
sponsorship.

Mega trends were approached as theme in the symposiums
which were held until today. The subjects such as
“Futuristic Approach, Perfect Faults, Perfect Balance”
were found by Brainworks Global.

Result: A performance over the purposes that KalDer
Izmir Branch expected was carried out and the brand
value of the symposiums were strengthened more at
international rate

E MUK EMMELLIGI
{® ARAYIS
- * SEMP2ZYUMU

03+044+05 HAZIRAN 20814 / HILTSN HOTEL iZMIR

MUKEMMEL HATALAR

Materyal Tasarimlari / Materiel Designs
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O bile uslandi

yalispor.

Problem: Henuz 23 subeli spor magazalar zinciri olan
Yali1 Spor bir marka kimligine ve konsepte sahip
degildi.

Cozim: Tum marka kimliginden sube ici konsept
tasarimlarina kadar yenilemeye gidildi, kurumsal
kimlik hazirlandi ve marka mesajlari hazirlanan
kreatif reklamlar ile verildi. Coklu magaza
yonetimleri yapildi.

Sonucg: Yali Spor, bugin Turkiye'nin en bdylk spor
magazalar zinciri haline gelmis, sayilari 80'i asan
sube sayisi ile liderligini korumaktadir.

Problem: Yali Spor with 23 branched sport store chain
did not have a brand identity and concept

Solution: It was renewed from all brand identity to
in-branch concet designs, the corporate identity was
prepared and creative advertisements with prepared

messages were made. Multiple store managements were y

conducted. yalispor

Result: Yali Spor has become the largest sport store
chain of Turkey today and it still protects its
leadership with a branch number exceeding 80.

Her adimda,
Izmir’liyiz

o
e

Yerin 2 kilometre altindan arsa yiikselen yigitler
Bazen agwr pelir her sey,
Nefes almakta zorlannz,
Stylemek istediklerimiz bogazimizda dizilir, tikamr, kalr...
Kémir gibi karann, yanar, kor haline gelir duygular.
Biz bu aoyla yandik, yaniyoruz...
Peki ya onlar?

Kararmis eller, kararmis ylzler, bembeyaz bir bulut gibi siizdldiler.

Arsidelip gectiler.
Onurlanyla, serefleriyle...

Yerin tam 2 kilometre altindan melekler esliginde.

Giile gille yigitler, giile giile!

Tir &

TESEKKURLER iZVIiR

yalispor.

Magazalan ¢ahsanlan adina yal I ~~ L~ P

Yonetim Kurulu Baskan Yonetim Kurulu Baskan Yardimcisi
Ali YILDIZ Cenan KUS

yalispor

Taziye Ilani / Condolence Announcement Reklam Tasarimlari / Ad Designs
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Yasar Holding sirketlerinden Viking Kagit Seluloz £
AS'ye ait Premia markasi icin gelen taleplere uygun

olarak gidalara uygun kagit havlu (Isega belgesi)

stratejik marka konumlandirma mesaj1i esas alinmis

ve reklam tasarim calismalari Brainworks Global

tarafindan olusturulmustur.

The message regarding strategic brand positioning for
paper towel suitable for food (Isega certificate) was
predicated for Premia branc of Viking Kagit Seliiloz
AS, one of Yasar Holding companies, and design works
of advertisement were created by Brainworks Global.

e n—

Premia ve Lily, emici ve yumusak dokulariyla mutfaklarda konforiy
bir kullamm alam sunarken, Avrupa'nin sertifikasyon alamindaki en
A biyik bagimsi otoritelerinden birisi olan ISEGAdan aldiklan sertifika
‘§ ife gidalarla beraber given iginde kullanilabilecekler.

b
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i
4 4 Premia ve Lily, emici ve yumugak dokulariyla mutfaklarda konforly
?g - bir kullamn alam sunarken, Avrupa'nin sertifikasyon alamindaki en
| J bayiik bagimssz otoritelerinden birisi olan ISEGAdan aldiklan sertifika
‘ ’ IE' ile gidalarla beraber given iginde kullaniabilecekler. ‘

PESE— _— — S —_

Premia ve Lily, emici ve yumusak dokulariyla muifaklarda ke
bir kullamm alam sunarken, Avrupanin sertifikasyon alani

Reklam Tasarimlari / Ad Designs
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Sabanci Sanayi Grubu sirketlerine iletisim calismalarinda destek verilmektedir.

TEMSA

GELECEGE YON VEREN

YETENEKLER

17

1612007
=3 sitest
Qukuros, g suirs

Temsa'nin gelecedine yeteneginle yon ver.

Temsa dniversitene geliyor. Temsa markasini, dend, buglind ve gelecegiyle daha yakindan tammak,
kendi y ini ve g fini kegf k, belki do Temsa'nin gelecek mimarlanndan biri elabilmek igin
giin boyu siirecek bu etkinligh kagrrma.

o0

TEMSA

liham Voran Lidseir wa Calisms KO @0

A
T EMSA

consulting

Broslr Tasarimi ve Logo Calismasi / Infographic

»YONETICI
EL NIThE1

Yonetici E1 Kitab1 / Administrator’s Handbook

TEKNOLOJININ
KALBI

ATIYOR

LEVCW-CELEREY
Fabrika b&liim sunumian
Arge workshoplan vb..

08:00 - istanbuPdan Yola Cikis
20:00 - Adana‘ya ¥ans Ve Dinlenme

brilcs Bilim Sunumiar:
belka Tura
-18.00 - Arge Calismalan

2130 - Akgam Yomegi

Reklam Tasarimi / Ad Design

Sabanct Industry Group companies are given support in communication activities.

Aramizdaki
sosyaller kimler?

faallyet
yunsada.com'u
takip edin

Anahtarlik Tasarimi / Keychain Design

(@t vursaathieal (@) wunanaffcnl

ISIK SACANLAR

Odiil téreni icin adaylik siireci basladi!

Katalog Tasarimi / Catalog Design

Yinsalilar yunsada.com’da bulusuyor!

N
ol

yunsada.com

www.yunsada.com

Reklam Tasarimi / Ad Design

Reklam Tasarimi / Ad Design
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