


The name, emblem/logotype is the first medium where we encounter
potential customers and it is highly valuable.

That is why designs that solely prioritize aesthetics and neglect the
advertising/communication aspect should not be entrusted.

Because the name/visual identity should facilitate communication.

M.A.R K.A.
ETKI FABRIKASI



SOME EXAMPLES OF BRAND VISUAL IDENTITIES
WE HAVE CREATED

M.A.R K.A.
ETKI FABRIKASI






PROBLEM:

Sofia Cleaning Doors was a brand
that was on the shelves in many
important markets, including Migros
and Carrefour, but was very weakly
sold off the shelf.

90% of their sales were through
checkout discount activities (... with
big discounts to the shopper.)

Our client wanted to advertise
and increase sales/market
share.

We should have given the
consumer a meaningful
argument about why they
should buy us instead of our
competitors.
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Allgompeting‘ brands were

getting their raw materials from

the\same sources as Cellulose

"Sofia does not destroy
forests, but only uses
trees produced for
industrial purposes”.

We have created our motto.

derlved from ' lndustrlal woods :
However, it has not used it in any
brand communication until :

today. 7=® e AT
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Our ads would use this rhetoric. Then
we had to have packaging that spoke
to the consumer and conveyed this

message.
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We couldn't just leave this
message to advertisements that
: we would publish 1-2 months a
W\ / . year. N : ‘
W e We have designed

packaging that speaks to
. the consumer on the shelf -
\ every day, every moment. -
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PROBLEM: SOLUTION:

&, We needed a brand name that was unlike any

,-& T local or foreign competitor in the market. This
. K = ;

'] ) name should be easily memorable and also

S convey a sense of strength.

Dardanel Group wanted to enter the
growing pet food market.

The recent depreciation of the TL against
the Dollar and the Euro has made the
brands perceived as foreign/high quality
very expensive, and there was no brand
perceived as high quahty wnth its

found the GENERAL DOG / GENERAL CAT
\ d names. We have a brand that is easily
uishable from competitors, expresses
Ives an international brand feeling and is

easily registered.
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SOLUTION:

Our packaging designs should have been as
aesthetic as the packaging of foreign/quality
perceived brands.

We have provided this in our design detalils.
And aiming to create a remarkable
differentiation with both its name and design
on the shelf, we used realistic illustrations of
cat and dog photos used by everyone.

FISH @

Our ingredients ore delivered to
our kitchen row and gently
freeze-dried to lock in natural
flavors and wholesome nutrients.

The result is a delicious reward
your cot will love.

Auuii
FISH &

Our. ingredients ore delivered to
our kitchen row ond gently
freeze-dried to lock in natural
flovors and wholesome nutrients.

years

The result is o delicious reward
you can feel good about feeding

your dog.




Our togredlents oce Selivered to = | Our:; {mgneciancs. or 500 to Our. tagrodients ore dellvered to

our kitchen row ond gently our. kitchen: row t R n our Kitchea row ond pently

froeze-dried 1o lock (n nutwrol | : freeze-deted to i te-drl le ol frovze-oried to Lock ta roturol
i oveetdncss) flovors ond sho / t flavors ond wholeromo mutrients,

The result (s o deliclous P e— . The result 15 o delicious The result (s o delicious

reword your cot will love. |50/‘ T :

The result (s o deliclous
reword your cot will love. lsal. reward your cot will love. . resord your cot will love.

83%

83%




€0 00r NEchen row end pestl; . : 1
froeze-dried to l.d,(u% freeze-cried to lock (n paturol flovor "";'_::x‘“‘ pdbioal ol
lovers ond wholesome matelenty.. flovars ond wholesome nutelents - bl SPR) L E0L Y
' N ; The result (s o delicious The result is o delicious
The cesult {s o delicious reward you con feel good remord you con feel good
obout feeding your dog. lsﬂl’

Jtents ore celtvered

Our_ tngredients ore dellvered
¢ hen row ond gently

The result (s o deliclous CoNS ALk
K reword you con feel good obout feeding your dog.

reword you con feel good 2
obout feeding your dog. obout feeding your dog.
|
83%




-

A NEW TUNA/BRAND AND VISUAL IDENTITY




PROBLEM

Compared to Dardanel, the clear leader of
the tuna market, lower priced brands
(Superfresh, Fide, Harras and private label
market brands) began to show presence
and steal Dardanel's market share.

In order not to remain unconcerned to this
trend any longer Dardanel, wanted to
launch a new brand against its affordable
rivals.




SOLUTION:

It was also a fact that this new affordable
brand of Dardanel could not put big budgets
on the mass media.

Therefore, we designed a brand name/logo
and packaging that quickly differentiates on
the shelf and speaks

to the consumer.

Although it is very new (in some markets),
the sales figures seem very successful.

It is reported that Dardanel sells more than
its affordable competitors combined at the |
points where it is sold. ‘

ZEVTINYAGLL TON BALIGIS

1| 75,2 Protein / %100 Dol Avalk / Katksz ve koruyucusuz | Yiksek Omega3
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OGO AND BOTTLE DESIGN
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PROBLEM:

How would we draw attention ?
Differentiate and position ourselves in the
gazoz market where there are many
competitors such as big national brands
(Sprite, Fruko, Uludag, 7up) and local
brands of almost every city (Ankara
Gazozu, Zafer Gazozu, Bade Gazozu,
Saki Gazozu, Saki Gazozu ...)
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SOLUTION:

—— DOLUM SEVIYESI
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We first designed the bottle with the
understanding of "We need a very different,
minimalist and youthful bottle design besides the 4.5 02
old-fashion bottles, almost all of which are made
with the old generation design approach .

maks ©18,29
min_ 016,13

155 #1.2

71

The main idea of the bottle design was to
add a spout to the top of the body in the form of
330 ml soft drink cans.
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Our brand name should also support our strategy
above.

We realized that despite many children calling to Gazoz
as 'Gagoz,' no one had obtained a trademark
registration for it until now. The trademark registration
for GAGOZ was available. We easily obtained the

registration.

Our logo and label design with the same minimalist DOGALA OZDES KARIZMA, RENKLI
approach. And our new brand has found a strong MENKLI BIR HAYAT, COOL KIZLAR, DUNYAYI
response in the market among young people and those KURTARAN ADAMLAR... MATRAK ASIT ICERIR.
who always feel young. TEK YAN ETKiSI: GEGIRTIR... TIKILERIN

ULASAMAYACAGI YERLERDE SAKLAYINIZ.
GAGOLZ... BIR FEZA MARKASI!
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iti ZENCEFiL / GINGER ALE
competitions, as well as

- 2awardsfom - ...
SERa ey SR e




LUSMDAKILER: DOGALA OZDES KARIZMA, RENKL
HENKLI BIR HAYAT, COOL KIZLAR, DUNYAN

3 KURTARAN ADAMLAR... MATRAK ASIT ICERR
© TEK YAN ETKISI: GEGIRTIR... TIXILERIN
- ULASAMAYACAGI YERLERDE SAKLAYINIL
: GAGOZ.... BIR FEZA MARKAS!

HBNCEFIL: TENCE VE FiL KEUMELERiNiN
 BIRLESMESINDEN MEYDANA GELMIS
LUP FILLERLE HICBIR ILGIST OLMAYAN

IR BITKIDIR. ANCAK YINE DE DIKKAT

U FiL G1Bi GEGIRTEBILIR... YARASIN®
ZENCEFIL / GINGER ALE
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PROBLEM:

We were going to design
a name and packaging
for a product group that
would enter the
"Vitaminized Water"
category, which is not
available in Turkey, as the
first brand.
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SOLUTION:

Our brand name should have defined
the name of the category and we
should have had an umbrella brand
that would distinguish us from other
"Vitaminized Waters" that would be
released after the category was
formed.

“SAOL”, which we converted from
the word "thank you" as the brand
name, and integrated the category . sox MY

name as "VITAMIN WATER" with our . | | N |- ==

) PREBIYOTIK

SAOL brand. X N
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Our packaging designs "should
not resemble soft drink packaging
designs that have no
benefit/function, nor should they
be like pharmaceutical

packaging.

We finalized our designs with an
understanding that includes both.
Thus, we have packages that
give the feeling of both soft drinks
and food supplements, and that
both differentiate and speak to
the consumer on the shelf.
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PROBLEM:

Starting with Starbucks in Turkey and
Gloria Jeans, Cafe In the growing market
with Nero and Kahve Dunyasi, over 40
large and small cafe chain brands were
formed. But the market was still growing.

A group that sells coffee machines to
these chains and provides the operation
and maintenance services of the
machines wanted to establish their own
cafe chain and needed to create a brand
and brand visual identity for this.



SOLUTION:

We created a brand name that would be
valid both in Turkey and internationally,
stand out from competitors, and be
eligible for trademark registration in every
country around the world:
BLACKBOMB.

We designed a black and beautiful
woman lllustration as a visual hammer
that will make the name memorable.

We designed the visual world of our
BLACKBOMB brand by combining this
visual appeal with a strong, reassuring

typography.




PANTONE 478 C
PANTONE 726 C

PANTONE Black 4 C
PANTONE 730 C
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COFFEE




PREMIUM GROUND




- PROBLEM:




SOLUTION:

We first agreed with our customer on the IGA
PASS brand name.

With a typography and color selection
(smoked, dark blue and gold colors) that will
be perceived as much more premium by
inheriting the genes of the IGA Airport
operation logo.
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Mass
Services

iGA SLEEPOD - Be Comfy - Be Restful!

After the time spent resting in the Sleepod area, our guests
will be able to continue the rest of the day energetically and
refreshed.

iGA MEETING LOUNGE - Be Serene! - Be Exceptional!

Our guests will be able to start their journey exactly as they
planned in the special meeting area, away from the clutter
and in an organized manner.

iGA LEFT LUGGAGE - Be Dynamic! - Be Lively!

Our guests will be able to move freely at the airport without
carrying heavy luggage, trusting that their belongings are
securely stored.
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A nap in iGA SLEEPODS will make you feel

recharged and refreshed for the
upcoming part of your journey.
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iGA Sleepod is an WHIPASS service.
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LUGGAGE WRAP H /_

RIELAKIE

iGA LUGGAGE WRAP service ensures that our
guests’ luggage is wrapped meticulously to
protect them against damage or impact.

[ I
iGA Luggage Wrap is an MHIPASS service.
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iIGA LEFT LUGGAGE gives you the

opportunity to leave your luggage in
safe storage and stroll around the

airport without having to carry your
heavy bags around.

M
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iGA Left Luggage is an WHAPASS service.
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Premium
Services

iIGA FAST TRACK - Be Quick — Be Ready!

With the privilege of fast transition, our guests eéanget ready for

their journey by quickly getting on their planes away from the
crowd.

iGA BUGGY - Be Punctual! - Be Free!

Buggy vehicles, our guests will be able to catch their planes in a

very comfortable way without getting into a hustle and bustle
just in time.

iGA LOUNGE - Be Cool! - Be Gourmet!

Our guests can have a gourmet experience with delicious tastes
from Turkish and world cuisine in the lounge area and have a
very pleasant time with other facilities.



iGA DOMESTIC LOUNGE - Be Cool! - Be Glamorous!

Domestic Our guests can have a gourmet experienceWith
delicious tastes from Turkish and world cuisine in the lotnge
area and have a very pleasant time with other facitities.

iGA MEET&GREET - Be Glad! - Be Iconic!

Our guests are very well received by specialt@ssistants, and all their
transactions are handled by special assistants until they start their

P ’
® journey with the help of which they caneasily handle it.
IGA MEET&GREET VIP - Be VIP - Be Remarkable!
Our guests will be welcomed by spéecial assistants and will feel that

they are special guests of a privileged journey in the special area
reserved for them.

iGA VALE & OTOPARK - Be Ready! - Be Favored!

Our guests can continue their journey practically by leaving their
vehicles in the car park before the journey and can pick up their
vehicles from here in a prepared manner after the journey.
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If you're an iGA PASS member, you can have the most
pleasant time of your journey at iGA while waiting for
your flight. The delicious offerings from both Turkish
and international cuisine make our guests have a
gourmet experience at iGA LOUNGE, coupled &
with a wide range of privileged services to climax
their travel comfort.

_—

Cigcposs.com@% iGA Lounge is an MIMIPASS service.
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The delicious offerings from both Turkish and
international cuisine make our guests have a
gourmet experience at LOUNGE DOMESTIC
and have a very pleasant time with the other
amenities available.
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( igCI pass.com g% iGA Lounge Domestic is an lﬂ!PASS service.




B |GA MEET & GREET offers our guests a privileged travel
experience, with private agents standing ready to
meet and assist our guests at the airport.

g

. —
( Igapass.com g% iGA Meet&Greet is an WHIPASS service.
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Privileged fast pass enables our guests to
make their entrance into the airport much
more conveniently, without having to go
into the crowd.

o -_—
( 1ga poss.com@% iGA Fast Track is an EHPASS service.
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A FAST CHECK-IN
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PRACTICAL
S

'SPECIAL

Our guests won't waste time for check-in procedures,
and never ever compromise on their style.
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( igapass.com @:% iGA Fast Check-In is an WEPASS service.
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PROBLEM:

We had a new product that would create Therefore, we had to create a fun brand
a new category that own the category. In name/identity for our product, which is
Turkey, there was no category that we intended to be used both in the name of
call “Pre-Toilet Deodorizing Spray". There the category and in unpleasant

were very few examples even in the situations.

world.




SOLUTION:

Based on the contrast of poop or the
smell of poop, we wanted the name of
our product to directly indicate what it
does. We have determined the phrase
"Tukaka", which children say for
unwanted things, as our brand name.
We made the subject fun with the
characters and colorful brand identity we
prepared for each of our products, which
differ according to their scents.

By carrying our cheerful and
playful attitude to the shelves
with our packaging, we have
obtained packaging that
attracts attention and
communicates with people.
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Zor tabii, yapip ¢cikmakla bitmiyor ki
misafirliktesin ya da sevgilinin evindesin.
Tuvaletten ¢iktiktan sonra arkanda nasil
bir diinya birakacaksin? O ylzden sen
en lyisi tukaka'yl ac, yapmadan klozete
3-4 fis sk. Sonra yarinlar yokmuscasina
rahat ol. Senden geriye sadece mis gibi
okaliptUs kokusu ve guzel hatiralar A
kalacak.

ly EUCALYPTU
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MNLON YVA WIAVIANL * YOA MION NLOA VA VAWVINL  YOA MIOA NLON VA MIMINL
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Prenses Gibi Vv
Yapanl|ar

Sen prenses gibi yaptigini dustnuyor
olabilirsin ama 6nemli olan senden
sonra tuvalete girenin ne dusundugu.
Yoksa taci bagkasina kaptinverirsin
valla. O yuzden sen iyisi mi tukaka'y!
ac, yapmadan klozete 3-4 fis sik,
prensesler gibi yap. Geriye exotic
diyarlarin esintisi kalsin.

ExoTIC

MLON YVA WIAVIANL « YOA MION NLOA VA VAWVINL « XOA MIOA NLOM YVA MIMINL
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 TUKAKA VAR KOTU KOKU YOK « TUKAKA VAR KOTU KOKU YOK « TUKAKA VAR KOTU KOKU YOK » TUKAKA VAR KOTU KOKU YOK » TUKAKA VAR KOTU KOKU YOK «

Uzvn Yapan|ar

Insanin kendi kendine yaptigini kimse
yapmiyor. Tamam uzun yapmayi
seviyor olabilirsin ama senin ki de gicek
kokmuyor ki kaptan. Kendinle
yUzlesmeden ve bu uzun yolculuga
clkmadan oOnce tukaka'yl ac,
yapmadan klozete 3-4 fis sik. Firtinalar
kopmasin. Senden geriye okyanus
kokusu kalsin.

kofuftakA oftedy
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Tam Saatinde
Yapanjar

Tutmayacaksin, vakti geldi mi
yapacaksin ama asll mesele vaktinin
nerede geldigi. Mesela patronun evinde
misafirlikteyken geldiyse, gitti guzelim
terfi. Sen en lyisi neticeni saglama al
yanina tukaka al. Yapmadan klozete
3-4 fis sik. Sonra yap gitsin. Geriye
sadece citrus esintisi kalsin.

CITRUS
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: ~ Ourlogo, which has modem lines,
-+ caught the modern line of the brand
b 2 invstores, especially with its stylish
stance on the product boxes.
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”EAD“NE PREMIUM
| FLEGANT &
| UXURY BRAND

SCRIBFS / : i
HERTINE .

BODY & DETAI|L Lorem ipsum dolor sit amet, consectetur

MONTSERRAT adipiscing elit, sed do eiusmod tempor
incididunt ut labore et dolore magna
aliqua.
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PANTONE 7436 C
PANTONE 2865 C ALPHA Il COLOR

ALPHA COLOR

EMA COLOR’S

PANTONE 7236 C WHITE

BETACOLOR
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CERTIFICATE OF AUTHENTICITY

This Certificate of Authenticity guaranteed that you have purchased an original creation of

SILVER DIAMOND

DIAMOND
Color Stone

EWELLER,
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PROBLEM 5526

5900 000

Yapi Kredi's World card was
ranked second right after Bonus in the
category of installment-based
shopping creditcards. However, while

LB | Play Club
competitors such as Garanti, . i
Isbankasi MAXIMILES, and Akbank r k : ]
WING cards had already entered the i’ ‘,,\. e ok -_'ui;’nuJ :! |'?v“
market and made significant progress, ¥ =u. 0 vy
Yapi Kredi had just recently introduced [EEs 3\ NEMR

its travel card.

0 oo Sy i
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Similarly, they were also late in
launching their youth card and private
banking cards compared to their
competitors.

They made an agreement with
the foreign design agency
Interbrand to design this entire
card architecture, and they had
the following card architecture
made for a very high price in a
year and released these cards
to the market.

The sales and growth of these
cards have been very weak in the
past 2 years and they have been
unhappy with this work. They
assigned M.A.R.K.A. the task of
designing a new card architecture
with more identity and more
useful.
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We identified that the main problem was the use y,

of the WORLD brand for all cards in different b VISA For this reason, we suggested that the
categories (travel, private, youth). o ' WORLD brand cease to be an

umbrella brand and remain only as an
installment card, and make Yapi Kredi
an umbrella brand and give each of our
children a different name.
SS3L 500 0001 ,,W,,,,] ' We have adapted the logo and card

. design ethics of the names we
recommend to both their category and
their target audience.

wur 1S /51
W o & U
M
\

And all of them started to run under
the Yapi Kredi umbrella brand, but with
their original names and characters.

Because all their cards were the same name
and same design. WORLD (whether yellow,
purple, or magenta) is WORLD.

In other words, the same person does not have a
different personality by wearing shirts of different
colors.
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SUMMER
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nonummy nibh euismod
zincidunz uz laoreez
dolore magna aliguam

Neutra Text

Lorem ipsum dolor sit
amet, consectetuer adipi
scing elit, sed diam
nonummy nibh euismod
tincidunt ut laoreet
dolore magna aliquam

2.0.2.3

Lorem ipsum dolor sit
amet, consectetuer adipi
scing elit, sed diam
nonummy nibh euismod
tincidunt ut laoreet
dolore magna aliquam

[l AT ERNATIVE

BECULAR

Lorem ipsum dolor sit
amet, consectetuer adipi
scing elit, sed diam
nonummy nibh euismod
tincidunt ut laoreet
dolore magna aliquam
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Lorem ipsum dolor sit amet, consectetuer adipiscing elit,
sed diam nonummy nibh euismod tincidunt ut laoreet dolore
magna aliquam erat volutpat. Ut wisi enim ad minim veniam,
quis nostrud exerci tation ullamcorper suscipit lobortis nisl
ut aliquip ex ea commodo consequat.

Duis autem vel eum iriure dolor in hendrerit in vulputate
velit esse molestie consequat, vel illum dolore eu feugiat
nulla facilisis at vero eros et accumsan et iusto odio
dignissi.
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Lorem ipsum dolor sit amet, consectetuer adipiscing elit,
sed diam nonummy nibh euismod tincidunt ut laoreet dolore
magna aliquam erat volutpat. Ut wisi enim ad minim veniam,
quis nostrud exerci tation ullamcorper suscipit lobortis nisl

ut aliquip ex ea commodo consequat.




Lorem ipsum dolor sit amet, consectetuer adipiscing elit,
sed diam nonummy nibh euismod tincidunt ut laoreet dolore
magna aliquam erat volutpat. Ut wisi enim ad minim veniam,
quis nostrud exerci tation ullamcorper suscipit lobortis nisl
ut aliquip ex ea commodo consequat.

VOLONY

Lorem ipsum dolor sit amet, consectetuer adipiscing elit,
sed diam nonummy nibh euismod tincidunt ut laoreet dolore
magna aliqguam erat volutpat. Ut wisi enim ad minim veniam,
quis nostrud exerci tation ullamcorper suscipit lobortis nisl
ut aliquip ex ea commodo consequat.
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L O:REEIM, I.PS UM D.OILOR SIT AMET
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Esuella de Mar

LOREM IPSUM DOLOR SIT AMET
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LOREM IPSUM DOLOR SIT AMET, CONSECTETUER
ADIPISCING ELIT, SED DIAM NONUMMY NIBH
EUISMOD TINCIDUNT UT LAOREET DOLORE MAGNA
ALIQUAM ERAT VOLUTPAT.

UT WISI ENIM AD MINIM VENIAM, QUIS NOSTRUD
EXERCI TATION ULLAMCORPER SUSCIPIT LOBORTIS
NISL UT ALIQUIP EX EA COMMODO CONSEQUAT.
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Estrella

WWW_ESTRELLADEMAR . COM




LOREM IPSUM

DOLOR SIT AMET N
LOREM IPSUM DOLOR SIT AMET, CONSECTETUER ADIPISCING ELIT, SED ° 4_ ¥ = VO L O N Y

DIAM NONUMMY NIBH EUISMOD TINCIDUNT UT LAOREET DOLORE MAGNA

ALIQUAM ERAT VOLUTPAT. =
UT WISI ENIM AD MINIM VENIAM, QUIS NOSTRUD EXERCI TATION Esu‘el Im de M(j‘l

ULLAMCORPER SUSCIPIT LOBORTIS NISL UT ALIQUIP EX EA COMMODO
CONSEQUAT .
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LOGO RATIONAL

In the online supermarket sector, every consumer's
wishes, expectations, and needs are different. IsteGelsin,
Turkey's first online-only supermarket, we can easily
meet each of these different requests with our
personalized services, wide product range appealing to
everyone, and innovations we have added to the sector.
Based on all of these services, we are renewing our
logo, highlighting the points where we differ from our
competitors with our renewed logo.

In the image we designed for our new logo, which
symbolizes new technologies and different services, we
underline that we are an online supermarket with our
round world resembling an internet icon, while we
describe personalization with the metaphor of
"fingerprint". We indicate that everything we need is at
our fingertips with IsteGelsin.

In addition, the lines in the form of our logo symbolize
the technology of our online supermarket, IsteGelsin,
and the close relationship we have established with
consumers, reinforcing that we are one with them.

At the same time, with the sound of the doorbell we
add to our signal, we also support that all the needs of

IsteGelsin's customers come to their doorsteps on time.

In our new logo, we continue to use our red color,
which is the color that the eye perceives the fastest.

At the same time, we add the green color, which
represents trust and hope, to our red color. Thus, we
emphasize with the green color that our vegetables

and fruits, which are one of our most important
features that distinguish them from our competitors,
are always fresh.

At the same time, we are taking a bold step and
moving our logo out of the ordinary. Thus, our new
logo animation, which opens and closes, has a more
productive structure that describes the different
services we offer each time it is opened.

Our new logo at the same time as the launch of our
campaign, which is a first in the world, where we
explain that we offer discounts on every product, and
that the discount rate increases as the number of
baskets increases. We are giving the news of two great
revolutions in the world of online shopping together.
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COMMUNICATI ON—/7
OUR LANGUAGE AND TONES

IsteGelsin, we prefer the language ofin our communication language.
Because this language is already in our name.
By using Sen language, we also remove the distance
between us and our happy customers and establish a sincere and closer relationship with them.
We also underline that we are a brand that fulfills the wishes of our customers
completely, just in time, and that they feel close to.

In our communications, we use a striking, sincere, humorous tone that always offers
different solutions to our customers' needs.
As the IsteGelsin brand, we tell our customers that we stand by our customers with our wide product range,
technological infrastructure, privileged services, and different campaigns.
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: istegelsin

YapiKredi
WORLD \
Karta Ozel

Diinya Cikolata Giini'ne Ozel

Milka Oreo Cikolata
75 Gr

22,50¢
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750¢lik ahisverisine
toplamda 50¢
Worldpuan!
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B Kartvizit

Lorem IPSUM \

Category Specialist \
[ +90505 505 55 55 g \

\ &% isim@istegelsin.com

\ Q Kisikli Mahallesi

Ferah Caddesi No: 1

\‘\34692 Buylik Camlica/Istanbul

isteGelsin kartvizit 6lcii 6,5x5,9 cm olmalidir.
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