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BRIEF

�ki i� adam� (bir tekstilci ile bir saraciye üreticisi) hedef kitlesi üniversite ö�rencileri olan bir �irket kurarlar. 

Hedefleri, öncelikle üniversite ö�rencileri için, genelde dünya için iyi bir �eyler yaparak para kazanmak, i�lerini 

büyütmek, ulusal -ba�ar�labilirse, daha sonra uluslararas�- bir zincir kurmakt�r. �ki sanayici, ba�lang�çta, kendi 

üretim tesislerininin at�l kapasitesini kullanacak, üretimi art�rmak zorunlu hale gelirse ek tesis kurulacak, 

gerekirse ba�ka sanayi tesislerinde fason üretim yapt�r�lacak, hatta ortak say�s� art�r�labilecektir.Ortaklar, 

kendilerine projeler geli�tirip, sonuçland�racak bir tasar�m �irketi ile görü�ürler. Tasar�m �irketi, grafik, tekstil 

endüstri ürünleri tasar�mc�lar�ndan, iç mimarlardan ve bir reklam yazar�ndan olu�an iki ayr� ekip kurar. 

Bu ekipler, mü�teriden ald�klar� yönbilgiyi geli�tirerek, ilk dü�ünülen s�n�rlar� da zorlayan, iki ayr� marka geli�tirir; 

ön raporlar�n� ve taslaklar�n� haz�rlarlar.



BRIEF 

Two businessman (a textile manufacturer and a leather goods maker) set up a company  with university students as its target 

group. Their goals were to assist these university students in particular, to earn money by doing beneficial deeds for 

the world in general, to expand their businesses, and to set up a national, and eventually, if it turns out to be 

a successful venture, an international chain later on. In the beginning, the two industrialists are going to utilize 

the excess capacity at their own production facilities, and establish auxiliary facilities in case they need to increase 

production, and if deemed necessary, contract the work out to other industrial plants and eventually even increase 

the number of partners in this business. The partners consult with 1 DESIGN FIRM that can develop and realize 

the projects on their own. The design company sets up two separate teams comprised of designers of textile and 

industrial products, interior designers and an advertising writer. These teams develop the preliminary information 

from the customer, they develop two separate brands that break through the preconceived barriers; they prepare 

the preliminary reports and drafts.



Workshop çal��mam�z�n ilk iki günü içerisinde, üniversite ö�rencilerinin ihtiyaçlar�, bu ihtiyaçlara yönelik bir pazar 

bo�lu�u ve bu bo�lu�u doldururken sosyal bir misyonda içerecek bir marka olu�turulmaya çal���ld�. �kinci günün 

sonunda üniversite ö�rencilerini daha çok gezmeye, bu sayede dünyay� ve farkl� kültürleri ke�fetmeye te�vik etmeyi 

kendisine misyon edinmi� iki marka olu�tu.



Within the first two days of our workshop studies, an attempt was made to determine the needs of university students, 

to ascertain a market niche regarding these needs, and in filling the gap, to come up with a brand name that 

conveys a social mission.By the end of the second day, it was determined that university students are on the move 

a lot, so two brand name was created that is committed to encouraging them to discover different cultures. 



Marka ad�: “NOKTA”.

Slogan�m�z ise  “KE�FEDECEK ÇOK YER VAR”  oldu. Dünyan�n farkl� noktalardan olu�tu�u ve her noktan�n yeni bir 

ke�if alan� oldu�u fikri üzerinden giderek markam�za “Nokta” ismini verdik ve slogan�m�z� “Ke�fedecek Çok Yer Var.” 

olarak belirledik. 

Ürün gam�m�z� ve hizmet alanlar�m�z�, tamamen s�rt çantas�yla gezen bir üniversiteli gencin, seyahati s�ras�nda olu�abilecek 

temel ihtiyaçlar�n� kar��lamak üzere s�n�rland�rd�k.

Misyon

Üniversite ö�rencilerini daha çok gezmeye ve bu sayede dünyay� ke�federek ufkunu geni�letmeye te�vik etmek. 

Vizyon

�ki noktadan ba�layarak dünyan�n farkl� noktalar�na yay�lmak ve en çok tercih edilen genç seyahat uzman� haline gelmek. 

De�erler

�htiyaçlar� optimum ölçüde kar��layan ürünlerle gereksiz tüketime engel olmak. Kiralananlarla üretim-tüketimi azaltmak, 

çevre kirlili�ini artt�rmamak. Nokta ma�azalar�nda, ki�iye kendisini evinde gibi hissettirecek bir atmosfer yaratmak. 

Ürünlerimiz

Rehberlik, dan��ma, bisiklet kiralama, navigasyon cihaz�n� kiralama, ma�azada internet ba�lant�s�. Guiding, consultancy, 

bike rentals, navigational device rentals, wireless connection in the shops. Gençlerin içindeki ke�fetme duygusunu ortaya 

ç�kararak, dünyay� tan�malar�na yard�mc� olmak ve bu süreçte gereken bilgi, hizmet ve malzemeyi onlara sa�lamak.



Brand name: “NOKTA”,

Slogan: “THERE IS A LOT OF SPACE TO EXPLORE”. Expounding upon the idea that the world is made up of different 

points and that every point is a new field of exporation, we named our brand name “Nokta” and determined that there is 

a lot of space to explore our slogan. We have narrowed our product range and service fields, limiting them to the  

“must have” basics that a pack-backing university student would deem necessary while travelling.

Mission

To encourage university students to travel around more, thus expanding their horizons by exploring the world around them.

Vision

To start out from two points and spread out to different points around the world, thus becoming the most preferred 

young people’s travel expert.

Our Products

Guiding, consultancy, bike rentals, navigational device rentals, wireless connection in the shops. To aid young people in 

getting them more acquainted with the world around them by exposing their inner feelings of exploration, and in doing so, 

to ensure they have the right information, services and materials at their fingertips.



STRATEJ�K PLANLAMA

Neredeyiz? 

Deri ve tekstil sektöründe üretim yapan bir geçmi�e sahibiz. Daha önce uygulanmam�� bir organizasyon 

tipini hayata geçiriyoruz. Nerede olmak istiyoruz ve reklam� ne için yap�yoruz? Seyahate ç�kmak isteyen ö�rencilerin, 

ihtiyaçlar�n� kar��lamak istedikleri zaman akla gelecek? Oraya nas�l varaca��z?

ilk marka olmak için...

Güçlü yönlerimiz neler?

Yeni bir organizasyon olmam�z, seyahat konusunda uzmanl���m�z hem malzeme hem de dan��manl�k hizmeti vermemiz, hedef 

kitlemizin yeniliklere aç�k olmas�, kiralama sistemini yürütmemiz.

Zay�f yönlerimiz neler?

Ö�renciler s�rtlar�nda çantayla, bilmedikleri yerlere gitmeye çekinir. Seyahat öncesi davran��lar�, sundu�umuzdan farkl�.

F�rsatlar:

Rekabet ortam�n�n, ula��m bedellerinde ucuzlu�a sebep olmas�. Ülke ekonomisinin, ö�rencileri ucuz seyahate yönlendirmesi, 

Turizm politikas�n�n, yerli turisti farkl� tatil aramaya yönlendirmesi.

Tehditler: 

Gençlerde okuma ve ö�renme iste�inin azalmas�, medyan�n empoze etti�i tatil anlay���n�n sundu�umuzla uyu�mamas�, haz�rl�k 

giderlerini kar��layamamak (Ar-Ge, kal�p giderleri), “Nokta”, pazar� geli�tirdikten sonra büyük oyuncular�n rekabete girmesi.



STRATEJ�C PLAN

Where do we stand?

We have a past experience as manufacturers in the leather goods and textile sectors. We are implementing a type of 

organization that has not previously been applied. 

Where do we want to be? 

Why are we advertising? We want to become the first brand name that wanderlust students think of when it comes to 

meeting their travel needs...

How are we going to get there?

Our strong aspects: Being a brand-new type of organization, travel-oriented expert staff, providing both materiel and 

consultancy services, being open to the innovativeness of our target group, having a rental system. Our weak aspects: 

Students are reticent about going places  they aren’t familiar with when they put on a backpack.  The student’s behavior is 

different from that which we offer. 

Opportunities: 

The competitive business world has slashed the cost of transportation, the nation’s economic situation has geared students 

towards inexpensive travel, Today’s tourism agenda in Turkey has allowed local tourists to seek alternative  vacation 

opportunities.

Threats: 

The drop in figures of young people who read and have a desire to learn, The concept of vacationing which is imposed 

by the media and conflicts with what we offer, not being able to achieve sufficient sales, thereby not being able to meet 

preparation expenditures. (R&D, mold expenses), major players entering the playing field after Nokta has  developed the 

market.



Kimi etkilemeliyiz?

18-27 ya� aras�, uluslararas� ili�kiler, sosyoloji, psikoloji, güzel sanatlar, mimarl�k, ileti�im bölümlerinden birinde okuyan, 

seyahatlerinde tatil köylerinden çok �ehirlerdeki pansiyon ve hostelleri seçen, lüks ya�amaktansa farkl� yerler görmek isteyen 

ö�renciler...

“Ahmet 20 ya��nda ve Bo�aziçi Üniversitesi’nde sosyoloji okuyor. Tatile yaz döneminde gidiyor. Önceden Avrupa’n�n birçok �ehrine 

giden Ahmet, art�k kendi ülkesinin güzelliklerini ke�fetmek istiyor. Uzun yürüyü�leri seviyor fakat yan�na çok e�ya almaktan 

rahats�z. �yi bir bütçeye sahip ama tatile giderken çok para harcamak istemiyor. Bir-iki arkada�� da e�lik ediyor. Önceden, 

gidecekleri yer hakk�nda bilgiler topluyorlar.”



Who Do We Have To Impress?

The 18-27 age group, students who are studying international relations, sociology, psychology, the fine arts, architecture 

and communications, those who prefer to stay in pensions and hostels situated in city centers rather than all-inclusive 

holiday resorts, those who want to see different places instead of living in the lap of luxury...

 “Ahmet is 20 years old and is studying sociology at Bosphorus University. Generally, he takes his vacation during 

the summer period.  Having previously vacationed in a number of European cities, these days Ahmet wants to explore 

the beauties of his own country. He likes to take long walkabouts when he goes on vacation, but doesn’t feel comfortable 

about taking a lot of gear with him.  He believes he’s got a decent budget, but doesn’t want to spend a lot of money 

while on vacation. He wants to travel with one or two friends from school. Before embarking on their journey, they gather 

information about the places they will be seeing.”
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Marka ad�: K�T

Nereye gidersen git, temiz ve sa�l�kl� yemek yemeni sa�layan, farkl� seçeneklere uygun yemek kaplar� içeren sisteme 

“Kit” ismini verdik. 

Kit ne sa�lar?

Evde haz�rlad���n, damak tad�na uygun yiyecekleri yan�nda ta��mana, karn�n ac�kt���nda ç�kar�p afiyetle yemene, 

yeme�in bitti�inde de elini ve a�z�n� silmene yard�mc� olur.

Kit’i nas�l kullanacaks�n?

Evinde haz�rlad�klar�n�, Kit’in içerisinde bulunan özel tasarlanm��, farkl� boy seçenekleri olan kaplara yerle�tirmen 

yeterli.

Misyon

Üniversite ö�rencilerinin ev d���ndayken de sa�l�kl� beslenmesine katk�da bulunmak.

Vizyon

Be� y�l içinde Türkiye’deki tüm üniversitelerin kar��s�nda bir “Kit” sat�� noktas� açmak.

De�erler

Fast food ürünlerine kar��y�z, dünya kaynaklar�n� dikkatli bir �ekilde kullan�yoruz, sa�l�kl� ya�am� ve beslenmeyi 

destekliyoruz, tek kullan�ml�k ürünler satm�yoruz, her üründe, ö�rencinin sat�n alma gücünü de hesaba kat�yoruz.



Brand Name: K�T

We gave the system, which consists of meal containers according to various choices which ensure you eat clean and healthy food 

wherever you go, the name “Kit”. 

Meals that taste homemade that are portable and can be opened and eaten whenever you get hungry. It even helps 

you wipe your hands and mouth when you finish your meal.

How to use Kit?

It’s enough to place the meals you’ve prepared at home into the specially-designed containers which come in different 

sizes. In thinking about those who say to themselves, “I don’t know how to make food,” we also inserted practical and filling 

recipes in the Kit that everyone will be able to prepare. You can choose from these recipes, cook and take the meals 

with you wherever you go.

Mission

To help ensure that university students obtain good nutrition while they are at home. 

Vision 

To open Kit sales points opposite all university campuses in Turkey within the next five years.

Values:

We are against fast food products, we use global resources in a conscientious manner and we support healthy lifestyles and 

nutrition, we don’t sell disposable products, we ensure that every product we sell is within the range of the student’s purchasing 

power. 















Günlük Ya�am



Daily Life














