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PROJECT 1: DESIG
Brand Creation & Cons

1. Proje

Silent Roots: Branding "Quiet

2. Hook

A perfume is not just a scent; it's a declarc
how do you command attention with a whi

where everyone is shouting? With "Silent Roots,
definition of luxury from ostentation and transformec
inner journey.
3. Project Goal
To create a sustainable, niche perfume brand with a story tha e
appeals to the "Quiet Luxury" trend and environmental
consciousness of Gen Z and Millennials. The goal was to build a
hybrid strategy appealing to both the consumer's logic

(sustainability) and emotions (peace/status).
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RENK PALETI

#173325 #BE3114

Reklamin renk paleti, Koyu Orman Yesil, Hom AhSap Kahvere
Mat Bej tonlanndan clugur. Bu renkler, "Sessiz Liks" ve gevre
falsefesini yansihir. Yesil, huzur » iy rirken; ahsap kahvere

#190603
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Yepyeni bir regl deneyimi.
BEJIE PED

PROJECT 2: STRATEGY BREAKING TABOOS
CSR & Communication Campaign: BEIJE - HPV Awareness
1. Project Title
"Remind Me": Breaking the Silence of Information in Women's Health
2. Hook
When a health issue is considered "shameful," silence can be deadly. | aimed to break the

information pollution and social taboos regarding HPV and cervical cancer in Turkey with a
sincere and scientific communication language.
3. Project Goal
In line with Beije's vision of a "holistic approach to women's health," the goal was to
correct misinformation about the HPV vaccine and encourage women to undergo
preventive health checks despite economic and cultural barriers.
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4. Process
| addressed the problem in three dimensions: Lack of
information, cultural taboos, and economic concerns. |
prepared a multi-layered communication plan that included not

only women but also university students and parents. | adopted il
an empowering language rather than fear-based: "Don't
Procrastinate. Remember. Check."

5. Methods, Tools & Techniques
* Digital Product Design: "Beije Care" mobile app design with
vaccination schedule tracking, anonymous Q&A, and
personalized health assistant.

* Field Activation: "Remind Me" health truck and information
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points at universities.
* Guerrilla Marketing: "Remind Cards" integrated into pad
boxes for health reminders at the most private moments.
+ Stakeholder Management: Collaboration strategy with
trusted institutions like JOD and Mor Cati.
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6. Outcome
A comprehensive CSR project transforming a brand that sells
hygiene products into a "health advocate" accompanying
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women's life cycles. A measurable and sustainable awareness
model compliant with ISO standards (9001, 27001).
7. Key Takeaways
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| saw how sensitive and taboo subjects can be transformed into
a social dialogue with the right tone and empathy. |

experienced the life-saving power of communication. M';—
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In this project, we collected social media posts and comments about
Hande Ergel from two different platforms: Instagram and Eksi S&zlGk.
These platforms were chosen because they have different types of
users-Instagram has more international and supportive followers, while
Eksi S6zI0k includes more critical and local users.

We manually collected over 100 posts and comments during a 2-week
period. We looked at hashtags, shared photos, and discussions to
understand what people think and feel about Hande Ergel. This helped
us see the different opinions and emotions shared online.




STUDIO SHODWE

SENTIMENT CLASSIFICATION

After collecting the posts and comments, we
grouped them based on the emotions they reflect.
Each post was categorized as positive, negative, or
neutral. This helped us better understand how
people feel about Hande Ergel on different
platforms. We also included example comments
for each categery to show the types of messages
users shared.

5. Methods, Tools & Techniques

* Sentiment Analysis: Determining the tone and emotional color of content.

* Platform Comparison: Analyzing the visual/global focus of Instagram versus
the text/local/critical structure of Eksi Sozlik.

* Data Visualization: Revealing the perception gap with concrete graphics.

6. Outcome

A striking contrast: While Instagram was dominated by 70% positive, emoji-heavy
comments, especially from international fans; EkSi Sézlik revealed 60% harsh,
local criticism targeting acting skills and personality.

7. Key Takeaways

| proved with data that "public opinion” is not a single voice and how platforms
manipulate or shape perception. | grasped the vital importance of "venue"
(platform) selection in crisis and reputation management.

ANALYSIS AND
INTERPREATION

What are the dominant sentiments and why? 20 y
r

While the overall sentiment is negative, there is a strong contrast 100

between platforms. Instagram featuresmostly positive feedback, 4

whereas Eksi S6zllk is dominated by negative sentiment. Most of ——

thepositive comments on Instagram come frominternational 80 ]

users. These audiences, particularlyfrom regions like the Middle

East, South Asia, andSouth America, focus on Hande Ergel's 60

beauty, elegance, and global visibility. They frequently ;

useexpressions such as “You are so beautiful,” “Queen,” and “My __,./

inspiration.” &

On the other hand, Eksi S6zllk users, mostly Turkishand more

culturally critical, tend to evaluate her moreharshly. Their 20

criticisms revolve around being “tooartificial,” “weak acting,” and
“just a pretty face.” This contrast reflects the platform's distinct o
user baseand communication style. Item1 Itermn 2 Item 3 Item & Item 5
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PROJECT 4: A FASHION GIANT'S SUSTAINABILITY EXAM

Corporate Communication Analysis: H&M Group

1. Project Title

Fast Fashion, Slow Responsibility: H&M's Reputation Paradox

2. Hook

How does one of the world's largest fast fashion giants deal with "Greenwashing”

accusations? The answer lies in transforming financial transparency into an aggressive
sustainability story.

3. Project Goal

To analyze H&M Group's complex corporate communication strategy, stakeholder relations,
and crisis management reflexes, specifically regarding sustainability.

4. Process

| scrutinized the company's annual reports, sustainability data, and communication during
crises (such as the racist ad scandal). | examined how H&M combines in-store and digital

experiences with its "Omni-Channel” strategy.
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* Sosyal medya, H&M'in omni-channel * Marka, yeni reklam kampanyalarin, + Pazarlama ve sosyal medya
(gok kanalli) modelinin kilit bir tasanmci isbirliklerini (&rnegin rokh igeriklerinde, markanin bireyse
bilegenidir. Amag, mugteriye ilham H&M) ve sezonluk trendleri e zamanh ve gesitliligi kutlama taahhido
verici, ilgili ve sorunsuz bir deneyim olarak Instagram, TikTok gibi gorsel dogrultusunda farkli arka
1 LA sunmaktir. odakh platformlarda paylagarak geng . . .
ﬁn 5?: ,ﬂ'ﬁ ve trend odakl hedef kitleyle plar&lalrldaz v”e Vl‘ljcm tiplerinde;
£ G i:.}. dogrudan bag kurar. modeller kullaniiir.

Organizasycnel
Yapilanma ve Urdn
Lanamani

simi ve Riskler

H&M, gecmiste irkgi reklamlar ve telif haklar gibi konularda krizler
yasamistir. Bu krizler, sirketin agiklama yapmak yerine ¢zUr dileyerek
gecistirme egiliminde oldugunu gostermistir.

5. Methods, Tools & Techniques

* Integrated Reporting Analysis: Examining how financial success is blended with
environmental goals (100% recycled materials by 2030).

+ Crisis Communication Assessment: Questioning the effectiveness of the "Speak Up"
mechanism and the "apology instead of explanation” strategy during crises.

6. Outcome

| concluded that while H&M responds to criticism with "concrete data" through projects like the
"Garment Collection Initiative" (collecting 172,000 tons of waste), the reputational risk persists
due to the nature of the fast fashion business model.

7. Key Takeaways

| gained the competency to analyze how a global brand establishes (or attempts to establish)
the delicate balance between commercial goals and ethical responsibilities.

Ml - piald A Ve surdurulebilir kaynakli yukseltmek ve trend liderligini
odaklanildi malzemelerin kullaniminin pekistirdi.
strekli vurgulandi
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global fashion and design
group

Founded in 1947, H&M Group's heritage as a creative company

has a rich legacy of liberating fashion for the many. We are committed
o inspire our customers o express themselves, offering affordable
producis and great experiences in a sustainable way.
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PROJECT 5: REIMAGINING HISTORY

Creative Branding & Storytelling: Stagora (1453)

1. Project Title

Stagora: What If There Was a Fintech Startup in 1453 Istanbul ?
2. Hook

If a time machine were invented and | had to found a finance
startup in Mehmed the Conqueror's Istanbul, what would my
brand be? A thought experiment pushing the boundaries of
historical reality and modern marketing.

3. Project Goal

To design a reliable financial structure to protect the wealth of
the public and merchants during the chaotic transition period of
1453 Istanbul (from Byzantine to Ottoman) and market it with
the communication tools of the era.

4. Process

| analyzed the socio-cultural structure of the period. | created
"Stagora” by combining the words "Stater” (Ancient currency)
and "Agora” (Marketplace). | determined the slogan to be the
antidote to the uncertainty: "A reliable bridge between you and
wealth."

Kovaniob Ventures)

Key Words

Trade Bridge Gold

Trust Multinational Change Communication




(Kovanlab Ventures)

PEBBLE CREEK (1453)
COLORXS-QUATERN COLOR PALETTE

Logo/ Symbol
&colors

Logo and Color Selection
Color Palette: Inspired by the artistic
tradition of Byzantium before 1453.

Logo Design: Color Palette and Meaning
* Opposing S letters — symmetry and balance The Pebble Creek (1453) Palette was used
« Central T letter —* core brand identity * #AFABAE (Gray tone) —* Balance and timelessness
« Outer circle — symbolizes both the “O° and « HESCFDD (Light pink) = Purity and spiritual depth
infinity/wholeness ¢ #8C3F71 (Purple tone) —* Nohilty and Byzantine
+ Curved ornamental form = reflects the aesthetics and grandeur
rich spirit of the era \?)- AG 0?,\’- « $330824 (Dark burgundy) — Power, wealth, and
autherity
These tones avoke the color world of Byzantine icnography
and artistic tradition before 1453.
When combined with the loge, they create a bridge
between historical roots and modern identity.

5. Methods, Tools & Techniques

* Period Media Planning: Using "Town Criers," hamams, and coffeehouses for Word of Mouth
Marketing (WOMM) instead of social media.

* Historical Color Palette: Referring to Byzantine iconography and nobility with the "Pebble
Creek 1453" palette (purple and burgundy tones).

* Trust Building: Since sponsorship didn't exist, the strategy was to gain trust through "Waqgf"
(foundation) works and building fountains.

6. Outcome

A "period brand" concept that brings historical roots together with a modern brand identity,
creating not just a logo but a living story.

7. Key Takeaways

| saw that creativity can redesign not only the future but also the past. | proved that a powerful
brand story can be told even with limited communication channels (no internet, no TV).

Name & Tagline

Name

Since the cify hod o multicubtural structure, |
identified words that were commonly used during
that peried and combined two that fit the context.
As o result, | decided to nome the product
Stagora. The word Stater refers to a gold or
sllver coin in Ancient Greece and Rome, mainly
used in large payments or trade. Agora, on the
othor hand, means a marketplace and was o
widely used term at the time. Therefore, | nemed
the product Stagora, combining these two
words.,

Tagline

As the slogan, | decided on “A reliable bridge
botween you and wealth.” This is because the
period marked the end of the Byzantine Empire
and the beginning of the Ottoman Empire.
Pecple needed a trustworthy source ond o
way to protect their assets, os the future and
the state of the country were uncertain. For this
raason, | incorporated the elements of trust,
bridge, and wealth inte the slogan.

Kovaniob Ventures

Marketing Goals

* Creating awareness

¢ Increasing sales

* Building customer loyalty

« Entering new market areas

Content and Promotion
ldeas

Steps

* Foundations and Charitable Works
* Social Relations

* Connections with the Palace

* Promotional Activities







Steven Spielberg'in yonettigi Lincoln, kéleligin kaldirilmasini saglayan 13.
Anayasa Degisikligi'nin yasalagsma siirecine odaklanir. Film, Lincoln'i
demokratik degerlerin ve 6zgirliik miicadelesinin sembolii olarak sunar.
gak bu sunum, politik hafizayi, yeniden iiretir ve beyaz merkezli bir anlati

kurar.

f Toplumsal Hafiza Agisindan:
Bu yapim, resmi bellegi pekistirir. Devletin ve beyaz liderligin
anlastirilmasi, siyahlarin direnisine ve katkisina gok az yer verilmesi,

hafizanin secici niteligine drnektir.
achs'in dedigi gibi, toplumsal gruplar yalnizca "hatirlamayi sectiklerini"
kolektif bellege dahil eder.

Medya Sunumu:

cepceveleme” (framing) yoluyla hatirlanmasi gerekeni belirler ve diger
anlatilari - 6rnegin siyahlarin aktif miicadelesini - diglar.

aldinimasiyla iligkisi

« Savasin ortasinda (1863), Lincoln Emancipation
Proclamation” (Ozgiirliik Bildirgesi) yayinladi. Bu,
isyan halindeki eyaletlerdeki kdleleri 6zgiir ilan etti ama

tam koleleri kapsamiyordu.

« Savasin sonunda (1865), 13. Anayasa Degisikligi ile
kolelik anayasal olarak kaldirldi.

« Boylece i¢ Savas, yalnizca Birligi korumakla kalmadi,
ayni zamanda koleligi yasal olarak sona erdiren tarihi
bir doniim noktasi oldu.




