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BRIEF

iki is adami (bir tekstilci ile bir saraciye Ureticisi) hedef kitlesi Gniversite dgrencileri olan bir Sirket kurarlar-
Hedefleris oncelikle Gniversite ogrencileri icin. genelde dlinya icin iyi bir Seyler yaparak para kazanmak. islerini
baydtmeks ulusal -basarilabilirses daha sonra uluslararasi- bir zincir kurmaktir- iki sanayici» baslangiétas kendi
aretim tesislerininin atil kapasitesini kullanacak» retimi artirmak zorunlu hale gelirse ek tesis kurulacak
gerekirse baska sanayi tesislerinde fason tretim yaptirilacak, hatta ortak sayisi artirilabilecektir-Ortaklars
kendilerine projeler gelistirips sonuclandiracak bir tasarim Sirketi ile gordsarler- Tasarim Sirketis grafiks tekstil
endustri Granleri tasarimcilarindan, i¢ mimarlardan ve bir reklam yazarindan olusan iki ayri ekip kurar-

Bu ekipler musteriden aldiklari yonbilgiyi gelistirerek. ilk distndlen sinirlari da zorlayans iki ayri marka gelistirir;
on raporlarini ve taslaklarini hazirlarlar.



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 particulars to earn money by doing beneficial deeds for
the world in generals to expand their businesses» and to set up a nationals and eventuallys if it turns out to be

a successful ventures an international chain later on- In the beginnings the two industrialists are going to utilize
the excess capacity at their own production facilitiess 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 customers they develop two separate brands that break through the preconceived barriers; they prepare

the preliminary reports and drafts.




Workshop ¢alismamizin ilk iki giind icerisindes Gniversite ogrencilerinin ihtiyaclaris bu ihtiyaclara yonelik bir pazar
boslugu ve bu bo$lugu doldururken sosyal bir misyonda i¢erecek bir marka olusturulmaya alidildi- ikinci gdndn
sonunda aniversite ogrencilerini daha cok gezmeyes bu sayede dinyayi ve farkl kaltdrleri kesfetmeye tesvik etmeyi
kendisine misyon edinmis iki marka olustu-



Within the first two days of our workshop studies» an attempt was made to determine the needs of university studentss
to ascertain a market niche regarding these needs and in filling the gaps to come up with a brand name that
conveys a social mission-By the end of the second days it was determined that university students are on the move
a lots so two brand name was created that is committed to encouraging them to discover different cultures-




Marka adi: "NOKTA".

Sloganimiz ise "KESFEDECEK COK YER VAR" oldu- Ddnyanin farkl noktalardan olustugu ve her noktanin yeni bir
kesif alani oldudu fikri Gzerinden giderek markamiza "Nokta" ismini verdik ve sloganimizi "Ke$fedecek Cok Yer Var-"
olarak belirledik-

Urlin gamimizi ve hizmet alanlarimizi» tamamen sirt ¢antasiyla gezen bir Gniversiteli gencins seyahati sirasinda olusabilecek
temel ihtiyaclarini karsilamak Gzere sinirlandirdik-

Misyon
Universite dgrencilerini daha ¢ok gezmeye ve bu sayede dinyayr kesfederek ufkunu genisletmeye tesvik etmek-

Vizyon
iki noktadan baslayarak dinyanin farkli noktalarina yayilmak ve en ok tercih edilen gené seyahat uzmani haline gelmek-

Degerler
ihtiyaclari optimum 6léide kar$ilayan Granlerle gereksiz tiketime engel olmak- Kiralananlarla dretim-tiketimi azaltmak
cevre kirliligini arttirmamak- Nokta magazalarindas kisiye kendisini evinde gibi hissettirecek bir atmosfer yaratmak-

Urlnlerimiz

Rehberliks daniSmas bisiklet kiralamas navigasyon cihazini kiralamas madazada internet baglantisi- Guidings consultancys
bike rentalss navigational device rentalss wireless connection in the shops- Genclerin icindeki kesfetme duygusunu ortaya
Cikararak. dinyay tanimalarina yardimci olmak ve bu stirecte gereken bilgis hizmet ve malzemeyi onlara saglamak-



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 exporations 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 mores 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 worlds 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 explorations and in doing so»
to ensure they have the right information, services and materials at their fingertips-




STRATEJIK PLANLAMA

Neredeyiz?

Deri ve tekstil sektortinde tretim yapan bir gecmise sahibiz. Daha once uygulanmamis bir organizasyon

tipini hayata geciriyoruz- Nerede olmak istiyoruz ve reklami ne icin yapiyoruz? Seyahate ¢ikmak isteyen ogrencilerins
ihtiyaclarini karsilamak istedikleri zaman akla gelecek? Oraya nasil varacagiz?

ilk marka olmak icin««.

GUcl yonlerimiz neler?
Yeni bir organizasyon olmamiz» seyahat konusunda uzmanligimiz hem malzeme hem de danismanlik hizmeti vermemiz, hedef
kitlemizin yeniliklere atik olmasis kiralama sistemini yaritmemiz-

Zayif yonlerimiz neler?
Ogrenciler sirtlarinda éantaylas bilmedikleri yerlere gitmeye Gekinir- Seyahat oncesi davranidlaris sundugumuzdan farkli-

Firsatlar:
Rekabet ortaminins ula$im bedellerinde ucuzluga sebep olmasi- Ulke ekonomisinins dgrencileri ucuz seyahate ydnlendirmesis
Turizm politikasinins yerli turisti farkli tatil aramaya yonlendirmesi.

Tehditler:
Genclerde okuma ve ogrenme isteginin azalmasi» medyanin empoze ettigi tatil anlayisinin sundugumuzla uyusSmamasis hazirhk
giderlerini karsilayamamak (Ar-Ges kalip giderleri)»"Nokta"s pazari gelistirdikten sonra buytk oyuncularin rekabete girmesi-



STRATEJIC 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 organizations travel-oriented expert staffs providing both materiel and
consultancy servicess 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 travels 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 offers not being able to achieve sufficient sales» thereby not being able to meet
preparation expenditures- (R&D» mold expenses)s major players entering the playing field after Nokta has developed the
NERGE
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Kimi etkilemeliyiz?
18-27 yas arasl» uluslararasi iliskilers sosyolojis psikolojis glizel sanatlars mimarliks iletisSim bolimlerinden birinde okuyan.
seyahatlerinde tatil koylerinden cok Sehirlerdeki pansiyon ve hostelleri secens liks yasamaktansa farkli yerler gormek isteyen

ogrencilers«

"Ahmet 20 yasinda ve Bodazi¢i Universitesi'nde sosyoloji okuyor- Tatile yaz déneminde gidiyor- Onceden Avrupa'nin biréok Sehrine
giden Ahmet. artik kendi dlkesinin glizelliklerini kesfetmek istiyor- Uzun ytriytsleri seviyor fakat yanina ¢ok esya almaktan
rahatsiz- iyi bir bitéeye sahip ama tatile giderken ¢ok para harcamak istemiyor- Bir-iki arkadasi da eslik ediyor- Oncedens

gidecekleri yer hakkinda bilgiler topluyorlar-’



Who Do We Have To Impress?

The 18-27 age group» students who are studying international relationss sociologys psychologys the fine arts» architecture
and communications» those who prefer to stay in pensions and hostels situated in city centers rather than all-inclusive
holiday resortss 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- Generallys he takes his vacation during

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

the beauties of his own country- He likes to take long walkabouts when he goes on vacations 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 journeys they gather
information about the places they will be seeing-"







HAUTA \

wEHR ¢










B T S —




S —

NAVITA !

NAVITA




HARITA

1:16,000,000

e = :
TURKIYE




LLTUWR %
Zavd)
Pihtors

Manisa - Akhisar arasinda:

178 kay,

18 dren yeri,
14 mize

36 tarihi koprii,
6 selale,

8 gol var.

Durmazsan géremezsin.

Tim seyahat gereglerinizi Istanbul, Ankara ve Trabzon noktalaninda bulabilirsiniz.
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Marka adiz KIT
Nereye gidersen git» temiz ve saglikli yemek yemeni saglayan. farkli seceneklere uygun yemek kaplari iceren sisteme
"Kit"ismini verdik-

Kit ne saglar?
Evde hazirladigin, damak tadina uygun yiyecekleri yaninda tasimanas karnin aciktiginda cikarip afiyetle yemenes
yemegin bittiginde de elini ve agzini silmene yardimci olur.

Kit'i nasil kullanacaksin?
Evinde hazirladiklarinis Kit'in icerisinde bulunan 6zel tasarlanmis. farkli boy secenekleri olan kaplara yerlestirmen
yeterli-

Misyon
Universite dgrencilerinin ev didindayken de saglikli beslenmesine katkida bulunmak-

Vizyon
Bes yil icinde Tlrkiye'deki tim Gniversitelerin karsisinda bir "Kit" satis noktasi acmak-

Degerler
Fast food Urtnlerine karsiyizs diinya kaynaklarini dikkatli bir Sekilde kullaniyoruzs saglikli yasami ve beslenmeyi
destekliyoruz, tek kullamimhk drinler satmiyoruz. her drindes 6grencinin satin alma guctnd de hesaba katiyoruz-



Brand Name: KIT
We gave the systems 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- |t 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 themselvess | 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 recipess 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 productss we use global resources in a conscientious manner and we support healthy lifestyles and
nutritions we don't sell disposable productss we ensure that every product we sell is within the range of the student's purchasing
power-
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