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ABSTRACT

MARKAFONI & TRENDYOL: INTERIOR ARCHITECTURAL
ANALYSIS OF CORPORATE IDENTITY DESIGN IN OFFICE BUILDINGS

TORGAY, Basak
M.Sc., Department of Interior Architecture
Supervisor: Assist. Prof. Dr. Giilru MUTLU TUNCA
September 2017, 138 pages

This thesis study examines the relationship between corporate identity and
interior space. It was tried to explain what the corporate identity is and how it was
examined in the direction of interior space. While discussing the corporate identity
and interior space concept, a case study about two different office buildings is made.
This research has been carried out through personal observations, visuals, and
interview. Essentially, while by mentioning about the general approach to the
problem and the aim of the study; the definition, history, and design of the corporate

identity were tried to be conveyed in detail.

In addition, another important concept, corporate culture, introduced in
relation to the concept of corporate identity. A relationship between corporate
identity and interior space was tried to be established and the importance of identity

was emphasized in institutions.



In the thesis, office interiors, brand logos, and many thesis and articles related
to corporate identity were utilized. The history, the formation, the plan types and the
design standards of the office buildings are explained in order that the office
buildings to be constructed within the scope of the thesis will be the basis for the
interior work. Consequently, at the end of the thesis, the results of the case study are

evaluated and it is thought that it may have a guide attribute for the future researches.

Key words: identity, corporate identity, corporate identity design, design elements,
office building.
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MARKAFONI & TRENDYOL: OFIS BINALARINDA KURUMSAL
KiMLIK TASARIMININ iIC MEKAN ANALIZI

TORGAY, Basak
Yiiksek Lisans, i¢ Mimarlik Anabilim Dali
Tez Yoneticisi: Yrd. Dog. Dr. Giilru MUTLU TUNCA
Eyliil 2017, 138 sayfa

Bu tez caligmasi kurumsal kimlik ve i¢ mekan arasindaki iliskileri inceler.
Kurumsal kimligin ne oldugu ve i¢ mekan dogrultusunda nasil incelendigi
anlatilmaya calisilmistir. Kurumsal kimlik ve i¢ mekan olgusu tartisilirken, iki farkli
ofis binasini ele alan bir ¢alisma yapilmistir. Bu arastirma kisisel gozlemler, gorseller
ve roportaj ¢aligmasi araciligiyla gergeklestirilmistir. Esas olarak probleme genel
yaklagimdan, c¢alismanin amacindan bahsedilirken, kurumsal kimligin tanimu,

tarihgesi ve tasarimi detaylica aktarilmaya ¢alisiimistir.

Ayrica diger 6nemli bir kavram olan kurumsal kiiltiir, kurumsal kimlik
kavramiyla iligkilendirilerek tanitilmistir. Kurumsal kimlik ve i¢ mekan arasinda bir

iligki kurulmaya c¢aligilmis ve kurumlarda kimlik varliginin 6nemi vurgulanmistir.

Tezde, Kurumsal Kimlik ile alakali bir ¢ok tez ve makaleden, ofis i¢
mekanlar1 ve marka logolarindan faydalanilmistir. Tezin kapsaminda yapilacak olan

ofis binalarinin i¢ mekan ¢alismasina temel olusturacag diisiiniilerek, ofis binalarinin
Vi



tarihgesi, olusumu, plan tipleri, tasarim standartlart anlatilmistir. Tezin sonunda ise
incelenmis olan iki adet ofis binasi tasarimindan ¢ikan sonuglar degerlendirilmis ve

ileriki arastirmalar i¢in bir rehber niteligi tasiyabilecegi diistiniilmiistiir.

Anahtar Kelimeler: kimlik, kurumsal kimlik, kurumsal kimlik tasarimi, tasarim

elementleri, ofis binalari.
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CHAPTER 1

INTRODUCTION

The corporate identity of an organization provides to get ahead of
competitors, in other words to be distinguished (Meral & Yazicioglu, 2010, p.112, is
quoted from Douglas & Craig, 1995). To be distinguished is directly related to the
physical appearance of the institution, i.e. its visual corporate identity. This visual
corporate identity; represents the institution's culture, organizational behavior,
strategy, products, communication, and design elements (Meral & Yazicioglu, 2010,

p.112, is quoted from Dowling & Kabanoff)

The design elements become the communication tools of the institution and
provides the organization's communication occurred. The interior design of
institutions therefore deserves an identical significance on shaping the visual
corporate identity. In other words, the corporate identity of the organization that
defined the perceptual sense of space arrangement for an institution must be
compatible with each other. Emerging question is "how to determine whether the
interior design is suitable for the corporate identity of the perceptual sense?". The
result of this literature search made towards answering the question did not contain
any recommendations that may help to explain these problems. Therefore, the scope
and purpose of the study is to determine whether there are criteria necessary to

ensure that corporate identity is found in interior design or not.

Within the scope of this thesis, two office buildings in Istanbul, Turkey were
examined and compared according to the company's corporate identities. One of the
office buildings is Markafoni. Markafoni is a shopping web site that established in

1



2008. This company started this job with 4 people but now company has 250
employees. For this reason the company has grown and moved to a larger office
building. Markafoni Office Building, which is located in Istanbul-Turkey, was
designed by Habif Architecture in 2015 and it is 3.500 square meters. Habif
Architecture is an expert in office building design. This company established by
Hakan Habif in 2005. They have designed several corporate companies until today,
such as; Nezih, Pronet, Loreal and Flormar. For Habif Architecture, besides creating
a functioning and working space, it is also very important that space has a spirit.
Another company is Trendyol. This company does same business as Markafoni.
These companies’ office buildings are designed by the same architecture firm.
Trendyol established in March 2010, it was very successful in a short time period and
moved to a bigger office building. Trendyol Office Building, which is located in
Istanbul-Turkey, was designed by Habif Architecture in 2013 and it is 6.000 square
meters. This 6.000 square meters single-storey office enables a workplace for 400
employees. While describing the corporate identity design in the office buildings, the
reasons for choosing these two office building designs are; the companies of both
office buildings were web site companies, and both of which were designed by the

same architectural company.

The purpose of this thesis is to investigate the means and the way through
which the concept of corporate identity is reflected in the interior design of office
buildings. As a result of this research the interior design of the two selected office

buildings were analyzed based on the data obtained.

1.1. Aim of the Study

During this thesis research, the concept of corporate identity, in the first phase
of the work in accordance with this methodology as defined scope and purpose and
relationship with the interior design, are tried to be explained. Enabling the second
phase, the interior components perceived in different ways like their color, texture,

design elements have been identified as the form of their meaning.



The aim of this thesis study is to determine the relationships between
Corporate Identity and interior spaces. Two office buildings have been examined in
this thesis. It can be said that the relationship between corporate identity and interior
design is an important element that helps to perceive interiors positively. For this
purpose, it is expected that this work can help designers and interior architects. They
can also see this as a workspace for themselves.

1.2. Structure of the Thesis

The thesis study, which is based on examinations and researches, consists of
six parts. Information on the scope, topic and method of the thesis are explained in
the first chapter, which is the introduction section of the thesis.

In the second part of the thesis study on the concept of corporate identity and
its effects on the design of office interiors, the concept of corporate identity and
culture, the historical development of this concept in the world and in Turkey and the

main points of corporate identity studies are examined.

In the third part of the research, the main design components used in the
reflection of the concept of corporate identity to interior designs, components for the
general design concept, components for the needs of the users are examined.

In the fourth part, the components that contribute to the corporate identity and
the repetition of the interior to provide a source for the evaluation, and the design
criteria for the needs and functionality of these components are explained. The

history of office buildings, design processes, design standards are examined.

In the fifth chapter of the thesis, two office buildings designed according to
the factors determined in the third and fourth section and the design office of these
buildings are examined. The fact that the concept of corporate identity is reflected in
the designs of office interiors was discussed on the office buildings of Markafoni and
Trendyol. In this context, the resources provided by the office staff who designed the

office buildings and from the interviews made were benefited.



1.3. Limits and Methodology

In the scope of the thesis, the literature studies were examined about the
definition of the corporate identity, the historical development of the world and in
Turkey, as well as the definitions of the concepts related to corporate identity such as
corporate design and corporate culture. Afterwards, a literature survey was
conducted about the definition and history of the office, the design standards and
plan types of office buildings, and the design considerations of some specific spaces,
and finally the influence of corporate identity in office building's interior. In the
chapters about the literature studies, they were utilized from a lot of native and
foreign books, thesis, and articles.

In order to better conduct the corporate identity design in office buildings,
two different office buildings were examined. In this process, the Markafoni and
Trendyol Office buildings were selected for research. General information about
these two institutions has been accessed via internet. Then these office buildings are
wanted to be visited to make observations on site and make an interview with office
employees, but the authorities could not be available. In this part of analysis, Habif
Architecture that is designer company of these office buildings, was visited and an
interview was made with the designer company's architect Cagr1 Kaan Cetin and the

data about the designs was collected from him.

While doing this study, failure to reach the authorities of the office buildings
led to both time and data losses. Based from Markafoni and Trendyol office
buildings design review, in order to develop a corporate identity design approach that
may be applicable to office buildings in general terms, reviewed compatible
components have been proposed as a design method that will contribute to the
reflection of corporate identity in interior design of office buildings.



CHAPTER 2

GENERAL INFORMATION OF CORPORATE IDENTITY

Identity is all of the mental, physical and spiritual features that separate
people out of people. In other words, the term "identity"; refers to all of the feelings,
thoughts, attitudes, and behavioral characteristics that differ from those of others that
are understood in terms of human, objective and subjective aspects (Koknel,
1982,p.1).!

Cemalettin Yildiz stated in his 1997 article, entitled "Kurumsal Kimlik ve
Sembol™ that; societies have an identity like individuals, but it is not as sharp as the
individuals. He continued stating that identity differences between societies arise
from attitudes, behaviors, and physical characteristics of the society being similar or
same as a whole. Institutions and people can be compared to each other. They are
also born, grown up and become mature like people. Their difference from
individuals is that they can constantly renew themselves and become long-lived.
Institutions also have personality traits like people. Every institution has an identity
that distinguishes itself from the others. The identity of company is determined by
company’s culture, attitude, behavior and physical characteristics (Yildiz, 1997,
p.154).2

! Ozcan Koknel is Turkish psychiatrist, author, and lecturer. He graduated Istanbul
University faculty of medical in 1952 after his graduation he completed his
psychiatric specialization at the same university and he became a lecturer.



James D. Fearon defined in his 1999 article entitled "What Is Identity (As We
Now Use the Word)?" that;

This is the main purpose of this paper, to distill a statement of the meaning of
"identity" from an analysis of current usage in ordinary language and social science
discourse. The main results are easily stated, although a fair amount of work on
alternative possibilities will be required to reach them. | argue that "identity" is
presently used in two linked senses, which may be termed "social" and "personal.”
In the former sense, an "identity" refers simply to a social category, a set of persons
marked by a label and distinguished by rules deciding membership and (alleged)
characteristic features or attributes. In the second sense of personal identity, an
identity is some distinguishing characteristic (or characteristics) that a person takes
a special pride in or views as socially consequential but more-or-less unchangeable.
Thus, "identity" in its present incarnation has a double sense. It refers at the same
time to social categories and to the sources of an individual's self-respect or dignity.
There is no necessary linkage between these things. In ordinary language, at least,
one can use\identity” to refer to personal characteristics or attributes that cannot
naturally be expressed in terms of a social category, and in some contexts certain
categories can be described as "identities" even though no one sees them as central
to their personal identity. Nonetheless, "identity" in its present incarnation reflects
and evokes the idea that social categories are bound up with the bases of an
individual's self-respect. Arguably much of the force and interest of the term derives
its implicit linkage of these two things (Fearon, 1999, p5).2

Briefly, "identity" is an important concept that affects the behavior and
attitudes of the society. For these reasons, the identity of the institution or brand
emerges as crucial concepts determining the social approach. Every institution and
organization that operates in the society has its own identity. Corporate identity
represents the name of a corporation, a brand, visual design, internal and external
design, corporate behavior, and vision. Corporate identity is the first and most
important step of branding. The concept of corporate identity, which represents the
characteristic of institution, requires a multi-stage of image work, especially visual

and auditory communication.

2 Cemalettin Yildiz was born in Eskisehir (Turkey) in 1970. He has been working as
a Lecturer at Anadolu University’s Faculty of Fine Arts, Graphic Design Department
since 1996. Yildiz is currently continuing his Proficiency in Arts at the Graduate
School of Fine Arts, Department of Graphic Arts. Yildiz has attended numerous
national and international exhibitions. He has also continuing to work as a Visual
Consultant for some private companies during his academic career. Yildiz has 18
degrees and prizes in different national and international competitions.

3 James D. Fearon is the Theodore and Frances Geballe Professor in the School of
Humanities and Sciences and a professor of political science.



2.1. Corporate Identity

Every institution and organization that operates in the society has its own
identity. Corporate identity shows the name, visual design, interior and exterior

design, corporate behavior and vision of company and brand.

Thus, corporate identity makes a company unique and special. It is the
company's approach to business, its values and business culture. The company's
works, the quality of its products, the communication and marketing strategies, its
management, leadership style are reflected by visual appearance.

Cornelis Bernardus Maria Van Riel defined; "Corporate identity as ‘the self-
portrayal of an organization, i.e. the cues or signals it offers via its behavior,
communication and symbolism"(Van Riel 1995, p.27).* Similar to VVan Riel, theorists
define the corporate identity as the sum of all methods an organization uses,
willingly and unwillingly, to identify itself to its public. The corporate identity of an
organization, therefore, represents the organization’s philosophy, its goals, vision,

mission, its history, people and its aesthetic expression.

Sinem Yeygel and Miige Elden, specialized on communication and
advertising, stated that identity of institution does not only include visual items such
as logos, emblems or symbols. The distinctive and specific design of the brand or the
service characteristic that the institution or organization produces reflects its
corporate identity. In addition to this, especially in service enterprises, the attitudes,
and behaviors of the employees and sales personnel towards customers and also the
form of communication become the main determinants of the identity. For Yeygel
and Elden, the premises of the institution, such as the design of the sales outlets, are

arranged according to a specific and consistent concept. This consistency can also be

* Cornelis Bernardus Maria Van Riel was born in 1951 in Tilburg. He graduated in
1973 at Radboud University in Nijmegen department of Economic History after his
graduation he completed his master degree at the same university department of
Mass Communication. Van Riel worked as a communications strategy consultant for
many companies in Europe. He is also the Chief Clerkship of the Corporate
Reputation Review with Charles Fombrun.



regarded as another element reflecting the institution's identity ( Yeygel & Elden,
p.67).°

At creating a successful corporate identity, identity of business, product,
service, and visual material should be regarded whole as an integral whole. At the
end, having a good and accurate image requires a very detailed effort. Visual identity
iIs only one of the elements to be considered. The concept, corporate identity,
primarily reminds visual elements of a company such as its logo, colors, and
emblems. Nevertheless, these elements are insufficient to explain the identity of the
institution. Corporate identity should be shaped by corporate design, corporate
communication, corporate functioning, corporate behavior, and corporate
philosophy, which are influenced by each other. The use of these elements that is
unique to an organization constitutes in a way the institution's identity. As a result of
the institution's identity activities, the "image" of the institution which is a crucial

factor for the preference of today's institutions can be created.

According to Can Aktan, an organization has a ' corporate identity ' like
individual's identity. Culture of institution determines the corporate identity of the
organization and the other people have knowledge about corporate image by looking

at this corporate identity."®

However, the concept of corporate identity has many
different definitions. For instance, according to Tanses Yasemin Giilsoy, corporate
identity is the identity created by abstract qualities such as corporate culture and

philosophy with the visual and physical characteristics of an organization (1999,

> Sinem Yeygel graduated in 1998 at Ege University department of Public Relations
and Advertising. She is Docent in Faculty of Communication Advertising
Department at Ege University.

Miige Elden graduated from Dokuz Eyliil University Fine Arts Faculty Cinema-TV
Department. She completed her master's degree and PhD in Ege University Social
Sciences Institute Journalism Department. She is the Head of Advertising
Department of Ege University Faculty of Communication.

® Can Aktan graduated from Dokuz Eyliil University Economic and Administrative
Sciences Faculty Finance Department in 1984. He completed his master's degree and
PhD in Dokuz Eyliil University Social Sciences Institute Finance Department. He is
a Prof. Dr. at Dokuz Eyliil University Faculty of Economic and Administrative
Sciences. The information is retrieved from URL page:
http://www.canaktan.org/yonetim/kurumsal-kultur/anasayfa-kultur.htm on
11.05.2017



http://www.canaktan.org/yonetim/kurumsal-kultur/anasayfa-kultur.htm

p.116).” According to Ali Atif Bir, corporate identity is the total communication that
tells itself to internal and external related groups of an institution (Kurtcu, 2011, pp.
29-30, is quoted from Bir, 1994).® For Zeliha Hepkon the term is defined as
"collection of meanings that how the company is recognized and how people define,
remember, and describe the company.” (2003, p.176). According to Ayla Okay,
corporate identity is a visual and behavioral presentation of who this company is,
what it does and how it does. In this sense, corporate identity is a whole of all visual

and non-visual items (Okay, 2002, p.36).°

Corporate identity is a strategy that helps to increase the institution's
economic power, performance, and effectiveness. According to Wally Olins, a
celebrated graphic designer specialized on corporate identity design, corporate
identity should reflect four points of an institution;

e Who the company is,

e What they do,

e How they do it,

e For whom they do it (1990, p.108)."

’ Yasemin Giilsoy graduated from Bogazi¢i University Economic and Administrative
Sciences Faculty Business Administration Department. She completed her master's
degree in New York University Graduate School of Arts and Science. She completed
her PhD in Isik University Social Sciences Institute.

® Ali Atif Bir is academician and newspaper columnist. He graduated from Eskisehir
Anadolu University department of Business Management in 1984. He completed his
master degree at the same university department of Communication Art. He was
Dean of Anadolu University faculty of Communication Sciences in 2004. Then He is
Dean of Istanbul Bahcesehir University faculty of Communication.

¥ Ayla Okay graduated from Marmara University Press Publication High School. She
completed her master's degree and PhD in Marmara University Social Sciences
Institute Public Relations Department. She is a Prof. Dr. at Istanbul University
Department of Public Relations and Publicity.

1% Wally Olins was a celebrated British graphic designer, best known for creating
corporate identitys. Wally Olins grew up in London, England. He received his early
education from Highgate School in North London. He then went on to study history
at St. Peter’s College, Oxford. Afterward, he embarked on his professional career
selecting advertising as his field on interest.



For Olins, the development of institutional identity is handled in four stages related
to visual identity. According to the first phase, desk research should be done. In this
phase, the visual elements, such as institution's color, logo, material, furnishing, and
etc., communication strategies and corporate behavior are revised. At the end of this
phase, the relevant points are determined to create the structure of identity. In the
second phase, studies on the development of visual identity are done. In the third
phase, materials of identification are introduced to the company. At the last phase,
after the application budget has been approved the communication tools that are
unique to the institution are created and put into practice (Okay, 1999, pp.85-88).
(Figure 1., Figure 2., Figure 3.)
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Figure 1. First Phase of Corporate Identity Creation by Olins
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The creation of a strong corporate identity is of great importance for the

representation of the brand. T. C. Melewar, defines, the benefits of a strong corporate

identity in the following order;

Institution identity; Motivates employees. Employees clearly understand
the purpose, direction, and characteristics of the organization and provide
more support and loyalty to the organization.

Corporate identity ensures the adaptation of employees to the culture and
if merger or acquisition occurs, they adapt to the new culture with less
chaos.

Institutional identity helps institutions to find talented managers.
Institutional stakeholders informed through of corporate identity about
institutional capacity, power of management, competitive advantage,
differences of product, and service.

Consumers can be informed about the quality of the product through the
institution's identity, which provides support to the institution's products
and brands.

Institutional identity establishes strong corporate brand by providing
stakeholder loyalty (Melewar, 2011, p. 30).'* (Table 1., Table 2.)

Table 1. Benefit of Strong Corporate Identity

People Profile/ 46 53 23 68 40 80 27 27
Recognition

Affecting

clients/

Helping 20 30 10 3 37 0 33 33
Customer

Relations

Product/Brand 19 30 17 0 30 13 ¥ 33
support

Visual ;

preseqtatlon/ 15 10 7 10 10 3 27 53
Integrity

Financial

advantages /

Finance

Relabilityin 13 20 23 6 7 7 7 20
the sector

Expression of 11 30 3 3 10 7 13 13
culture/ values

Emp_‘loy_ee 11 10 3 23 0 29 0 20
motivation

Advertising/

Communication 7 13 3 0 3 0 13 27

Support

1 Dr T C Melewar (BSc, MBA, PhD) is Professor of Marketing and Strategy at The
Business School, Middlesex University London, UK. Prior to joining Middlesex in
August 2013, he was Professor at Brunel University and Zurich University of
Applied Sciences (ZHAW) in Switzerland. He also has held academic positions at
University of Warwick (Warwick Business School) and De Montfort University in
the UK and MARA Institute of Technology, Malaysia.
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Table 2.Brands that have a Strong Corporate Identity
N T e e e e S R )

CocaCola 39 30 40 39 40 53 47 2

IBM 22 20 17 29 20 13 33 20
Mc'Donalds 12 10 3 16 17 27 0 13
Mercedes 11 3 17 32 0 13 0 7
Microsoft 8 3 20 0 3 7 13 20
Shell 7 13 3 6 7 0 13 1
Sony 5 7 7 0 3 0 13 18
BMW 5 10 0 10 3 0 7 0
British Airways 4 20 3 0 0 0 0
BP 4 13 7 0 0 0 0 0
Ford 4 3 7 6 3 0 0 0
Nestle 3 0 7 3 3 0 0 7

Consequently, a strong corporate identity is also the key to the creation of a
strong brand. The brand transfers the idea of quality and reliability to the consumer
in terms of corporate items. Thus, effective using the corporate identity by the brand
can offer more than the benefits of advertising.

2.2. Corporate Culture

Many factors must be brought together in the formation of institutional
culture which should be shaped around the institution's vision. Erdem explains the

formation of corporate culture as follows:

Corporate culture is a model of common shared beliefs, attitudes, estimates,
and expectations that shape how individuals behave, how they should affect
one another, and how things are done within the organization. In other words,
it is the basic values adopted by the institution. Without proper corporate
culture, it is not possible to imagine that any business strategy or program
will succeed (Erdem 2015, p.24, translated by the author).

Corporate culture is a very important factor in the formation of corporate
identity. The corporate identity that is blended with cultural elements is also
extremely important in terms of creating a correct image. For Ayla Okay, corporate
culture has various functions such as:

Motivation Function: There is a motivating effect of institution culture. A

strong corporate culture not only affects the general mood of the institution,

but also it contributes to improving the employees' understanding of their
organization. This constitutes the motivation function of corporate culture.
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Integration Function: Corporate culture makes easier for employees to
integrate with the organization. This is the integration function of the
institutional culture.

Coordination Function: Corporate culture provides clear instructions for
behavior, so that the behavioral director is influential, even coordinating
when it is necessary. In this way, strong corporate culture contributes to the
improvement of the strategic mood. This constitutes the coordination function
of the institutional culture (Okay, 2000, p.239, translated by the author).

Several definitions are made about corporate culture by considering different
characteristics of the institution. These differences in scientific studies are due to the
difficulty in defining culture. Some of the definitions related to corporate culture are

given in the following table.

Table 3.Some Definitions of Corporate Culture

Collective meanings Van Maanen, J.&Barley, S.R.
(1984)

Common programming of mind G. Hofstede (1980)

All about the values and symbols, ceremonies and W.G.Ouchi (1980)

myths of beliefs that the organization give its

employees.

Judgment that expressed works do in this way here T. Deal, A.A. Kennedy (1982)

The whole of shared values that have dominance and T.J.Peters-R.H. Waterman

internal consistency and contains symbolic meanings (1982)

such as stories, myths, heroes, slogans

Core values that are shared on a large scale O'Reilly,Ch.A.,Chatman
J.&Caldwell, D.F. (1991)

A system of values shared by a member of institute J.C,Spender (1983)

Beliefs and values that created in business life and they | Kouzes, J.M.&Posner, B.Z.
transmitted through symbols and continuously (1995)

It is the basic understanding patterns that a group taken | E.H.Schein (1985)
over this with Internal and external adaptation
problems and they developed by exploring it.

Robert and Gareth explain that corporate culture and corporate identity are
two interacting concepts since for a proper corporate identity, it is necessary to form
an effective corporate culture. The common values, symbols, expressions, and beliefs

of organization refer to corporate culture. In addition, it is very important to affect
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and detect the individual's behavior within the institution (Robert & Gareth, 2003,
p.35).

Corporate culture has a positive impact on the luxury of new managers who
will take on a task in office in the future. For this reason, managers are developing in
accordance with their organization's core values and dynamics. Besides this,
institutional culture has a very important place in intra institutional communication
and interpersonal relations. In addition, an institutional legend can be created by
transferring symbols, ceremonies, heroes, slogans, stories from generation to
generation and this makes institutional life permanent (Simsek & Fidan, 2005, p.30).
As a result, corporate culture must create a link between employees to have a strong
corporate identity. Thus, corporate identity will be understood and adopted by all

employees.

2.3. History of Corporate Identity Worldwide and In Turkey

Graphic identity has been used for dissociation among craftsmen since
ancient times. The sign that potter put under the pot was is the branding. Knight’s
rigging of sailing ships, and the flags of the mansion are examples of visual identity.
In the 13" century in Britain, in order to direct the Bakers to honesty; the obligation
to put a sign of oven under the bread was introduced. These illustrations can be
multiplied, such as in the Ottoman Empire, all Sultans had their own monogram
which symbolized Sultan and his reign (De Neve, 1992, p.4).

The commercial symbols of the 19" century European set an example for
modern identity design. At the beginning of the century, institution owners identified
and used their own institutional symbols. Identity design was not a profession, but
institutional owners recognized the link between good design and sales increase
(Yildiz, 1997, p.157).
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Ozlem Mumcu in her master thesis entitled "Kurumsal Kimlik ve Banka

Subeleri”, states that:

There is a well-known story in the historical background of corporate identity;
centuries ago a king designed a cross as a symbol for himself and applied it to the
shields of his soldiers. After a while, the king of the neighboring country likes this
mark and uses the same mark on the shields and clothes of his soldiers. Later on,
during a battle among them, due to the similarity of these signs, the soldiers are

confused on who the enemy is. (Ozlem Mumcu, 1996, translated by the author).

The need for individuals to begin living together in a social life created the
need to express them as a whole and with an identity. For this reason, some elements
of the institution's identity were first encountered on the uniforms of armies and

emblem that used by nobility, kings, and cities.

Until the end of the First World War, the main factor determining the identity
of the institutions was its owner or founder. The owner of the institution chose the
architect, decided the graphic and product designer. The personal identity of the
owner determines the inward and outward behavior of the company (Kaya, 2006,
p.10, quoted from Mumcu, 1996).

As Ayla Okay, the writer of the book "Kurum Kimligi" states that, the first
efforts to establish an institutional identity were exhibited by the British railway
companies in the 1850s. These companies wanted to create an identity for
themselves, for this reason they used the emblems to symbolize their institutions,
they organized train stations and designed the interior of trains differently. In the
industrial establishments in Europe and USA, the institutional identity had also been
prominent since the 1850's. Establishments that emerged as obvious names of the
period were; Bosch, Siemens, AEG, Ford, Krupp and Hewlett Packard and the Red
Cross (Okay, 2013, p.1).

Niliifer Catak Oylum states that; from 1930s to 1950s, corporate identity and
visual design were only for decorative purposes, and their importance were hardly
understood in the market. Designers began to sell their designs to corporate

companies and business people as a marketing and sales tool. According to Oylum,
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corporate companies increased and developed after the 1950s, when the branding
process for a product or service began. International companies were looking for new
ways to reach their goals and develop their own market. Renewing their old brands

as visuals, images, and identities was a considerable method to achieve this goal.

For Oylum, after 1975, many companies gave up spending to create a new
corporate identity, and corporate identity design began to lose its popularity. From
the 1980s to the present day; designers executed that solving a design problem must
be done together with several disciplines: Communication, aesthetic values,
behavioral psychology, marketing and graphic arts integrate and reveal their values
(Oylum, C. N., 2011, p.49).*?

As Melewar noted:

Nowadays it is seen that corporate identity is not just about visuality, corporate
philosophy, corporate culture, and corporate behavior are also very influential on
identity. Institutions are a whole together with their employees. For this reason
institutions that have a structure in which their employees do not participate in the
process will not be healthy. Nowadays, institutions are in an effort to create a proper
corporate identity. For this, it creates corporate identity in many ways such as
emblems and logos that will distinguish their identities from others, corporate
colors, forms of behavior involving the whole of the institution, and forms of
communication. They work on that first creating a feeling of unity in itself, then
gaining respect in the mind of the targetgroup (Melewar, 2003, p. 196, translated by
the author).

When it comes to the history of corporate identity in Turkey, it is possible to
state that the first instances of corporate identity dates back to the Ottoman Empire
period. Ali Thsan Gencer and Sabahattin Ozel state that, the Ottoman State had
created its own identity and culture in the 15th century at the end of a changing and
developing process since its establishment, had gained all the qualifications of a
modern and contemporary state with an open mind to institutional understanding,

economy, knowledge, and culture influences (Gencer & Ozel, 2005, p. 3).8

2 Niliifer Catak Oylum graduated from Istanbul Technical University department of
Architecture. She completed her master's degree and PhD in Istanbul Technical
University department of Construction Technology and Architectural Design. She is
a Asst. Prof. at Istanbul Aydin University Department of Architecture.
3 Ali ihsan Gencer was professor in Department of History of Faculty of Literature
at Istanbul University and Sabahattin Ozel is lecturer at Sea Military College.
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According to Okay, the flags of the Ottoman Empire and the Turkish States
can be described as examples of corporate identity in parallel with the development
in the world (Okay, 2005, p.33). These states had tried to distinguish themselves
from others via their flags and to create symbols for representing its members.
During the transition from the Ottoman Empire to the Republic of Turkey, important
steps were taken towards the establishment of corporate identity under the leadership
of Mustafa Kemal Atatiirk.

One of the first steps was the establishment of the Tiirkiye Is Bankasi. At the
request of Atatiirk, it was decided that the strategy used to encourage new fund
would be the strategy of s Bank in general. The identity of /s Bank, shaped by
Atatlirk, which supports this strategy and new fund, is still continuing today and the
use of Ataturk's image in corporate advertisements of Tiirkiye Is Bankas: is a proof of
this idea even today. (Figure 4.)

TURKIYE $ BANKASI

Figure 4. Logo of Tiirkey Is Bankas:

As mentioned before, the Traditional Period in corporate identity lasted until
the end of the First World War. The main factor determining the identity of the
foundation in this period was the owner of the institution. The "traditional period" in
the 19" century in the world started to affect Turkish market after the 1960s. With
the arrival of international companies with foreign capital, the commercial Turkish
establishments realized that they also needed to acquire a corporate identity for their
institutions. The identities of the founders of the companies were reflected directly in
the institution's names. The most typical examples of such organizations are the
Sabanci, Ko¢ and Eczacibasi. (Figure 5.) In addition to these institutions, Tekel
Administration and Petrol Ofisi were ones among others that were able to leave a
universal image in the same period. Some of the foreign companies such as; Mobil,
BP, Opel, Marlboro, Lacoste, Camel also applied their universal standards in Turkey

(Okay, 1995, p.34).
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Figure 5. Logo of Eczacibasi

According to Emiroglu; especially, since the period of Turkey's outward
opening politics in the 1980s, a number of foreign identity design firms specialized in
this business have entered the developing Turkish market. Many foreign specialist
firms offered identity studies to Turkish institutions; even they opened offices here.
The first important example in this regard was Landor Associates, which renovated
the Property Bank's identity. The first serious acquaintance with the corporate
identity in Turkey was with Bank Ekspres, which was newly established in 1992.
After the experience of Bank Ekspres, Mithat Giyim, Finansbank, Is Bank, Akbank,
Garanti Bank, Lassa, Mis Siit, Kurukahveci Mehmet Efendi, Koleksiyon Group of
Companies, Eczacibasi, Sabanct Holding corporate identity designs were designed
by Turkish Architects (Emiroglu, 2002, pp.60-61).

Many medium or large sized private sectors that have a professional
management in Turkey have designed corporate identity formation in a
contemporary way and they are improving their identity every day. As a result, if the
institution does not have its own visual presentation in aesthetic norms, the

institution will remain in the shade even though it serves well.

2.4. Corporate Design

The corporate identity of an institution is visually represented by its; logo
which helps to perceive, institution's name, colors, exterior appearance of offices or
showrooms, and emblems that are visually foreground. These elements are part of the

identity of the institution and constitute the part related to the institutional design.
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Yeygel and Elden explain that, colors of institution, text fonts, the product
designs or service offerings, product packaging, the architectural design of buildings
in the branches, centers, and sales points give clues about the identity of the
institution, therefore should consider the elements of visual identity. Corporate
design emerges as an element bearing and conveying symbolic expressions reflected
in the identity of the institution (Yeygel & Elden, pp. 119-120).

Okay expresses that the objects and product designs of the company should
have four basic functions: practical, aesthetic, symbolic, and social. For her these

functions should be examined under following titles;

e The Practical Function of Design; the practical function of design is mainly evident in
the application of functionality, utility, and usability of the objects. All physical points of
everyday use must be melted by this function. It is possible to express this practical point
with the following features: use friendliness, application use reliability, low
maintenance, and cleaning expenses, friendliness to the service, etc. The practical
functions of the design should be so structured that the physical needs can be satisfied
and overlapped with the use of the products.

e The Aesthetic Function of Design; the aesthetic function of design concerns the
aesthetic feelings, subjective liking, of an observer, independent of the content, that the
observer perceives in the perception process. Requests for this function are could be
characterized by concepts such as harmony, simplicity, independence, integrity,
expression, and meaning. The aesthetic function should also direct attention to the
product. The main reason for this is that when people choose products, they also
consider aesthetic functions to a considerable extent.

e The Symbolic Function of Design; the symbolic function explains the expression power
of the object. A symbol identifies an object or event that exists for a representative
situation (unrecognized, spiritual). Through the symbolic function, the human soul can
encourage perception, past or other living areas to combine with experience and
emotion. Contrary to the aesthetic function, the point here is the contextual meaning of
the signs and their transmission. Cultural and social connections are created through
the symbolic function. Those who enter this category are status symbols and prestige
objects.

e The Social Function of Design; People create their surroundings by creating products
and these products affect people and their social character. The social aspect of the
products created is shaping people socially. A need could not be satisfied by a product
directly. Each user has his/her own decision-making area, and although the creative
process is for this, the individual cannot be obligated to like the products (Okay, 1999,
pp. 129-130, translated by the author).

In order to ensure that customers are aware of the brand or the institution, it is
crucial to create an original visuality. This visuality is achieved through the design of
the products and its showcases, the exterior and interior architectural design of the
shops and stores, the office buildings or factories of the institution. Corporate design
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has a decisive role to create a special atmosphere for the institution that customers
will feel different within and to attach the satisfied customers to the institution and to
its products. In addition, corporate design also reveals an awareness, which facilitates

the identification of the institution and its perceptual meanings.

As a conclusion, companies need aesthetic symbols to define themselves
visually and these visual items need to be created in harmony with each other. For
this reason, it is crucial to put a separate emphasis on the effective management and

strategic planning of the aesthetic elements used in corporate design.
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CHAPTER 3

FORMATION PROCESS OF CORPORATE

IDENTITY DESIGN: GRAPHICAL AND INTERIOR

DESIGN ELEMENTS AND PERCEPTUAL
MEANINGS

According to Brassington and Pettitt, having an identity provides to be visible

and noticeable (Brassington & Pettitt, 2003). In this sense, it can be considered that

corporate identity extends from physical design elements (Kottasz, Bennet, Savani

and Choudhury, 2008; Selame and Selame, 1975) to the physical and behavioral

identity items, that are used to present the employer to the target audience (Abratt,
1989; Balmer, 1993; Marwick and Fill, 1997, van Rekom, 1997, van Riel and
Balmer, 1997, Gray and Balmer, 1998, Topalian, 1984). In its simplest form,

corporate identity can be expressed as how an enterprise sees itself and how it seeks
to be seen by others (Melewar and Saunders, 1999). (Meral & Yazicioglu, 2010,

p.112,is quoted from others.). (Figure 6.)

Corporate Identity
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Figure 6. Corporate Identity Elements
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Meral and Yazicioglu, in their article "I¢ Mekan Tasarimimn Kurum
Kimligine Uygunlugunun Olciilmesine Yonelik Yontem Onerisi” published in 2010,
summarizes that Van den Bosch and de Jong and Elving mentality of corporate
identity:

Corporate design (visual corporate identity) is one of the four basic elements  of
corporate identity. Corporate identity is a conceptual dimension. Corporate design
is the transformation of this concept into the form. Corporate design is the
appropriate image designed to suit the work done within a wide spectrum from the
interior design of an organization, the logo, all printed used  documents, to the
sales or service personnel’s clothes, and even to the design of the vehicles (van
den Bosch, de Jong & Elving, 2006, translated by the author).*

For Van Riel, on the contrary, "corporate design, identity, reputation and
relationship management have active roles in expressing the company to internal and
external stakeholders™ (Van Riel, 1995). But for several academicians, one of the
most important part of the corporate design is the interior design of the institution
(Perry and Wisnom, 2003, Colman et al., 1995). In other words, the interior design of
the institution should represent it’s correctly. In order to understand whether an
interior design represents the identity of an institution, the components of that space
in different shapes and the perceptual meanings of the design elements such as color,

texture, and form need to be known. For this reason, interior design elements and

4 Anette L.M. van den Bosch graduated from Uthrect University and she completed
her master's degree at the same university (1992-1999). She completed her PhD at
Twente University. She is an advisor in Omgevingscommunicatie en gebieds
communicatie company.
Menno D.T. de Jong is a full professor of technical and professional communication
at the University of Twente (The Netherlands). As the director of the University of
Twente’s bachelor and master programs in communication studies, he has
contributed to the quality of the academic education of technical communicators in
one of Europe’s strongest and most visible programs. As a researcher, he focuses on
developing applied research techniques that technical communicators can use in
designing many types of communications. He has received several awards for his
research articles and has served on the editorial boards of several journals. He is
currently the editor-in-chief of the STC Technical Communication journal.
Wim J. L. Elving, PhD., is currently associate professor at the Department of
Communication, Amsterdam School of Communications. He has a M.A. degree in
social and organizational psychology (RU Groningen; 1993) and finished his PhD. in
communication within health care at the Twente University (1999).
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their perceptual meanings should be defined scientifically (Meral & Yazicioglu,
2010, p.113).

In the process of branding and image formation, corporate identity is an
important influence. The formation process of the corporate identity starts with the
decision of the institution’s colors and its logo design. Because of its many
parameters, the institution is confused as a complex concept. Different definitions
and requirements regarding the formation process of the corporate identity are
expressed because of this complicated structure. Regarding the formation of
corporate identity, Kaya states that:

Institution's name, title, graphic tools, architectural and spatial tools are

included in the means of corporate design. The graphics tools consist of the

emblem, logo, color, and font of the institution. Architectural and spatial tools
consist of architectural identity, facade identity, and materials, signs, space
layouts principles, interior sensibilities, and materials, interior and exterior
lighting, furniture, work units, permanent and temporary space setting items  and
industrial design elements. Fashion tools consist of uniforms, standards of clothing
and accessories and sensitive tools consist of light, sound and smell. It is especially
important to increase the degree to which corporate  identity design studies of
organizations that produce and service similar products can be remembered.

Examples of establishments that produce and service similar products include

clothing stores, restaurants, cafes, hotels, banks, airline companies. For example;

Starbucks Coffee's company's memorable and permanent identity has been

provided through corporate design studies. In all the branches of this organization,

the institutional color, logo, facade and interior design which are designed to

reflect the identity of the institution attract the attention of the customer (Kaya, 20086,
pp.32-33, translated by the author).

It is a fact that non-institutional brands exist in the consumer's mind. An
institution is reflected by self-representative forms through its corporate identity at
all points. The concept of visual identity is the most important factor in terms of the
brand's existence in the consumer’'s mind. If a brand is not able to use its corporate
identity items in an integrated manner, it is not expected that the brand's life will be
long. The logo is one of the most important elements in corporate identity studies.
But the logo alone is not enough to express the organization's visual identity. When
the visual identity is referred, very comprehensive systems such as colors, shapes,

and printing forms are mentioned.
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According to Tuna, and Tuna, disconnected visual identities arise when an
accurate identification work is done by the brands and products of the establishment
stage (ineffective logos, emblems and inaccurate names and etc.). For them,
corporate design activities should not be contrary to management activity and
efficiency principles. While the institutional identity is designed within these

principles, they put emphasis on the necessity to observe certain principles; such as:

e FEasyto use,

¢ Reliable use and application,

e Implementation at low cost,

e Good appearance,

e It can serve a purpose with its messages (Tuna & Tuna, 2007, pp.74-75).

The expression formed after the transfer of the company's items constitutes
the corporate design. The corporate design that provide standing out among its rivals
IS an important element in creating a positive perception by the target audience. The
other elements expressing the brand are formed around these elements with the needs
of the brand.

3.1. Logo Design

Becer the author of “Modern Sanat ve Yeni Tipografi* describes the term

"logo" in following words;

Logo is created through combination of two or more typographic characters of the
word as a product to be read introducing organization or service mark or symbols
bearing the emblem features. In short, it designs name of the brand. The meaning of
emblem and logotype that originate Latin are symbol and inventive writing in our
language. Nowadays, both can be named separately or they can be called "Logo" as
a single word. A symbol is a symbol or trademark of a product, organization or
service that is created by combining two or more typographic characters in a word-
wise fashion. Newly typed or existing typographic characters can be used in logo
that provide verbal and visual message (Becer, 2006, p.195, translated by the
author).”

> Emre Becer graduated from IDTGSYO department of Graphic Design. In 1981 he
worked as an Art Director in Austrian Graphic Design Studio. He was lecturer in
Mimar Sinan University in 1983 and then he finished his PhD. at the same
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According to Duane, graphic design first appeared in print in 1922, and the
term "logo" became part of the marketing glossary in 1937. For him, by combining
visual art with mass communication, graphic design has become a visible mechanism
for ideas (Duane, 2003, p.96).2° Logo is the first thing that comes to mind when
referring to corporate identity. Logo is the most important element of a brand. It is a
complementary and integral part of the brand. For Oztiirk, logo is a symbol of
corporate identity such as emblems and it adds value to products and services such as
signature. While emblems are composed of images or shapes, logos are composed of

letters, numbers or words.

Institution’s logo must be interesting, different, and appropriate for
company’s vision and mission. For Oztiirk, it must have a structure that will give
priority to professionalism. The logo needs to be remembered when seen by the
target audience anywhere. For this reason, the logo should be unique and designed
not to be confused with logos of other companies. It is the most important element of
a brand and it is also seen as a signature of the brand (Oztiirk, 2006, p.10)."" Vardar
explained that, logo's structure must be blended with company's perspective,
corporate identity, and modernism. Logo could not be designed to be every age, for
this reason many companies will renew their logo to changing conditions (Figure 7.).
Moreover, the branding approach of advertising businesses includes several medias
such as music, art, films, and all social activities, to attract attention to their logo
(Vardar, 2004, p.22).8

university. He is an Associate Professor at Bilkent University department of Graphic
Design.
1% Duane E. Knapp is the Founder and Chairman of Brand Strategy. He earned his
BA in Business Administration from Western Michigan University and his MBA
from the University of Toledo. He also completed a postgraduate program in
Strategic Marketing at the Stanford University Graduate School of Business.
7 Giilay Oztirk graduated in 2004 at Marmara University department of Public
Relations and Advertising. She is Docent in Department of Public Relations at
Istanbul Commerce University.
8 Niikhet Vardar graduated in 1983 at Dokuz Eylul University department of
Business Administration. She completed her master's degree and PhD at University
of Manchester in England. She is founder El izi Communications Consultancy UK
Ltd and still work there.
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BOYNER

Figure 7. Boyner company new (left side) and old logo (right side)

Cass states that, logo's location is determined according to purpose and target
group. For example; while designing the logo of a toy company that produces toys
for children, the typeface and color of institution must be childish and have fun.
However, it is not always necessary to have visual representation of the product in
logo. For example, there is no obligation to show a computer in computer company’s
logos. The colors used in logos must be chosen at the specified target point, and the
psychological effects of color should be considered. The color in creating corporate

identity has been one of the most impressive and decisive reasons (Cass, 2011, p.79)

Logo should reflect at a glance all the values that form the essence of the
brand, because it should convey the message of the brand to consumers. The
designed logos must reflect the culture, the goal and the image of the institution. A

successful characteristic of logo is listed by Teker as follows;

The design should be original and simple,

It must be new and unique,

It must be remarkable,

It should not lead to confusion in perception,

It must be aesthetic and readable,

It must be associative,

It must be easy to understand and remember,

Visual identity must be distinctive features and it should reflect the image,

It should be distinguished from typographic characters used by similar institutions,
It must be specific for the company, product or service that represents,

Be able to give information about the institution, company, product or service that
represents,

It should include items that forming visual identity,

It should reinforce confidence of institution,

It should be suitable for use in all types of media and digital environment,

It should not lose its characteristics in using different spaces and communication
tools (Teker, 2009, p.91).
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Aygiil Emek Alan and Elif Sungur states that, identity and culture are
interdependent concepts when they are handled from cultural point. The institution’s
logo can be a very powerful cultural tool and it is measured by what it reminds
people, and at the same time it must be created with special care, because it gives a
non-verbal message and reflects the corporate culture of the organization (Usta,
2012, p.108, is quoted from Alan & Sungur, 2006)." Consequently, The Logo,
which is the foundation of the corporate identity, is a mark that consists one or more
characters that distinguish between products, organizations or services. In addition,
color is a design element that affects the perception of the logo at the highest rate.
For example; to obtain energy red color can be applied and with green color peace

and serenity can be achieved.

3.2. Color

Color is an important and meaningful element of every visual identity. Okay
states that, research in the field of color science has revealed that there is a similar
relationship between its physical and psychological influences. Color science
researches give a different value to each color. Organizations and target groups are
choosing the color that best suits them, depending on what they want to create.
Colors have stronger influence on people more than the shapes. Colors have several
benefits; they that help to find direction and to rediscover. Therefore, institutions pay
attention to certain details before choosing a color. Okay listed these details as;

1. What kind of meaning, integration and emotion does the color of institution
convey?

2. Does it offer the charm of products?

3. Does it fit the institution philosophy?

4. Does it make an effective contrast to the colors of the opponents?

The point that should be considered in choosing the color is that the basic
colors are used by many institutions as an institutional color. Because of the use of

all colors, there is no longer any color domination. For this reason, a large number of

9 Aygiil Ernek Alan and Elif Sungur are lecturer at Maltepe University faculty of
Communication department of Public Relations and Publicity.
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additional colors are used by the institutions (Kaya, 2012 p.32, is quoted from Okay,
2000).

Toka explains that, colors can be composed quite differently according to the
characteristics of the institution. For example, the X color can be dissimilarly used in
Y company than Z company. On the other hand, it is important that in which
environment and with which reference the colors are used. Colors can be transformed
due to fashion. At the beginning of the 1970's, warm colors (beige-brown) were very
fashionable, whereas after the mid-1980s, cold colors such as white, gray, and blue
were preferred. Since sudden color change can prevent recognition of the
establishment by the target group, it can be quite hard to change company its color

later.

According to Toka, colors have different meanings according to cultures. Green
color can be an appropriate illustration for this argument. While it is referring to
illness in Brazil, it is color of the health in Denmark. Therefore, the organizations
that will be operating on the international market should consider these differences.
Toka emphasizes that the colors that are chosen to represent an institution should not
be overdone and should not glare too much. Color effect should be sedative and
emphasize the seriousness of the institution (Kaya, 2012 p.37, is quoted from Toka,
2003).%

Meral and Yazicioglu, in their article "I¢ Mekan Tasarimimn Kurum Kimligine
Uygunlugunun Olgiilmesine Yonelik Yontem Onerisi” published in 2010, summarizes

the literature research on the effects of color with following Table 4.

20 prof. Dr. Cemil Toka is Head of Department of Industrial Design at Mimar Sinan
University Fine Arts Faculty.
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Table 4.Table of Effects of Color

EFFECTS
OF
COLOR

While hot colors are active, stimulating, and exciting depending on the situation, cold
colors give passive, soothing or deepening effect (Kalinkara, 2001).

Warm and light color influence encouraging, sincere, sympathetic, refreshing and
inspiring (Ladau, Smith & Place, 1989).

Hot and dark colors means are precise, imposing, safe (Craig, 1970).

Cold and light colors means are refreshing, promoting, bright and router
(Kalinkara,2000).

Cold and dark colors are anxious, sad, disturbing effect (Giirer, 1990).

White: color of absolute purity, cleanliness and care. In the color regulation of the room,
white plays an important role as separating the other color groups from each other, a
neutralizer, an enlightenment and stimulant. (Ladau et al., 1989, Senyapili, 1996).

Red: is an appetizing color. So most of the food companies in the world have used red in
their logos. This color raises blood pressure, accelerates blood flow, and it is associated
with concepts such as energy, temperature, love, danger, attention (Craig, 1970, Giiner,
1990). Dark Red is express mysterious, exotic, serious (Pahlmann, 1968, Ladau et al.,
1989).

Green: relaxing, peaceful, balanced and reassuring color. For this reason, bank generally
use this color in logos. Because of the relaxing feature that the surgical clothing of the
hospitals is in green color. Green increase creativity. When you look constantly, it does
not tire your eyes and it provide easy to work (Bervin, 1984, Madden, Hewett & Roht,
2000, Senyapili, 1996). The light green color evoke the feeling of birth and vitality like
nature, peace, freshness, youth, life, restoration, growth (Bevlin, 1984).

Black: represents power, luxury and passion. If it used in background, it is evokes
pessimism. It destroys the light. The color that provides the greatest concentration.
Einstein preferred black, daylight-free rooms to concentrate (Madden et al., 2000).

Dark Blue: is considered as cosmic color. It symbolized permanency, authority and
efficiency. More than half companies in the world uses dark blue color in their logo.
Hilton wanted to create a big corporate image at the mind of people turning the logos
into dark blue. (Faulkner et al., 1986; Madden et al., 2000).

Blue: color of immensity and deepness. Due to the suggestion of silence and comfort
relaxing and at the same time a leading color. It helps to think, make decisions and have
creative ideas. Light colors evoke unlimited and infinite feelings. Children were found to
be more calm in school with having blue walls. This is directly related to the light blue
painting of hospitals, corridors and rooms. The blue has associations such as sky,
eternity, coldness, night, passivity, femininity. (Domnielen, 1965; Pahlmann, 1968).

Purple: is the color of nobility and empire, it evokes history. At the same time, in the past
years, this color had become a color that only the rich people use because it was very
difficult to obtain the paint material. For this reason it represents power and authority. At
the same time purple turned out that people frightened the subconscious because it
brought out the past neurotic feelings (Ladau et al., 1989).

Yellow: is a remarkable color. This color use in traffic lights and on the warning signs of
floor. It also symbolizes the danger. All animal and plant species that are yellow / black
in the land are poisoned and attacked, even if there are exceptions. It represents
temporary, so the taxi colors are yellow in the world so you know it's temporary. Car
rental companies also use yellow, because they want to give the message of what you get
is temporary, please bring it back. Yellow color does not want to use banks because of
this feature, because they want the money to be permanent, not temporary. At the same
time, this color is perceptually related to the sun, maturity, light, and holiday (Bervin,
1984, (Pahlmann, 1968, Senyapili, 1996).

White: is the color of purity, as can be understood it from the bridal color. It symbolizes
stability, continuity, cleanliness. White is often used by politicians because of they want
to give a clean and honest impression (Faulkner et al., 1986; Senyapil1, 1996; Ladau et
al., 1989).

Brown: is speeds up human movements. So fast food restaurants use brown in the
interior. Scientific research has proven that brown has a negative effect on humans.
Brown at the same time evokes history (Kalinkara, 2001, Ladau et al., 1989).

Light blue, pink, pale red and other pastel tones evoke, motherhood, femininity, child
and compassion (Ladau et al., 1989).
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In addition, red, as an illustration is a remarkable color; it is strong enough to
hold in many contrasting emotions like love and war. In general, brands want to
attract attention to by using red color in its corporate identity. Red color increases the
blood pressure and allows people to be hungry. Therefore, it is preferred mostly by

food and beverage brands. (Figure 8.)

ety - Red Bull

Figure 8. Examples of red color logo

Colors, play a very important place to role in being catch for a brand, because
they affect the emotional aspect and concentration of a person. Colors have endless

mental connotations which are physical, psychological, and sociological.

Color and Features of Color: According to Giimiis Cetin Ozbudak, the color
is the effect that is left by the light after being hit by the objects. The “value” of a
color depends on the amount of light reflected by it; the “tone” of a color depends on
its degree, which is separated from the value and saturation of the same color family

but closely related. The “saturation” of a color depends on its visual intensity and

purity.

In order to create a sense of color in human beings, besides the light reflected
from an object, a normal eye that works against the incoming light and a perfect
vision center in the brain are required. In this context, Ozbudak states that the color is

examined in three systems:

1. Color in the Psychological System: A sensation that wakes in our brains.

2. Color in the Physiological System: It is the physiological phenomena that the
various light types through the nerves on the eye retinas. Color is present in our
nervous systems.

3. Color in the Physical System: The values that can be expressed in humerical
terms with respect to which wavelengths the light has in which position. The eye
sends these wave vibrations through the color nerves to the brain and the color
can be visible. In short, feeling of the light in the eye is physical, the processes
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that occur in the eye through these rays are physiological, and the perception of
rays in the eye are psychological event (Ozbudak, G., 2003, translated by the
author).

For Ozbudak, one's sensual interaction with the environment is based on the
visual perceptions of light and color stimuli. The colors resulting from the
concentration of the light frequency in a certain direction are influential on human
psychology and behavior by the low or high vibrational energies. The psychological
effects of colors affect the human mental activities, physical performance,
psychosocial situation and play an important role in the human-equipment-
environment system (Kaya, 2012, pp.52-53, is quoted from Ozbudak,G.,2003).

Color in Ergonomic Design: According to Giimiis Cetin Ozbudak, hot
colored objects and spaces appear closer and larger. As an illustration, when large
spaces are desired to appear small, hot colors can be used as well as small spaces can
be painted with cool colors for greater perception. The cool colors are soothing and
relaxing; it conjures up feelings like confidence, peace, productivity, responsibility,
order, refreshment, peace, freedom. Blue color is preferred the formal wear and
uniforms because it evokes sense of comfort and order, and in addition, green color
is preferred in hospital rooms and surgical clothing because of taking negative
energy and suggesting confidence and serenity and preventing glare. Cold colors can
cause dismal even depressing effects when used overdose; they can evoke laziness,

imagination, emotionality.

Ozbudak adds that, the perceived weight of the color and objects are also
influenced by the time passing in the places either long or short. The weight effect is
reduced by a sequence such as red, blue, orange, green, and yellow. In addition, the
predictions made are that the time spent in the spaces where the hot colors dominate
is above the real time, while the ones that are colored with cool colors are under the
real time (Kaya, 2012, pp.52-53, is quoted from Ozbudak,G., 2003).

According to Odabasi, in the experiments performed, it was determined that
the colors were also effective on the smell and taste sensation of the individual. For

Odabasi, yellow and green are evocative of sour tastes, while orange, yellow and red
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are sweet tastes. Blue and green are bitter, pale green and light blue are salty tastes,

green is pine smell, purple is perfume smell.

The effects of colors on people are part of design knowledge in the context of
human-environment interaction. According to researches on color, they are
considered as ergonomic data in applications in different design areas such as
architecture, product design, graphic design, web design. Color is an important factor
in architecture. The visual perception of the space arises from the integration of the
three sensory species.

1. Light perception,
2. Spatial organization perception,

3. Color perception.

Since the perception of colors depends on the light sources, it is necessary to select
the colors and light sources appropriate to the action properties for the different
spaces. Correct establishment of relationships between colors and actions will make
it easier to achieve visual comfort, and people will be able to fulfill their actions

more easily and willingly.

According to Odabasi, the color also helps to load certain features such as
large, small, hot, cold, energetic, boring, tranquilizing, depending on the action to be
performed in relation to the luminosity level of the room. Especially in working
environment color provides efficiency and creativity such as orientation, ensuring
social participation, stimulation of reactions and motivation in playgrounds for
children and school. It is more important to use color for relaxation, positive energy
and sense of hygiene in health related places such as hospital. An object is always
visually defined by its color and shape integrity. Color is regarded as an element that
completes this form and contains its expressive qualities. In addition, color can have
different meanings as a conveyor of some special messages that involves the

designer's identity and aesthetic sense to give.

Colors are also important in terms of items marketing communication such as

product, brand, logo, packaging, advertisement. The color is used in the product
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recognition, increase of readability, and provides product personality and
persuasiveness within advertising applications. For example, using green and blue
tone in cleaning products or diet foods, choice of red color in many consumed
products such as hamburger and cola, using green color in bank logo to inspire
confidence are such color preferences used to help perceive organizations of

consumers.

Colors have also been found to be influential on the individual's various
psychological impulses, motivations, and needs. It is found that, orange, light yellow,
red, light brown is effective on the feeling of hunger; green, blue, and turquoise color
Is affect thirst; blue and white affect the sense of cleanliness and health; red and
purple promote sexuality; and pastel tones evoked by maternal and compassionate
feelings; blue and green enhance the feeling of silence (Kaya, 2012, pp.53-55, is
quoted from Odabasi, B., 2002).

Paul Van Schaik states that, the findings from research on color, clarify the
benefits gained in terms of corporate identity development. In the current standards
and instructions of the design, red, orange, and yellow colors are applied as danger,
warning and precaution signals. In the results of the experiments on the participants,
the signs and labels presented with color are much more legible and noticeable than
the black and white ones for probability of injury, readability and in terms of
perceived risk variables based on product awareness (Kaya, 2012, p.53, is quoted
from Van Schaik, 2003).%

Workplace color is an environmental factor that affects employees' situation,
satisfaction, motivation, and performance. Hot colors, focus people outward and
increase awareness of the environment, cold colors bring people in, and focus on
visual and mental work. Red color is associated with aggression, anger, tension,
excitement, happiness, dynamism and blue and green colors are with relaxation,
comfort, security, peace and peace. In addition to improving performance and

productivity when used correctly, but when colors are used unconsciously they can

2! paul van Schaik is professor of Psychology at Teesside University.
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cause conditions such as fatigue, stress increase, decrease visual perception, damage
visual power, increase employee's error rate, and affect direction and safety.

Color, as an important stimulus in the context of human physical, mental, and
psychological characteristics, contributes to human-object-environment harmony.
The role of color in ergonomic factor such as attention, warning, motivation,
productivity, communication, creativity; avoided accidents, created a sense of
comfort, and hygiene, improved working conditions, created social communication
environments. It reveals the essence of the material, sharpens the form, affects the

proportions, reveals the scale, and creates the feeling of weight.

3.3. Form and Shape

According to Ranjan, form is the outlined edges of a three-dimensional
object. It has length, width, and depth (or height) as well as volume and mass. Form
can be measured, from top to bottom (height), side to side (width), and from back to
front (depth).Form is also defined by light and dark. It can be defined by the presence
of shadows on surfaces or faces of an object (Ranjan, 2015, p.61). For Dommelen,
the visual effects of all the components, such as furniture, accessories, and floors that
create a space, with their design elements; point, line, color, form, and texture
influence of their stimulating properties are formed by attaching meaning to each.
Dommelen gives; line as an illustration since it does not only determine the direction,
but it also is a symbol of mood and an expression of width or height. In addition,
line, according to its thickness and taper, sharpness and softness, lightness and
darkness can add lighting value into format and layout (Meral & Yazicioglu, 2010,
p.113, is quoted from Dommelen, 1965).

Yazicioglu and Meral states that, the form is the shape of the object. An
object can be in different shapes such as rectangle, square, triangle or oval. Triangles
and diagonals reveal the dynamic property, and a horizontal rectangle evokes the

serenity. All forms have smooth or rough, shiny or matte, soft or hard surfaces,
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textures. With different textures, the same form can be created either hot or cold
(Meral & Yazicioglu, 2010, p.113).%2

There are two types of forms, geometric (man-made) and natural (organic
form).Form may be created by combining two or more shapes. It may be enhanced
by tone, texture and color. It can be illustrated or constructed and it has volume and

mass.
Ranjan listed the types of form as follows;

Organic-natural, living form. (Figure 10.)

Inorganic or geometric-man-made, non-living forms. (Figure 9.)
Open-forms-forms that can be looked into.

Closed-forms-self-contained.

Geometric Shape-circle, square, rectangle, triangle, pentagon, octagon, other
polygons.

Geometric Form-sphere, cube, pyramid, cone, cylinder.

7. Free-Form-any non-geometric shape: irregular, amorphic.

-Au‘

< Square based >
Cube Cuboid ; Cone
pyramid

aéllo

Triangular based
pyramid

grwbdE
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Triangular prism Cylinder Sphere

Figure 9. Inorganic or geometric forms

22 Pinar Seden Meral graduated from Istanbul University department of Italian
Language and Literature. She completed her master's degree at Marmara University
department of Journalism and PhD department of Press Economics and Management.
She is Assist. at Beykoz Logistics Vocational School.
Deniz Ayse Yazicioglu graduated from Istanbul Technical University, Faculty of
Architecture, and Architecture Program in 1994. She completed her master's degree
and PhD at same university, Institute of Science and Technology department of
Project and Construction Management and department of Building Science. She is
Associate Professor at Istanbul Technical University department of Architecture.
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Figure 10. Organic form

As indicated by Ranjan, shape, on the contrary, is defined as a two or more
dimensional area. All objects are composed of shapes and all other elements of
design are shapes in some way. Shape is a flat image with two dimensions: length
and width, or in other words, it can be said that shape is any self-contained area with
defined form or outline. For Ranjan, the term refers to the nature of an enclosure,
actual or implied, formed by a line or curve on a flat surface. Examples of "shape" in
this context include "a geometric shape” (eg; square), "organic shape" (flower-
shaped object). It is a perceivable area. Shapes can be created by enclosing line, or
by color and value changes which define edges. Ranjan also defines a colored shape
on a white background as a positive shape creating a negative shape. He categorizes

types of shape as follows;

Types of Shape;

1. Mechanical Shapes or Geometric Shapes are the shapes that can be drawn using
a ruler or compass. Mechanical shapes, whether simple or complex, produce a
feeling of control or order.

2. Organic Shapes are freehand drawn shapes that are complex and normally
found in nature. Organic shapes produce a natural feel (Ranjan, 2015, p.49-59).
(Figure 11.)

Shape may be;

. Shiny and reflect images-mirrors

Transparent and create visual effects -window glass

Textured and absorb light and sound -window treatments and carpeting

Hard or Soft

Plain or patterned

Colored light or dark (Ranjan, 2015, pp.49-59).

ocoukrwdE
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Meral and Yazicioglu, in their article "I¢ Mekan Tasarimimn Kurum
Kimligine Uygunlugunun Olgiilmesine Yonelik Yontem Onerisi", published in 2010,
summarizes the literature research to identify all of the design elements were

installed such perceptual significance Table 5.
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Table 5.Perceptual Meaning of Interior Design Elements

Freehanded spots create a tension and visual energy change on the surface when they are in a group or
spread (Kalinkara, 2001).

POINT Represents a beginning (Kalinkara, 2001).
Refers to a location (Kalinkara, 2001).
Specifies direction when there are more than one (Kalinkara,2001).
Long, horizontal rectangle has relaxing properties that we liked to lie on a bed (Kalinkara, 2001).
Repeated narrow angles and diagonals feels mentally disturbing vitality and
mobility (Kalinkara,2001).
Triangles and diagonals usually has a dynamic property indicates the movement (Pile, 2005).
Vertical rectangular is motionless, safe but alive (Kalinkara,2001).
Wide diagonals are also easily perceived as generality and give a feeling of spaciousness. Circles,
spheres, cones and cylinders give a pleasing refreshment to the square interior (Rayfield, 1997).
Round forms create a sincere and friendly feeling in people (Pile, 2005). Circles are used as motifs in
EFORMS various forms for weaving, wallpapers and upholstery (Pahlmann, 1968).
The research findings of J. Brown in 1966 have shown that geometric shapes are more easily
perceived than organic forms (Senyapili, 1996).
Geometric forms are masculine and cold, shape that have irregular contours are perceived as soft,
female and warm (Pile, 2005).
Forms that associate animals are mostly used in humorous narratives (Kalinkara, 2001).
The cube is the most stable one in all forms. The cube is normally very relaxing, the square is a
satisfying form to degree (Binggeli, 2007).
Sphere is not have sharp corners like a cube, so it have a moving view. It always visible mobile,
movable, not static. It specifies movement and time (Faulkner et al., 1986; Rayfield, 1997).
Cylinder is generally a useful form (Giirer, 1990, Senyapili, 1996).
The pyramid has a structure like a cube. While the cube is a visually very robust form, the pyramid is
more stable (Faulkner et al., 1986).
Zigzag lines express a sense of movement and excitement (Giirer, 1990).
Straight-line refers to stability (Kalinkara, 2001).
If the horizontal and vertical lines are placed adjacent to each other at a 90 © angle or on a plane
surface separated from each other, this creates the effect of instability and stagnation (Kalinkara,
2001).
Vasily Kandinsky characterized the horizontal line as cold, the vertical line as hot (Senyapi, 1996).
If they deviate from the vertical-horizontal axis of the straight lines and they are tilted to the left and
right, they can alleviate the effect of full stasis to some extent (Kalinkara, 2001).
As the line is curved, the motion impulse that it arouses becomes intense (Kalinkara, 2001).
Diagonal line refers to strength and stability (Pile, 1995).
The curved lines are flexibility and sincerity, a sign of amiability (Kalinkara, 2001).
Straight lines are more intellectual than sentimental; It evoke classical and sometimes to violence
(hardness) and masculinity (Kalinkara, 2001).
Diagonal lines represent mobility, energy (Rutt, 1955).
Complex lines create a sense of contention in the environment (Pile, 2005).

LINE Some lines may be repetitive, which creates an energetic and exciting atmosphere (Craig, 1970).
Curved lines are an indication of elegance / kindness, youth, joy and subtle movement (Binggeli,
2007, Faulkner, Nissen and Faulkner, 1986).

The wide curve lines are inspirational, and for that reason creativity is the symbol (Craig, 1970;

Faulkner et al., 1986).

Horizontal curves indicate politeness and comfortable movement (Craig, 1970, Faulkner, 1979).

Wide downward curves give a pleasant stiffness and feel of attachment to the soil (Craig, 1970,

Faulkner et al., 1986).

Small curves indicate joy and play. Curved lines in the interior design attract the attention the floor in

furniture design and window decoration (Craig, 1970, Binggeli, 2007).

Line excitement can reveal rhythm and power (Domnielen 1965). Diagonal lines, inclined ceilings,

obligue walls indicate mobility (Faulkner et al., 1986).

Horizontal lines show a room more flat and vertical lines show a higher (Binggeli, 2007).
TEXTURE | Inthe interior design, it is stated that a place where flat tissues dominate is colder (Bervin, 1984;

Senyapili, 1996).

Rough textures provide a feeling of warmth, where most people feel more comfortable; the various
textures on stones and bricks, uneven wall surfaces, feathered carpets and uneven curtains show a
much more warmth (Bervin,1984).
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Yazicioglu and Meral states that, design elements and their perceptual
meanings in the Table 5. form the perceptual meanings of these components when
they are evaluated as a whole on the interior components listed below.

Surface coatings: floor, wall, ceiling
Doors

Windows

Curtains

Fixed and moving furniture
Lighting elements

Devices

Accessories

NG~ WNE

In other words, floor, wall or furniture as a component of interior space, it
may be explained by the perceptual sense of design elements that compose it. Just as
the perceptual significance of the floor covering, point, line, form, texture and color

of each evaluated as a whole can be obtained by the perceptual sense.

In order to understand whether an interior design is appropriate with the
corporate identity, it is needed to examine the space components individually
whether their perceptual meanings reflect corporate identity or not. However, while
such an assessment of severity of each component in other words their visual impacts
should be considered differently. Therefore, the literature that they have made in
order to determine what proportion of visual effects in space exists, the following
average values of all components are reached. In the whole of space;

» Walls, doors, windows, curtains and all the furniture 60%,
* Floor or carpet surface and all the ceiling of 30%
* All lighting components and accessories have a visual impact by 10%.

To conclude, the resulting look of all these values in determining whether
compliance with corporate identity of the interior design, the collection into three
groups of all space component and 60% of the visual impact of these groups has been
concluded should be calculated at 30% and 10% (Meral & Yazicioglu, 2010, p.117-
118).
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3.4. Material, Furniture and Lighting

In her master thesis, "Relationship of Interior Design with the Customer
Recognition of Corporate Identity *; Dagl refers to a quotation from John F Pile,

who wrote a lot of books about interior design. Pile states that:

The elements of interior design are separate parts and/or components that make the
space such as walls, ceilings, columns. All elements are made of some material such
as wood, stone, wood or brick. Pile claims that selection of suitable materials is an
important part of interior design process. The common interior materials are: wood,
metals, masonry, glass, plastic, textiles, finishes. Due to the material selection is an
important part of the process, there are several criteria that may be used for
selecting material such as functional, aesthetic, and economic. The function of the
material is important as much as the economic aspect of it (Pile, 1988)%

Dagli continues with following paragraph:

The materials which are used in interior design are important because they have
different effects on human beings. According to Ballast; “aesthetically, materials
can convey meaning, denote status, create style, symbolize ideals and generally add
to the overall look of the space” (Ballast, 2010).** Materials have meaning and they
create a style in the spaces they are used. According to Olins; marble, glass and
metal creates a cool image however organic materials such as leather and wood
creates a warm feeling (Olins, 1989). (Dagli, Z., 2013, p.24).

As mentioned by Dagli, the materials used in the buildings contribute to the
perception of the space by their visual, sensory, tactile properties and their meanings
as well as their technical features. The floor covering is the most needed coating
because it is the most contacted surfaces. The most important criterion is its technical
features due to functional needs of space. As an illustration, the floor covering of
public spaces should primarily have sound absorbing function. The acoustic

resistance and the fire endurance are equally important features of the material.

2% John F. Pile was born in 1924 and died in 2007. He was an author and he wrote a
lot of books about interior design such as; Design, Dictionary Of 20th Century
Design, History Of Interior Design, Interior Design, Interior Design Second Edition,
Interiors 3rd Book Of Offices, Modern Furniture, Open Office Planning.
?* David Kent Ballast a registered architect, he has owned Architectural Research
Consulting since 1981. The consulting firm provides applied research, technical
advice, specifications, and information management services to architects, interior
designers, and others in the construction industry. Since 1987, Ballast has been an
instructor in interior construction and basic drafting at Arapahoe Community
College. He is the author of a number of books on construction technology, including
Handbook of Construction Tolerances, Second Edition (Wiley).

41



Especially in areas with high fire risk, such as the heating room, non-burning and
smooth-surfaced floor covering should be used, since smoothness is a factor that

reduces the risk of burning.

In addition to technical features, as also emphasized by Giilsen Sizyek stating
that, the visual impact of the floor covering is also important. For Sizyek, as the floor
is perceived at any moment and creates the background for furniture and people on it,
its design can distinguish circulation and zones. The integrative effect can be
exploited by using the same material in large areas, as well as the design of distinct

zones by using different materials and colors.

Sizyek adds, the walls give a sense of closure, define the space and the
territory of domination, and provide privacy. They form a barrier against sound,
light, image and fire. Psychologically, the feeling of protection and asylum is
provided by closeness. At the same time, the walls are elements that reflect the
company's structure in three dimensions in the layout plan. It can accommodate
water, electricity, telephone, and data installations in its thickness. Many walls
provide effective sound isolation. In terms of sound insulation within the room, wall
covering material is also important. Hard surfaces such as glass, brick, plastic,
laminate, wood, plaster reflect sound while smooth surface coatings such as fabric,
mushroom, carpet absorb sound. As architectural elements, walls are important

components that determine the character of space as color and texture.

For Sizyek, the factors such as the ceiling height and the ratio of this height to
the size of the room, the material, the color, the texture, the lighting style are all
factors that affect the perception. Structural and mechanical systems should be
considered together with all the requirements of high buildings, such as electricity
and telecommunication installations, fire safety and lighting. A suspended ceiling
can accommodate all of these hiding facilities. Suspended ceilings are advantageous,
because they facilitate the intervention of possible defects in lighting, fire control,
heating-ventilation systems (Sizyek,G., 2009, pp.29-33).
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Dagli in her master thesis refers to a sentence from John F. Pile's book that
name is Design: "Lighting has an effect used on the corporate image and vision is
important in  order to realize and appreciate the environment (Pile, 1988). Dagh

continues with following quotation, in which Thomas Schielke is referred:

According to Schielke lighting can be a tool for communication between the
consumer and the corporation. Lighting in the form of neon advertisements has long
been used for brand communication. Luminous texts or company logos have
increased a brand’s presence in the urban area and, as a luminous feature at a
shop’s entrance; have made it easier to identify a brand-name store. Seen in terms
of semantics, light is directly used as a sign. Yet, when consumers enter the store
they are no longer confronted by the brands luminous signage but are standing in
the light of that brand, experiencing a specific atmosphere that is deliberately linked
with brand via the lighting (Schielke, 2010).

This is why, Dagli introduces lighting as "a medium for communication with ~ the
customers.” (Dagh, Z., 2013, pp.25-26). As also mentioned by Dagl with reference
to Ballast, the character and function of the space have impact on lighting. In
Ballast's words: "A lighting design for a library reading room will be quite different
from a lighting design for a nightclub lounge™ (Ballast, 2010, p.28). Referring to
Graham's "Lighting" article, Dagh listed directand  indirect influences of light
on architecture. For Dagli, the direct effects can be ~ summarized as:

By enabling the proper use of the space,

By making the architectural design visible,

By creating a mood,

By creating a flow interest,

By the appearance of lighting fixtures or luminous areas,

By greatly influencing the exterior appearance of building, particularly at night.
(Graham 1960, p.3, in Dagh, Z., 2013, pp.25-26)

oL E

Referring to Graham, the indirect effects are listed by Dagl as follows:

1. By its effect on floor-to-floor height,
2. By its effect on shafts, machine rooms, panel closets (Graham 1960, p.3, is
quoted from Dagli, Z., 2013, pp.25-26).

When considered from the standpoint of lighting, it is necessary to create a

very transparent, shaded and horizontally evenly lit atmospheres in open regular and

? Thomas Schielke studied architecture at the University of Technology in
Darmstadt, Germany. He has been in charge of the didactic and communication
division at the lighting manufacturer ERCO since 2001 where he designed an
extensive online guide for architectural lighting. He is author of the book "Light
Perspectives — between culture and technology"”. Additionally, he has taught lighting
design at different universities and was invited for lectures at institutions like
Harvard GSD, MIT, Columbia GSAPP and ETHZ.
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wide offices. The ceiling must be absolutely white, avoiding the occurrence of high
luminosity contrasts in bright objects. The most prominent solution for this is that the
lighting devices illuminate the ceiling sufficiently and their own high luminosity are

not too much.

Like material, furniture has meaning and it is essential for interior design and
most people associate interior design with the sum of furnishing. Therefore furniture
selection is essential. Pile introduces a furniture selection checklist. A designer needs
to consider four different aspects such as function, structure and materials, design
and cost while making a selection (Pile, 1988). As Ballast argues “Furniture also
carries its own meaning and contributes to the overall design intent of the space in
which it is used. Furniture concepts can include basic issues of light or heavy, soft or
hard, small or large, colorful or neutral, and similar to or contrasted with the

architecture of the space” (Ballast, 2010, p.27).

The surface that most affects the user's visual comfort is the working surface.
In order to be able to perceive the documents on the work surface easily, non-glossy
matt surfaces and medium colors should be preferred. When the outer surfaces of
other furniture are also very bright and reflective, they can cause confusion and glare

in the environment.

Bookcases and some other furniture can also be used as separator elements
that divide space apart from their main functions. In such cases, the sound-proofing
value of the dividing element must be increased. In order for sound reflective
surfaces to swallow both fine and thick sounds to prevent reflected sound, the
surfaces must be both porous and vibrating to have the absorptive character of thick
sounds. The ergonomic comfort of the selected furniture for the employees and the
customers is of great importance both in terms of size and forms and positioning.
Modular furniture components can be changed for the same system, renewable, can

be converted to each other, providing great advantages for office buildings.

To summarize, there are many issues related to corporate identity design.

Corporate identity is a very rich issue. But in this thesis this issue narrowed down
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and examined it interior space. In this study, relations between interior spaces and
elements of corporate identity will be discussed on office buildings. For this reason,
the general design criteria of office buildings will be examined in order to observe
the design standards of office buildings together with corporate identity design
elements. The design criteria of office buildings' architectural analysis, design
standards and social spaces will be examined. When reflecting the corporate identity
of the institution to the office building, it is necessary to pay attention to these

criteria besides the graphic and design elements used.
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CHAPTER 4

ARCHITECTURAL ANALYSIS OF CORPORATE
IDENTITY IN OFFICE BUILDINGS

office/ pfiss NOUN1 A room, set of rooms, or
building used as a place of business for non-
manual work. As modifier ‘an office job’ 1.1.
The local centre of a large business. ‘a company
which has four US and four European offices’
1.2 A room, department, or building used to
provide a particular service. ‘a ticket office’ ‘a
Post Office” 1.3 North American the consulting
room of a professional person. ‘a patient walks
in to a doctor’s office’ Origin Middle English:
via OIld French from Latin officium
‘performance of a task’ (in medieval Latin also
‘office, divine service’), based on opus ‘work’ +
facere ‘do’. (Oxford Dictionary)

Raymond and Cunliffe state that, the office word has many meanings, such as
in French it called ' bureau' or in Arabic it called 'mektep’. When we look at the
dictionary meaning of bureau and office words, according to the Turkish Language
Association dictionary, the first meaning of the "bureau™ word; working room,
office, second meaning; work place where consultation and writing work is carried
out, third meaning; branch, the fourth meaning; writing desk. The origin is French
"Bureau"”. The meaning of the office word comes from the French word "office",
which means workplace, apartment, and office. In Turkish language, office and
bureau words are used synonymously. The meaning of office word is primarily a
service. After that, it means the room or building where the organization and service
that performed this service is made. For this reason, it is wrong to regard the office as
a place. Nevertheless, in order to fulfill a service; it is necessary to protect from
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natural elements, to have a place to live and to have a storage area, that is to say an
office (Imal, 2009, pp.3-4, is quoted from Raymond & Cunliffe, 1997).

According to Pile, the office is basically a place to make decisions. Decisions,
whether ordinary or routine, or fundamental and important decisions, require support
for both inbound and outbound communication. The reports would not activate at the
moment of arrival, therefore they need to be kept at different times as need. A
business decision-maker needs a well-established contact center to send and receive
messages, because when decision-making process begins to interest of a group, the
group members need to have a place where they can find each other and carry out
their control functions and communicate with each other. A business address is the

main office building and all important communications are made from here.

Employees will be more efficient if the designs of offices are made to help
the users. This refers to adequate light, the right temperature and humidity in the air,
proper sound levels, proper working surfaces and tools, proper seating, and
something like these. Numerous standards have been established for these. However,
it is seen that the proposed standards are different from each other and they have
changed year after year. Even if the working conditions comply with the most
popular new standards, they would not guarantee that the employee will find himself
in a satisfactory working environment (Imal, 2009, pp.3-4, is quoted from Pile,
1976).

Figure 12. Uffizi Palace,1560
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Cete explains in master thesis "Calisma Ortamlarinda Verimliligin
Artirllmasinin Biiro Mekanlariyla Iliskilendirilmesi” that, in the past, the needs of
governments for office and machine functions were solved by buildings called
"palace”. Uffizi Palace, that designed by Giorgio Vasari in Florence in 1558 is can be
shown as an example of this kind of building (Figure 12.). This building takes its
name "palace”, which is the main function of the building and it is in principle
regarded as a building close to the modern day bureau concept (Cete, N., 2004, is
quoted from Imal, 2009, pp.6-7).

According to Altinkog¢ the historical development of the study areas revels
that, although the ‘contemporary office' is a result of the developments in the second
half of the 19th century, the first office buildings are found in the 15th century.
"Uffizzi", that was designed by Giorgio Vasari in Florence and built between 1560
and 1574, was probably the first office building built for this purpose. Trade was
made among trader's own residences and coffee houses from the 16 ™ century until

the end of the 18" century. Medieval churches were also included in this system.

In conclusion, in the Middle Ages, the bourgeois sector who was dealing and
enriched with trade, have brought office spaces back to the agenda. The lower floors
of the houses that were facing the road were used with commercial and office
purposes, and the upper floors were used as dwelling. This is an example of the
private sector's first field of work. The status-based administration regime, the
French Revolution, played an important role in the historical development of the
offices. Superior-subordinate relationship that has permanent effects on working
principles, the working conditions of the employees have originated the same level
their status (Imal, 2009, pp.6-7, is quoted from Altinkog,Y.O., 2005).

Dirim states that, people began to need the office buildings with the
beginning of contemporary life. This need has begun to require larger and more
separate spaces, with the advancement of business opportunities and technology,
while the priorities are being met in part of the dwelling. The growth of the economy
and industries has formalized offices. Specialized office work has been developed to

increase business efficiency and profitability. There are many different solutions
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formed in this process. Essentially, the purpose is to creating environments where
people can be most productive because of they spend most of their time in their
working lives. To look at the definition of modern offices, it is first necessary to
know why offices are there, what is being done in, and why are they built (Dirim, A.
2010, pp.17-20).

According to Dalga, the essential meaning of the office word was primarily
used as a service but nowadays it is used for a place where service is offered. The
concept of the office represents duty out of place of work or service. Nevertheless,
offices should be regarded as having a use as place. When the situation of a non-
office firm or person is taken into account, of course they can work. For example,
plumber is actually works on the field, but they are stored in the necessary parts in
their office. But while doing the job, one will face with many inevitable
developments for example; some messages will be received, there might be some
notes, calls or even some visitors. Then they would have to make payments to the
work team and the conditions of the employed persons should be recorded, checks
should be written and accounts should be kept for the work done. In this case, an

office will start to emerge and a new office project will be designed.

In 20" century with the new emergence of commercial interior design, real
development has seen in the functional features of offices. Industries filled up with
manufacturing workers, and the number of offices for companies has also increased.
Until Frank Lloyd Wright opened office plans with Larkin Administrative Building
(1903) (Figure 13., Figure 14., Figure 15.), closed plans in offices continued into the

early 20" century.
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Figure 15. Larkin Administrative Building, Buffalo-New York, 1903-Plan 2
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During the first half of the 20" century, daylight was the most important
factor in regulating the basic road and standard office dimensions and condition. The
lease of the office was based on large windows and high ceilings that allowing
daylight to reach the depths of the interior as much as possible. The distance from the
outside window to the corridor wall was never more than the depth at which a
sunlight penetrates inside. The ceilings were high and the windows were as big as
possible, but they would not be too heavy to open. If the office was divided into
pieces, the divider was made of semi-transparent glass to pass the light (Iimal, 2009,
p.10, is quoted from Dalga,P., 2007).

Office is the area where the organization operates to manage a business or a
service. This area can be several square meters or thousands of square meters. Office
buildings can be built anywhere as long as it fits for purpose. According to Karsli, as
a result of changes and developments in the business world due to technology, it is
clear that structural and functional changes occur in user profile and structure in
offices. Office planning approaches developed in line with these changes in the
functional scope; such as cell (traditional), group, open, and mixed regular plan
types. The main difference between these office plans is that the planning elements
such as, circulation path or the corridor are arranged in different ways (Giiler, 2016,
p.35, is quoted from Karsli,U., 2008).

4.1. Plan Types of Office Building

Until recently, the traditional office plan was modeled as a factory-type office
where every employee is responsible for the job defined for them. Under the
influence of developing technologies, the scope of work carried out in the office has
changed and the factory type office plans have not been updated. Along with the
changing job description with information technology, the concept of office has been
defined as mastery of time and space in interaction and autonomy at maximum level.
Francis Duffy explained the office plan types in four main headings (imal, 2009,
p.12, is quoted from Duffy, 1997).
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4.1.1. Cellular (Traditional) Type Offices

In Eker's master thesis, entitled "Ofis Mobilyasinda Degisen Tasarim
Kriterleri; it is expressed that the other name of the “traditional office” is the
cellular office space. This office scheme, which was applied before 1950s, is referred
to as "conventional™ in the international literature (Eker, 2002, p.30).According to
Varly, the traditional office space is the oldest type of office space and its use dates
back to the middle ages. In traditional offices, the size of rooms changes according to
the number of working people and their location in the business hierarchy and their
working arrangements. Traditional office space is generally suitable for individual

work. (Figure 16.)

Figure 16. Example of Cellular Office Type

Traditional office spaces usually determined as;
e For one person
e For two persons

e For three or more persons (Varli, 2004, p.24).

Single cell offices are usually planned for the managers. Natural lighting,
tranquility, and personal working space (such as best arrangement of environmental
conditions personally) provide positive workplace conditions. However, the use of

space by one person is being only in special circumstances today. (Figure 17.)
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Figure 17. Example of Cellular Office Type for One Person

Begeg explains " Iletisim Teknolojilerinin Biiro Mekanlarina Etkileri ve
Medya Yapilarinda Yeni Mekan Kullamim Bicimlerinin Uygulanabilirligi” that;
cellular offices for two persons consist of two work tables arranged side by window
or side by side in a row. This type is the most used room type in traditional office. In
these offices there is a psychological pressure caused by two people working in the

same place all time (Begeg, 2005, p.27). (Figure 18.)

Figure 18. Example of Cellular Office Type for Two Person
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In cellular type of office, similar to the two-person office, the length of the

space increases with the increase of the number of people. Sorting three or more

people in a single row can create some problems. Traditional offices are organized

according to a specific planned organization. Natural ventilation, lighting must be

provided for traditional office placement. Artificial lighting in traditional offices

should be from the side of the tables and the window. (Figure 19.)

Figure 19. Example of Cellular Office Type for Three Person

Pile states that, Traditional planning can be summarized as comprising the

following steps;

The functional needs of the client who wishes to make the project are listed.
These needs are related to space requirements in a certain way. The required
spaces and rooms square meters are listed in an estimate.

The relationships between these areas are examined in order to decide which
ones should be close together and which may be too far away.

Exaggerated aesthetics as a statement of hierarchical status and other
requirements for special requests are permitted. Top level people get corner
windows. Carpet and oil paintings are placed in the board of management's
rooms.

The circulation models are examined to form simple, direct and linear motion
paths.

Planning is done with limited rounded forms and diagonal models by adapting
to regular, aesthetic preferences, for the open space to be built. The target is a
plan that will appear clear and regular (Pile, 1976, is quoted from Imal, 2009,
p.34, translated by the author).
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According to Duffy, traditional offices are;

e It provides limited environments because the work is homogenized and it does
not change.

e Only one person is stationed at each work station between at nine a.m. to five
p.m.

e It sets boundaries with physical barriers to separate functions and people.
It solidifies the hierarchy through physical signs that clearly show how
important everyone is and how insignificant it is.

o Itis more suitable for large company groups than small company groups.

e It does not say anything about teamwork because, apart from being collective,
very few individual initiatives are needed and few resources are shared (/mal,
2009, p.35,is quoted from Duffy, 1997, translated by the author).

Table 6.Advantages and Disadvantages of Cellular Office Type

Advantages of Traditional Offices
Controllable environment.

Security.

More visual / physical separation changes are suitable to expand.

Both conventional and system furnishings are suitable for indoor use.

Provides more privacy.

There are fewer scenery than open plan.

Requires more complex mechanical systems.

Natural lighting is essential. Artificial lighting is used as a support for daylight.

No disturbing factors such as noise.

Disadvantages of Traditional Offices

There is a very little flexibility, it is not possible to make changes in the localities.

Since there is no room for flexibility, only minor changes are possible.

It consumes a square meter.

The first construction costs are higher.

Communication between rooms is difficult.

Control is difficult in terms of management.

The psychological pressure that comes from the fact that the two people are forced to

work together continuously. Stress and disagreements reduce work efficiency.

As a conclusion, this rational solution is inadequate when the business is
large, when there is a problem of organization and management. As the
establishment grows, communication between rooms becomes difficult. Since there
is no space flexibility, it is impossible to arrange the space according to the

requirements.
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4.1.2. Group Regular Plan Type

Begec states that, the group regular office space is a miniature and
fragmented form of the large office space. In practice, the compact building form
leaves its place to a mobility that conveys the internal arrangement to the building
form. With the removal of the traditional office walls and the inclusion of the
corridor, the resulting office space is called the "group regular office”. In such
offices, a floor has at least 2-3 sections for 5-10 people. The depth of the space is
determined by the sunlight. The core is passed directly to the working space. A
moderate large space is sufficient for this type of plan, because there is strong
communication between the sections and departments, and group work is done
(Begeg, 2005, p.32).

According to Karsli, the working area of the group regular plan type which is
a transition between cell regular plan type and open regular plan type varies between
40-150 m? and the depth is taken between 6-10 meters from the window plane
(Gtiler, 2016, p.40, is quoted from Karsli, 2008). (Figure 20.) The idea that the use of
large office spaces in office spaces is due to the intensive communication between
the business groups, which is to be solved in a suitable way with large and undivided
spaces. In a research carried out in the 1970s, it was observed that communication

was carried out mostly within a group.
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Figure 20. Example of Group Regular Plan Type
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For Emiroglu the general characteristics of the group regular office can be
listed as follows;

e The space required for 1-3 work groups of 5-10 people is the basis of the space.

e Basic elements such as flexibility and economical reasons should be found on each
floor.

e Every business group should benefit from circulation areas and natural light
equally.

¢ One of the first and rare example of the group regular office is the management
building of OVA Insurance in Mannheim, which was completed in 1977 (/mal 2009,
pp.44-45,is quoted from Emiroglu, 1986, translated by the author).

4.1.3. Open Regular Plan Type

Dokmeci and her friends states that, offices have changed in terms of their
spatial constructions with the development of communication tools and their use.
The offices have been stripped from the cell walls and have been positioned on the
open plan due to communication requirements (Imal 2009, p.36, is quoted from
Dékmeci and et al, 1993).2°

According to Cete, in the open regular plan type, there are no strong
separators such as stationary wall elements among the people sharing the space. The
furnishing elements are placed on a plane where the solid geometry prevails at
certain intervals. In this layout, there is either completely open between the workers
or they are divided in the openness to strengthen the sense of space with the help of
low counters, cabinets or flowers (Imal 2009, p.36, is quoted from Cete, 2004).

Until 1960, this system, mostly used in the United States of America, was
created by the development of a single-cellular plan type. The increase in the number
of office requests and staff, which is increasing with industrialization, makes this

transition easier.

Gorbon summarizes this transition stages in "Orgiit Gereksinmelerine Uygun

Biiro Mekani Planlamasi Icin Bir Yontem Onerisi" :

28 Vedia Dékmeci graduated from Istanbul Technical University department of
Architecture in 1962. She completed her master's degree and PhD at Colombia
University. She is lecturer at Istanbul Technical University department of City and
Regional Planning.
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Bullpen System: In this system, which uses open office equipment, working
rooms are arranged around the place for the managers. The tables and other hardware
items from the work places are placed in a solid geometry. The Bull Pen System
shown in Figure 21. was used until 1950 (Dogan, 2008, p.41, is quoted from Gorbon,
1978).

| I
| |
! OFFICE SPACE |
CORE I
I.___‘
MANAGER ROOMS

Figure 21. Bullpen System

Executive Core System: This system was created in the Bull Pen System,
where manager rooms were taken from the facade and placed around the building
core. The space between these rooms and the facade is reserved for the use of

personnel. In the executive core system shown in Figure 22.

OFFICE SPACE
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J11 1

MANAGER ROOMS

(11111

Figure 22. Executive Core System
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Open Settlement System: In the executive core system, the removal of the
divisions that make up the manager rooms has created the real open plan system. The
reason for this change is considered to be a more rational use of office spaces to meet

the increased requirements. Figure 23. shows the open settlement system.

OFFICE SPACE

CORE

Figure 23. Open Settlement System

Piotrowski and Rogers state that one of the biggest purposes of using open
office planning is to increase the communication and interaction of employees. They
have more possibilities for completing their work and for communicating efficiently.
Work stations are designed to increase this communication and work flow. Placing
counselors and managers closer to their staff increases the interaction of counselors
with civil servants. This, in turn, allows managers to become part of their team at the
same time as not being a leader. Many companies adopt the idea of teaming and
shared job responsibilities. Open office planning removes barriers that separate staff

and workgroups to encourage this necessary interaction.

The second most important goal of open office planning is to make it possible
to use less space for the work. With the vertical use of the field, work stations can be
functionally designed to meet individual business needs while gaining many square
meters from the ground. This product was an important selling tool for open office
planning in its early days and was seen as an advantage by many smaller companies.

For example, in traditional plans, a small executive office requires at least 13-15

59



square meters of space. With the open office design, the same administrative work
unit can be placed in 9-11 meters square. Assuming that the work stations are
planned on the basis of actual functional needs, the total gained area is able to reduce
the amount of space the firm needs to hire or build, thus reducing rent or construction

costs significantly (Imal, 2009, p.38, is quoted from Piotrowski & Rogers, 1999).

Open office planning has advantages and disadvantages beyond the above-
mentioned purposes. The most mentioned ‘advantages' include:

e Cheaper construction costs: With fewer wall height separators and restrictions on
some mechanical building materials, the first construction can be cheaper and
quicker. Expansion is easier and less costly.

e Potential Energy Profit: When using divider at the minimum number of wall heights,

a significant reduction in the amount of money spent on the construction of the open
plan, heating, ventilation and air conditioning systems will be achieved. Less
ductwork, cabling and other equipment will be needed during the first construction.
Changes in activity are easier and often cheaper.

More visual and physical interaction,

Place the furniture and personnel in a new location more easily,

More spatial flexibility,

Life cycle costs are lower (fmal, 2009, pp. 38-40).

The most commonly mentioned 'disadvantages' of using open office planning

are:

e Lack of privacy: A common problem mentioned by many people is the lack of private
offices. Adequate privacy for those with sensitive work and appropriate conference
rooms for company private meetings should be provided.

o Noise: Acoustically sensitive designs can remove open-office projects’ concerns
about creating a noisy environment. Attention to the surface materials in the
ceilings, in the places, in the windows and on the surfaces of the panes will help to
reduce noise. Improving the voice of the environment enough to cover conversations
without disturbing other employees can also reduce or eliminate this problem.

e Lack of status: This problem was often expressed when the open plan was first
introduced. Today's furniture styles and finishes make it easy to maintain the
required status requirements (Imal, 2009, pp. 38-40).

With all its advantages and disadvantages, it is important to remember that
not all jobs require an open plan. Similarly, the designer should remember that each
division in the customer's company does not require an open plan. The new planning
philosophy requires compromise in the use of open spaces in many areas. In order to
stay within the open-plan framework, many options include demountable walls from
floor to ceiling that provide all the advantages of an open-plan, but also provide

privacy and status of completely enclosed offices. (Figure 24.)
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Figure 24. Example of Open Regular Plan Type

4.1.4. Mixed Regular Plan Type

Karsli states that, a mixed order plan type has emerged with the combination
of cellular, open-order and free-standing plan types. In addition to these three types
of plans, which are based on in the planning process, it is possible to divide the area
in line with the need and edit separate cells (Giiler, 2016, p.41, is quoted from Karsli,
2008).

According to Giirer, The mixed regular plan type of office concept emerged
in the 80's. The open office regulation, which has been practiced for about twenty
years since 1960, has begun to cause some complaints over time. The complaints of
staff working in open office spaces are focused on not providing adequate auditory
comfort within the space. Special upholstery and ceiling elements are used in open
office spaces in order to remove the sound pollution. Generally, carpets or plastics
based coatings are used in the floor upholstery, and light metal alloy and stone type
materials in the ceilings are used to absorb the excess sound in the natural and
artificial space to a certain extent. However, despite all the precautions, the noise

caused by the increasing number of electronic devices such as copiers, printers,
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plotters, scanners disturbs the personnel working in the vicinity (Dogan, 2008, p.45,
is quoted from Giirer, 1997).

Riewoldt explains in his/her book entitled "New Office Design” that; in the
open regular office approach, the privacy requirement cannot be met to the extent
required. In addition, in this plan type there is no private room for executive staff
which are indicative of position. Then, designers start working on a new office plan
type. In this new office space arrangement, while the staff continue to work in large
and undivided office spaces, some rooms such as executive rooms and meeting
rooms are located in enclosed spaces (Dogan, 2008, p.46, is quoted from Riewoldt,
1994) (Figure 25.).

Figure 25. Example of Mixed Regular Plan Type

As a result, the emergence of a mixed office system has removed both the
closed space, which limits the concept of communication in the traditional office
system, and the lack of privacy in the open office.
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4.2. Design Standards of Office Buildings

Van Meel and Martens state in their book "Planning Office Spaces™ that;

The Office space type refers to a variety of spaces including: meeting spaces
integrated into the office environment, reception, office support spaces such as work
rooms, storage rooms, file rooms, mail rooms, copier areas, service units/coffee
bar, health room and coat storage integrated into the office environment,  and
telephone and communications equipment rooms located in tenant suites containing
tenant equipment.

An office building must have flexible and technologically-advanced working
environments that are safe, healthy, comfortable, durable, aesthetically-pleasing,
and accessible. It must be able to accommodate the specific space and equipment
needs of the tenant. Special attention should be made to the selection of interior
finishes and art installations, particularly in entry spaces, conference rooms and
other areas with public access (Van Meel. J.& Martens, Y. ,2010, p.189). *

According to Mutlu, some points have to be considered in the arrangement of

office buildings and working places;

=

The depth of office space (the effect of lighting power on the tables).

2. The shape of office space (large, clear, parallel edges areas, allowing the widest
selection of planning options and making extensive changes).

3. Equipment of services and feasibility rate of future changes.

4. Ratio of working space used, unchangeable core circulation and other common
spaces (primary circulation spaces, core and central support areas must not
exceed 50%).

5. Arrangement of columns that limit the options of office space but also carry
services and desks.

6. Spatial quality problems (hiding of cabling and storage etc.).

7. Acoustic problems that cannot be solved in the building (such as noise of people
and equipment).

8. The availability of enclosed areas that provide privacy (such as meetings, group

work, etc.).

2" Jurian Van Meel graduated from Delft University of Technology and he completed
his master's degree and PhD at the same university subjects of real estate
management and office planning. He is senior researcher in Center for Facilities
Management.
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Factors affecting the office space organization, the necessity of the business;

Urban factors:

Density of the region

Height

Value of land

Percentage of land use

Regulations, restrictions

Topographic status of the land

Environmental aspects (shadow - daylight effect)
Construction of build factors:

Functional factors

Technological factors

Aesthetic factors

Social factors (Mutlu, O., 1998, is quoted from Imal, 2009, pp.48-49).

wWwe o oD o o 0 0 o o

Consequently, when one looks at the office building; it can be considered that
they are service spaces where productivity is expected. But whole office space is an
organized system that keeps constant and complex relationships between people,
work machines and equipment. This system is also influenced by working
conditions, technological, social and economic developments. Therefore; it is
necessary to design office spaces that will provide people's physical and
psychological needs and enable them to do their jobs in the best way. In the book
"Time Saver Standards for building Types" written by De Chiara and Crosbie; the
types of space in the typical office are listed five categories: office space, file space,

special equipment, storage space, special rooms.

Office Space Quantity: The following space quantity include space for
departmental aisles, space to move about, space for occasional visitors and
consultation, rest rooms, special files, general office equipment, bookcases and coat
racks. It does not include main hallway or corridors (De Chiara, J., Crosbie, M.J.,
2001, p.189).%®

28 Joseph De Chiara is a practicing architect and city planner in New York City. He
has taught at Columbia University, Pratt Institute of Technology, and the State
University of New York at Farmingdale. He received a Bachelor of Architecture
degree from Pratt Institute and a Master of Science in city planning from Columbia
University.
Micheal J. Crosbie has made significant contributions to the field of architectural
research, journalism, teaching and practice. He received his Doctor of Philosophy in
64



Table 7. Workgroup Space Footprint Calculation Chart

Square Feet

Top Executive 400-600
Junior Executives 100-200
Supervisors 80-100
Worker at 60-inch desk 55
Worker at 55-inch desk 50
Worker at 50-inch desk 45

According to "Office Space Standards and Guidelines Book", the following is

a list of recommended workstation sizes for several job functions. Using these

workstation sizes will encourage efficient space planning within building and

provide flexibility for organizational changes.

Table 8. Workstation Allocation in Office Building

Space Allocation
Space 5
Type Functional Assignment m ft?
Enclosed Frequent meetings with up to four others and/or 225 240
Type A requiring confidentiality, security, visual and
acoustical privacy. Typical assignment for Deputy
Minister or equivalent.
Enclosed Frequent meetings with up to two others and/or 139 150
Type B requiring confidentiality, security, visual and
acoustical privacy. Typical assignment for Assistant
Deputy Minister, Director, senior position in charge
of a regional or district office or equivalent.
Enclosed Frequent meetings with up to two others and/or 93 100
Type C requiring confidentiality, security, visual and
acoustical privacy. Typical assignment for position
involved with counseling, human resources
management or other sensitive situations requiring
ongoing visual and acoustical privacy.
Open Concentrated multi-source paperwork: compiling 93 100
Type D information, reading, writing, analyzing, calculating
and referencing multiple sources of material; allows
for manual and automated drafting functions. Typical
assignment for managerial, professional or technical
staff.
Open Multi-task paper intensive work: telephone work, 6.5 70
Type E keyboarding, filing, sorting documents, handling
mail, editing, operating equipment, scheduling,
receiving visitors. Typical assignment for secretary
and administrative support staff.
Open Specific, task-oriented work, focusing on data input 45 50
Type F into electronic media. Typical assignment for clerical
and data-entry staff.

Architecture from Catholic University and is registered architect in Connecticut. He
is the author of more than a dozen books on architecture and he has written several

hundred articles which have appeared in a number of professional journals.
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File Space Allowance: For De Chiara and Crosbie, each open file cabinet will

require the following space.

Table 9. File Space Calculation Chart

Square Feet

Standard letter file

6

Standard legal file

7

Side-opening letter file

6.5

Side-opening legal file

7.5

Special Equipment Allowance: Office machines require more space than estimated.

Any space taken up by the equipment, such as computer equipment, photocopy,
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communications equipment, time-clock space, and other special equipment, and their
personnel should be added to that considered for the regular office space.

Storage Space Allowance: Storage requirements depend on the company's work,
age and the tendency of the administration record keeping. Some storage space
requirements to consider are vaults, stockrooms, transfer files shelving, janitor

supplies and equipment, stock rooms and coat rooms.

Special Rooms Allowance: Depending on the type of business, offices will require
rooms of a size matched to their use. These will include (De Chiara, J., Crosbie, M.J.,
2001, p.189-190) :

Table 10. File Space Calculation Chart

Reception Room 400 square feet
Waiting Room 200 square feet
Interviewing Room
Examination Room
Conference Room 500 square feet
Exhibit Room
Medical Room
Lunch Room
Employee Lounge Add approximately 10 square feet for each additional
person to be provided for.

Rest Room
Mail Room

Today, people spend a large part of their life in the workplace rather than at
home. For this reason, with the increase of business areas and demands, companies
have begun to create offices consisting of large and complex places where many
users work. In addition, the development and refurbishment of technology and the

system has led to the need for new requirements in existing office systems.

Offices with creative business potentials such as media, advertising,
communication, design offices are good examples of new office buildings, because
besides the advanced technology used, they design the working spaces and social

spaces using colors that reflect their corporate identity.
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4.3. Design Considerations in Office Areas

4.3.1. Reception Area

The reception is where the company embraces the external world. Receptions
are the welcoming place where many people first see in the company. It is very
important in terms of appearance, design, served, reflect the company's corporate
identity, and the first impression that people are welcomed. Except for those in small
offices, in general receptions are areas where security guards are located at the
entrance doors and where the reception desk is clearly visible. (Figure 32.)

Figure 32. Reception Area of Microsoft Technology Center in Moscow

At the reception desk, activities such as welcoming a visitor's, getting their
names and communication with the related places, taking delivery of the documents
and etc. According to Raymond and Cunliffer, points to consider in the design of this
area should be:

¢ Organization: Arrangement of incoming and outgoing documents and packages, as
well as providing adequate space for them.

e Eye contact: the sitting position and condition that allows the waiting staff to
comfortably reach the eye contact level with the visitor.

o Disabilities: Seats that provide location and condition that can be easily contacted
by a waiting staff with a disability person.
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Another important thing in the design of reception areas is to host visitors
comfortably. For this the position and ergonomics of the seats that visitors sit in
during the waiting period, the possibilities provided to spend time for the visitors in

the area, and the use of the media to inform the company come into prominence.

4.3.2. Conference Hall and Meeting Rooms

In general, a small number of organizations need a structure such as an
auditorium. In auditoriums whose general characteristics resemble the presentation
room, the flexibility is less, but impressive is more. The stationary seating
arrangement designed in a certain layout, the inclined surface, sophisticated lighting

and acoustic the general characteristics of auditoriums.

By reason of the increasing flexibility of work areas, the work areas that
separated from the general area are more valuable. In this context, the meeting rooms
have become an area where not only the space is used for the meetings but also the
places where private telephone conversations are done, working intensely and even
the employees are rested. Although it can be used for different purposes, the main
purpose of meeting rooms is ensuring that employees, groups, teams, and managers
can communicate better. Meeting rooms, which are smaller in size, are usually areas
where consulting services, training, and interviews are in progress. Meeting rooms,

which are larger in size, are mainly use for inter corporate and high level meetings.

The meeting rooms need to be designed as a generally rectangular room, with
the maximum comfort and ergonomics in mind when meeting and moving. For this,
factors such as acoustics and lighting can vary depending on the size and
functionality of the meeting room. (Figure 33., Figure 34.)
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Figure 34. Meeting Room of Apple Company

Another significant thing about the acoustics is that each participant should
hear the speaker clearly and understandable, even if the meeting room is too big. On
the other hand, lighting ensure the quality, clearness and can be seen of the
presentation or different images during the meeting. In addition to these features, the
importance of determining the location and intended use of the technological

equipment to be used in the design of meeting rooms is significant.
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4.3.3. Cafeteria and Restaurant

Raymond and Cunliffer state that, the most common social activity in the
offices is eating. The canteens in the old establishments are gradually leaving their
places to restaurants and cafés. In companies that are far from the city center,
restaurants are an absolute necessity, and for the companies in the city center, the
restaurant has begun to be seen as an advantage, even if it is costly and occupies
space. The reason for this is that it usually saves the time to companies. Besides this,
the advantages of restaurants and cafes can be considered as a healthy eating habit,

and an area where employees can socialize and relax together.

The canteens, formerly planned in the basement floors, now continue to serve
as restaurants in the most eye-catching places of the company. The dining area is
usually two or three times the size of the support areas such as kitchen, service and
etc. This area, which is usually made up of tables with 4-6 employees sitting
together, should also ensure the privacy and freedom of movement of the table by
taking into consideration the space required for the service (imal ,2009 p.135, is
quoted from Raymond & Cunliffer, 1997). (Figure 35.)

Figure 35. Restaurant of Samsung Company

Office restaurants are usually self-service. It is necessary to the dining areas
and the service areas which should have a certain harmonize, illuminate and make
color selection together. (Figure 36.) The main element that determines the design of
kitchen areas in office restaurants is not limited to how many meals are served.
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Factors such as the length of the service period, the number of people to be served,
the type of food to be served and the purchase of the ingredients play a major role in
the design of the kitchen. There is also a mini bar with a special kitchen for

employees, where employees can prepare drinks and keep their bag lunch.

Figure 36. Self Service Restaurant of Google Company

4.3.4. Parking Area and Terrace

In the book "Office Space Planning", written by Marmot and Eley explain
that; car parks generally have an important place in the selection of office buildings.
Parking areas are an important factor in determining the locations of remote office
buildings from the city center. At the office buildings where parking areas are still
limited, these areas are collected according to the person's status. While designing
the boundaries of parking spaces that under the office building or in a separate area;
the number of employees, the maneuvering of the car, and the parking space required
bear in mind(each car needs 25 square meters space) (Imal ,2009 p.142, is quoted
from Marmot, A.& Eley,J.,2000).%

2% Alexi Marmot is Professor of Facility and Environment Management and Head of
the Bartlett School of Graduate Studies. She is an internationally acknowledged
expert in the design, management, and use of places for work and for learning.
Educated in architecture and town planning, Alexi has spent the last thirty years
exploring how people use space, how buildings operate in practice, and how to create
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Terraces are places that can be used as part of social spaces or separately.
Even though the terraces are within the boundaries of the office building, they give
the employees the feeling of being out of the office. Employees who are often in the
office building during the day, satisfy their need that to be out of the office in this
place. Therefore, terraces, which are usually decorated with plants and natural

materials, are important in terms of their design.

4.4. Corporate Identity Influence in Office Buildings

Sakall1 indicates that, when the office space is being organized, the factors
that should be emphasized are whether this institution has an identity in terms of
prestige, in particular, this concept gains importance in office buildings where the
number of places is scattered in various places, such as banks, travel agencies. If the

institution does not have any identity, this identity should be created.

Following the various individuals and preferences that form the outline of the
design, the intended working environment and the appropriate physical conditions
provided in the spaces are approached. These environment and conditions, which can
be very different depending on the type of industry, should be discussed in detail on
the unit surface in particularly. The size of the work tables (according to the
employee's hierarchical position), the ratio of the working area to the guest area, the
comfort and appearance of the guest seats, the diplomas displayed on the walls, the
pictures and plaques, the types and sizes of the ornamental plants, the colors of the
rooms and etc., in accordance with the identity of the users of the space, constitutes
the corporate identity and business culture of the company (Imal, 2009, p.85, is
quoted from Sakalli, 1997). (Figure 37.) (Figure 38.)

buildings that really work for the organizations that inhabit them. During her time at
UCL, Alexi has continued to draw on her applied professional knowledge to inform
teaching and research in facility management.
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Figure 38. Redbull Office Building-Reception

The corporate identity that is created with office organization or design is a
communication tool. The form of communication determines the quality of the effect
that needs to be created on the customers and competitors. For example, a business
that chooses the upper level of income as the target customer, aims to have a rich

look in the interior space. According to VVan Meel and Martens;
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When planning a new office, designers and their clients are faced with many

challenges and questions. They have to think about practical issues such as spatial

needs, proximity relations, IT infrastructure and furniture, but also more strategic

issues such as occupancy costs, effectiveness of the working environment, and

environmental impact. One of the most fundamental questions during the briefing

stage concerns the office concept:

* What kind of office design best suits the working processes and culture of the
organization?

* Should all employees have their own workstation or are they going to share
desks?

»  Would enclosed offices or a more open working environment be better?

» Perhaps a solution that holds the middle is best?

*+ How many and what kind of meeting spaces do we need? (Van Meel, J. &
Martens, Y., 2010, p.41).

To sum up, in this chapter, history and formation of office buildings, plan,
space and furnishing type of office building, design standards and considerations are
tried to be mentioned. When designing office building with corporate identity, what
will be attentive to, how to represent and feel it? Next chapter, two office building
cases that designed with corporate identity are tried to be mentioned for reinforcing
the information about corporate identity design. How the Markafoni and Trendyol
office buildings reflect their corporate identities in interior space will be examined.
The harmony of the graphical and interior elements, and the design standards and
plan types of office will be analyzed. In this study, important of the corporate colors,
forms and institution's conception are comprehended while designing an interior

space that have an identity.
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CHAPTER 5

CORPORATE IDENTITY DESIGN IN OFFICE
BUILDINGS ANALYSIS OF MARKAFONI
AND TRENDYOL OFFICE BUILDINGS

Habif Architecture is a Turkish architectural firm that was established by
Hakan Habif (izmir, 1972) in 2005.*° Habif Architecture works on architecture,
interior architecture, design, and practice. They have designed several corporate
companies until today such as Nezih, Pronet, L'oreal, Flormar, Markafoni, Trendyol

and etc. (Figure 39., Figure 40., Figure 41.)

HARIF

MIMARLIK | ARCHITECTURE

Figure 39. Habif Architecture Logo Design

%0 Hakan Habif who is the founder of company was born in 1972 in izmir. After his
graduation from Faculty of Architecture, Istanbul Technical University, he
established Net Architecture in 1997. Therein, he practiced several architectural and
interior architectural work, with whom he worked for 8 years. Afterwards, he

founded Habif Architecture.
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Figure 41. Pronet Company Office Building Reception Desk Design
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Hakan Habif explains their working style in following words;

The distinctness of our style of working lies in our democratic design environment.
Recognizing thoughts and contributions of everyone from the  most experienced to
the inexperienced in the making of a project is of great importance to us. As a
highly motivated team we sincerely believe fresh ideas, new recommendations and
approaches keep our character young and dynamic. We think simultaneously and
closely following each step of design and application processes will be enhancing
our individual experiences, too.

As our experiences grow in number we have started realizing one steady point in
the beginning phase of every project. We practically set the road with

detailed and correct analyses. This principle has led us to always save the concept
project and, later on, develop the structure and revisions accordingly. The way to
reach the correct structure of a project in the beginning is through the analyses of
user demands and needs.

We have many different types of projects in our portfolio. With all these factors  in
hand, it is possible to say our area of specialization is office designs. Aesthetics is
inarguably an important component of architectural  designs.  However,  we
believe forming the structure well comes before aesthetics. The most important steps
of adesignis creating a functional and effective working space on the plan level.
We begin reflecting our aesthetic values to the project only when the functional
structure falling into place is completed. At this point we try to create aesthetic
values through highlighting the potentials of a place, and enriching it with natural
materials rather than going along with the easy way of using usual decorative
components and ornaments.

In our project we aim to create spaces that have spirits. The harmonious coexistence
of components of a space matters to us. The finished product should evoke calm and
commodious feelings in users. The effect on the users  should also be measurable
because the positive or negative feedbacks we have function like a database to be
used for our next work. Making use of such experiences has good impact on the
process. We do not let such seemingly strict approach cause self-repetition. We are
always in pursuit of creating timeless designs without giving into trends. We, as
Habif Architecture, believe what we create is not only spaces but also life
experiences (Hakan Habif, 2014).

Referring to Cagr1 Kaan Cetin who is architect in Habif Architecture; Habif

Architecture design team consists of six people: four architects and two interior

architects. As Cetin expresses in the interview, in Habif Architecture, the design

process is generally leaded by a project manager, and task sharing is done according

to size of project. Mostly, the company works on design and construction fields. One

of the rules of the firm is to charge, the architect who designed the work, at building

site as well. The work is examined in detail from the design phase to the end of the

practice. In addition, customer expectations are met in the embodiment of the created
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project, and for Cetin, new things are learned in every project (Cetin, C.K., 2017).**
(Figure 42.)

Figure 42. Design Office of Habif Architecture

For Cetin, the design process of Habif Architecture starts with the decision of
design methods according to project needs. The preliminary aim is to create a correct
working plan organization. For Habif Architecture, regardless of the visual concept,
which constitutes the main idea, a plan scheme that does not work as a machine will
not function as a proper project. Cetin exemplifies this conviction in following
words: "An office may have a great visual impact, but if the functional relationships
of departmental associations, circulation networks, and volumes are not resolved
correctly, it is possible to say that the office is not actually an "office™ in the real
sense." (Cetin, 2017)

For Cetin, a correct analysis of the customer or user needs is the only way to
determine those relations on plan organization and once the user needs are defined
correctly, the right plan emerges. In the final stages of the plan solution, as volumes
become more defined and clear, the visual concept become a part of spatial design.

3! Cagri Kaan Cetin was born in 1990 in Antalya. He graduated Uludag University
department of Architecture in 2010. He has been working Habif Architecture since
2012.
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Corporate identity is an important factor in the creation of visual concept. According
to Cetin, the visual concept creates the visual impact of the place on the customer or
user. As the spatial design is a combination of all designed surfaces that come
together, form, color, texture, hot / cold materials used in the space elevates the two-
dimensional plan chart to the third dimension. (Figure 43.) Generally, an open and
diplomatic design environment is strived ensuring that everyone from the most
experienced to the least experienced is able to express his or her ideas openly, which

is very important. This helps make the design more dynamic and flexible.

[ =i = eeE————

|

Figure 43. Markafoni Showroom in Zorlu Center

While Habif Architecture reflects the design language in interior space; the
process is proceeding with the handling of visual elements following the creation of
the correct plan solution and the correct plan. These visual elements include elements
such as visual characteristics of materials used on the surfaces, properties such as
color, texture, graphic works, etc. It can be exemplified, the design of an office

reception desk, the material of the logo wall, colors, etc.

Cagn Kaan Cetin, architect in Habif Architecture, explains their method of

reflecting design language to interior space in following words;

Different projects require different approaches. As an illustration, a space designed
for a company with a more traditional corporate structure uses a simpler language,
more stable lines, while a younger and more dynamic company can be created with
more vibrant and sharp lines. At this point, while the corporate identity is the
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modifier factor, the correct and working plan is the common point of every project.
Every result is intended to be contemporary and timeless. In other words, while new
developments are being pursued and implemented, up-to-date spaces that do not
depend on trends are obtained (Cetin, 2017, translated by the author).

According to Cetin, while constructing the customer profile, the design
process is proceeded both logically and intuitively. The logical side of the design is
the complete need plan. Sometimes, customers are preparing the architectural
requirement program with some questions, such as; "what are the departments, how
many people, what kind of service or recreation areas they need? ". For Cetin, the
intuitive aspect of the business starts at the first meeting with the customer. The
business sector, the service or product it produces / sells, the appearance of the
customer, the position at the company, the way of speaking and meeting are all
crucial aspect, comprising customer's identity. These are all critical observations of
corporate identity and the needs of the project. Cetin states that, most customers do
not express "who are they", when they express, what they are or what they need. At
this point, intuitive observations, and critical data that is both intuitive and logical to
the job and past experiences are very important. Positive or negative feedbacks are

included in every project; positive feedbacks are repeated, negatives are avoided.

Cetin adds that, when designing the interior space, the spirit of the space that
the customer needs together with the required budget affects the visual concept. After
designing the correct plan layout and volumetric relations, visual conceptual
decisions are made in the light of corporate identity. In general, the final steps in the
creation of the plan and the first steps in the visual concept are beginning to be taken
together. Mostly, natural materials are used. The materials and forms that will make
the user happy are being caught. In lighting, since it is important to use maximum
natural light, and to provide optimum comfort conditions afterwards, the products are
decided together with the solution partners who have worked for a long time.
Generally, for Cetin, when solution partners see first sketches and plans, they
propose the products automatically. When there is a point to be changed, revisions

are made to conclude the project (Cetin, 2017).
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Habif Architecture explains the corporate identity in following words;

It is the answer we receive when we ask "who?" to a company or brand. It's  like
the answer we get when we direct a person to the same question. Nowadays, the
concept of "company" and "individual” can now be almost completely intertwined.
Companies can now be judged on a legal level, not just on paper, but almost
entirely as a person. We can describe a company with adjectives that we use when
describing people such as young, dynamic, traditional, innovative, moving, static,
healthy, ambitious and etc.

As we have already mentioned, now we have to question what a company is"who"
with the question of "what is" and "what you need". Here is the corporate identity,
the direct answer to this question of "who?". And this answer is the main influence
on the institutional space to be created. Therefore, the designed institutional space is
perhaps the home of that company.

It is no longer possible to talk about the design of a corporate office with two glass
partitions, gypsum walls and three to five office furnishings. We need more to be
able to talk about "Institutional Space", this "more™ is what we call "corporate
identity™ itself (Cetin, 2017, translated by the author).

Referring to Cagr1 Kaan Cetin, when designing an interior space according to
corporate identity of the company, priority is establishing of correct and working
settlement plan in light of critical analysis, referring to customer needs. Then, in the
light of corporate identity, the visual concept is shaped according to the architectural
floor plan that is formed. At the end of the first stage, plan and visual concept usually
nest and move along for a while they can influence and change each other. To clarify
more mechanically; it is possible to list, firstly the analysis, then the two dimensional
plan, finally the settlement plan volumes in the third dimension and to take visual
decisions. Cetin emphasizes that these visual decisions are taken in line with the

needs of corporate identity.

As also mentioned by Cetin, corporate identity influences the design of the
space in two different planes; as a two-dimensional plane and a third dimension
plane. Within the plan, a number of corporate identities are becoming more
functional at the point of addressing the needs. Cetin illustrates his point with the
corporate identity of a security company that points to a more conservative structure
that is not transparent. In this company's office, it may be preferable to position the

office entrance that would not display to private office space. However, a plan can be
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set up to show the entire office space from the entrance of a media company that

boasts transparency.

In the third dimension plane, the visual effects are mentioned, such as, the
formal effects of spaces, color, texture and graphic design. Generally, the logo,
which is located in a plain and perceptible way in the welcoming area, is designed to
come out in the foreground. Sometimes, as in the Markafoni Company, the logo can
be used in various design elements. (Figure 44.) However, rather than focusing
specifically on the logo, generally, it becomes crucial to read the spatial reflection or

needs of the logo and corporate identity.

Figure 44. Markafoni Office-They use logo design in interior space

According to Cetin, corporate identity design is a discipline far different from
architecture. Corporate identity may emerge more intuitive in smaller and personal
companies. In big companies like Markafoni, however, it is an identity that is
designed by professionals and the lines are clearly drawn. At the point where more
predetermined corporate identity is reflected in the interior space, it is worked with

corporate identity concept (Cagri1 Kaan Cetin, 2017).
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5.1. Markafoni Office Building Design

Markafoni Office Building, which is located in Istanbul-Turkey, is designed
by Habif Architecture in 2015 and it is 3.500 square meters. Markafoni is a shopping
web site established in 2008. On this site, internet sales of several branded products
are realized. Since it is the first Turkish e-commerce site showing the opening
activities abroad, Markafoni, which is preferred today, is increasing its prestige with
the campaigns offered to its customers. Markafoni company get proposals and
project offer from a handful of companies for office building design, one of which is
Habif Architecture. After being shaped by the layout outlines, works out due to the
conceptual works were presented on sketches, and according to the convenience of

design in terms of the budget, the project started. (Figure 45., Figure 46.)
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Figure 45. Markafoni Office-Sketches
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Figure 46. Markafoni Office-Sketches

5.1.1. Architectural Analysis of Markafoni Office Building

At the beginning of the Markafoni office building design, firstly, the
architectural requirement program was created according to customer needs, then the
plan was started to set up. At this process, according to Cetin, it was important to
solve the location of departments and spatial relationship, and circulation flows, in
the second dimension correctly. When the overall settlement began to get shape,
Cetin stated that is time to search for the concept and to consider the company's
corporate identity. Since, Markafoni is a young, dynamic and energetic company,

these keywords appear as crucial denominators for visual design.
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Cetin narrates the story of their design process of Markafoni office in

following words;

While trying to create the design to express the Markafoni, the idea of circulating
two ribbons in the corporate colors of the Markafoni in the office emerged. This
ribbon has become a visual, functional, and spatial element. The plan was very
amenable to apply such a concept with its slim, long structure and having a single
circulation axis (Figure 47., Figure 48.) This was also effective in designing
"Ribbon", which is our main concept item. In addition to the functional structure of
the ribbons; it seems as a sculpture expressing the identity of the Markafoni (Cetin,
2017, translated by the author).

When the plan type of Markafoni office building plan is evaluated, it has a
open regular plan type. Markafoni office building has ten departments besides cafe,
exhibition area, and studios. The interior space is divided according to departments
and each department is organized as an open office area. Single private offices are
organized for the managers and five meeting rooms are found for private meetings.
Into selection of department locations, the designers pretend to locate the
interconnected departments side by side and the meeting rooms in the middle parts of
the office area so that, it can be used by each department can be used comfortably.
(Figure 49.) A cafe area has been created so that the employees can have a pleasant
time in their lunch time. At the entrance, very colorful waiting area and an exhibition
area are founded to keep the visitors from getting bored. The reception area is located
in middle part of office space and other departments are positioned around this space.
(Figure 50.)
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Figure 47. Markafoni Office Architectural Plan.
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Figure 48. Markafoni Office Section.



Figure 49. Markafoni Office Building- Meeting Area
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Figure 50. Markafoni Office-Reception Hall
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Cetin explains their use of the ribbon that will be used during the formation of
the spaces as follows; the primarily aim is to list to places and elements that will
affix on ribbon or form the ribbon. These elements were worked on sketches, and
later, while the ribbon circulating on the plan, these elements and spaces started to
place according to the needs of the departments, such as; there is a need for waiting
and open meeting area for human resources, the ribbon is broken and twisted to form
this area. When it is necessary to provide privacy for the ceo room, dividing elements
are stick into the ribbon to form a dividing surface. When a cafe space need a scene
for events, the ribbon breaks down from ceiling, goes down and forms the scene
(Cetin, 2017). (Figure 51.)

Figure 51. Markafoni Office - Corridor
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5.1.2. Graphical and Interior Design Elements of Markafoni Office

Building

The design process of Markafoni office building; for Cetin, starts with the
main idea of the design arises out of the company's web site of markafoni.com.
(Figure 52.) Since, Markafoni is not a store office company just a website and does
not have any other activity, one can state that the design elements of corporate
identity are read directly read from there, whereas, for Cetin, designing is both easier
and more difficult in international companies. Since, at the beginning of the work, a
corporate identity file about company is provided, and the guidelines of design is
drawn with strict outlines; such as, the types of colors to be used, the amount of
colors used, the amount of usage of the colors and etc. Even in some corporate
identity files are pointed the architectural materials to be preferred, while some of
which are more visual and graphical data. Despite its being a little restrictive,
comprehending corporate identity by reading and understanding a single file, for
Cetin, is time-saving and allows to resolve several ambiguities and mistakes from

beginning.

markafoni

Uye Girisi
Lutfen eski giris bilgilerinizle giris yapmayiniz, yeni tiyelik
olusturunuz.
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Figure 52. Markafoni Main Page

92



When the use of graphical and interior design elements are evaluated in
interior space, the company's logo is used for both promotional and functional
purposes. While the logo is used for its own purpose in back part of the reception, it
is used as a separator on the front side and also it is functionalized for a magazine
holder in the office part. (Figure 53.) The colors of the corporation are made concrete
and transformed into both visual and functional forms. This angled, green and pink
form that starting from ceiling, has been functioned as a seating element, separator

and table. It is also a direction indicator factor. (Figure 54.)

This office building is not ordinary by means of colors, forms and wall
writings. While producing the ribbon form that provides the main concept, wooden
materials are used and at some points metal is accompanied it. (Figure 55.) When the
ceiling design is approached, the ceiling installation is covered in bold colors and
ordinary lighting elements are used. Only in office areas, there is artificial lighting
element for in addition to natural lighting. Apart from these, artificial lighting is used
throughout the entire office. Cetin exemplifies final stage of the office building
design in following words; "Next stage of the project, the plan and ribbon are revised
together according to budget and technical needs. When the plan was finalized, the
final shape of ribbon are given by working on all of the details together with
manufacturer partner. Thus, application details and the final stage of design has

progressed together." (Cetin, 2017)

Consequently, in general color concept is to make user experience as visiting
the main page of Markafoni.com while they are in the office. As a result, Markafoni
IS an internet company, and this internet site is the company's themselves. To
conclude, the corporate colors such as green and pink are featured on a dark
background just like on the internet site. While green and pink are provided from
ribbon, and other places that left as a dark background to be a character in itself. For
this reason, the anthracite shades are used as monochrome on background. (Figure
56.)
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Figure 54. Markafoni Office - Corridor
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Figure 56. Markafoni Office-Reception Hall
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5.2. Trendyol Office Building Design

Trendyol Office Building, which is located in Istanbul-Turkey, is designed by
Habif Architecture in 2013 and it is 6.000 square meters. Trendyol is a shopping web
site established in March 2010, this shopping web site has reached a wide audience
in a short period of time. Trendyol received support from Tiger Global, a US-based
investment company, six months after its founding. Trendyol has invited Habif
Architecture to the tender process for the office with the effect of their previous
works. In this procurement process that several different companies were invited.
Habif Architecture presented the concept project, preliminary settlement plan and
preliminary budget work. At the end of the work they decided to work together by

evaluating all these.

5.2.1. Architectural Analysis of Trendyol Office Building

In Trendyol Company’s office building design, the corporate structure of the
company was taken into consideration. According to Cetin, Trendyol has a dynamic,
interactive, fast and self-renewing structure, and the design language was created
accordingly. The departments designed in the open office system, the common
spaces among these departments, which are gathered at specific axes and are easily
accessible to everyone as far as possible, were the most important elements in design.
(Figure 57.)

The 6.000 square meters single storey office enables a workplace for 400
employees. The office containing multiple departments such as production, good-
receiving, seminar hall, cafeteria as well as administrative units were completed in a
relatively short time, as three months including the designing phase. Due to office
ceiling height which is less than 2.5 meters, an open ceiling is created in office area,
therefore, horizontal-section mechanic and electric units are used as much as
possible. For the same reason, a reception area is designed that would simply be

natural and commaodious for visitors. (Figure 58.)
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Figure 57. Trendyol Office Architectural Plan.
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All departments are organized without any obstacle or divider between them.
This provides a flexible layout. All common spaces, such as meeting rooms,
playrooms, are located in a harmony around the main column axis in the middle of
the office. These common areas, which constitute the strongest part of the concept,

are almost like train stations or stops. (Figure 59.)

Figure 58. Trendyol Office-Reception Desk

Figure 59. Trendyol Cafe Area
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Habif Architecture exemplifies this station concept in following words;

We think this system will complement the design with its symbolic meaning as well as
being a transportation means for the working personnel. Another colorful design
element was the bike lane arranged in zig-zag traces in between the central column
axis. We designed and places the fixed bicycles on the lane, making indoor exercises
possible so that employees could get off the stress of the day and work out (Habif
Architecture, 2014). (Figure 60.)

Figure 60. Trendyol Office-Bicycles Line

Consequently, the overall concept in designing Trendyol office buildings is
that every department is thought of as a train station. Despite the low ceiling, the
ceiling installation is hidden in dark color and a successful design has been created.
The departments are separated from each other by using different materials so that
they can be distinguished easily. Besides visuality, this design based on the comfort
of employees. At the end of the work, a deep space design emerged, where they

could communicate comfortably.
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5.2.2. Graphical and Interior Design Elements of Trendyol Office

Building

The design process of Trendyol office building, for Cetin, primarily includes
the creation of the right plan. As office spaces were settled, there was a plan
available for the recreation, meeting and activity areas to be concentrated in the
middle, and then, these areas were fictionalized in different spaces. Afterwards, the
design team elaborated this spaces and elements, taking into account the perspective
effect and functions. Considering the design process one can state that the process

was almost the same as Markafoni office building design.

When the use of graphical and interior design elements are evaluated in
interior space, the company's logo have no functional purpose, and even the logo is
not located in the reception area. (Figure 61.) Based on this, while the interior of the
office was designed, the orange color was used for decoration, which is the similar
color of the institution. This color can be seen on the floor, the walls, and even on the
furnishing. The meeting rooms, which are shaped in various angles and designed at
different heights, are arranged in a certain harmony along the corridor. The exterior
shells of the meeting rooms are made of wood. Other social spaces with different
purposes which look like a cage were structured with colored PVC-coated
construction irons. (Figure 62.) In office design, to create a balanced design
language, natural and warm materials, such as; wood and stone are used together
with hard and processed materials, such as; glass, steel and plastic. (Figure 63.)
When the ceiling design is approached, the ceiling installation is covered in bold
color. On the contrary of other office buildings, artificial lighting is dominant. The
only thing that stands out as a lighting fixture is the ceiling lighting top of the

reception.

trendyol

Figure 61. Trendyol Company Logo
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Figure 63. Trendyol Office-Team Meeting

Consequently, the Trendyol office building is designed to reflect the
corporate identity. The harmony of institutional color and materials has provided a
pleasant environment for employees. This design provided communication and
comfort. The most beautiful part of the design is its character carrying both raw and
industrialized materials that added modernity to the project and renders the
environment warm.
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5.3. The Comparison of Markafoni and Trendyol Office Building
Design

While describing the corporate identity design in the office buildings, it is the
reason for choosing these two office building designs; the companies of both office
buildings were web site companies, and both of which were designed by the same
architectural company. In examining these projects, it is reported how the
institutional identity of these companies, which are only doing sell on the internet, is
reflected in the interior space. Both brands were influenced by previous projects of

Habif Architecture and decided to work with this company.

The process from the beginning to the end of the design is the same in both.
Sketches were prepared primary and when these are approved by the customer and
then, passed to the project phase. The creative idea of Markafoni office building was,
company's dynamic structure. The corporate identity is reflected in the interior due to
the ribbons created using the colors of the brand. While the identity of the institution
is reflected in the interior, the dynamism and colors of the company led to create of
ribbon in the interior. Pink and green color ribbons are shaped according to the needs
of the departments, as an illustration; there is a need for waiting and open meeting
area for human resources, the ribbon is broken and twisted to form this area. When it
is necessary to provide privacy, dividing elements are stick into the ribbon to form a
dividing surface. When need a scene, the ribbon breaks down from ceiling, goes
down and forms the scene. In this way, the designers created those as a tool to

describe their main idea of the design.

Dark colors were applied to the ceiling and floor to reveal the corporate
colors. The designers preferred to use furniture predominantly white in color, except
for the furniture that attracted attention such as the reception desk. When looking at
the design of office buildings in general, it is considerably very colorful and fun and
especially designed for employees' comfort. The designers organized the departments
as an open office area. Private offices are organized for the managers and for private
meetings. The interconnected departments are lined to side by side and the meeting

rooms are located in the middle parts of the office area so that, it can be used
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comfortably. A cafe area has been created so that the employees can have a pleasant
time in their lunch time. The entrance has very colorful waiting area and an

exhibition area for the visitors.

Trendyol Company, on the other hand, is designed to renew itself whenever
needed. This feature of company is supported by based on from the company
website. This website always sells new, stylish and exclusive collections. Even,
Trendyol company has a brand of clothing under its own name. Since the design
team has come up with this creative idea in the design of office buildings, the team
have designed a flexible layout for Trendyol in case of any changes that will be
considered in the future. Habif Architecture had designed a rail system in the middle
of the places, and this design element transformed the perception of space into a train
station. This rail system was designed to provide transition between all departments,
and, | believe, this is the most important element that reflects the main idea of
flexible space.

The use of color, on the contrary, is another decisive design element in the
perception of the whole interior space. The orange color, which is the corporate color
of the company, is used in social areas such as, coffee point area and seminar hall.
Neutral colors and raw materials are used in private areas, except for a few meeting
rooms. The design team preferred to set dark colors for the floor and ceiling, similar
to the color decision in Markafoni office. The reception area is designed from natural
materials, therefore with natural colors, and the only noticeable aspect in whole

space is the lighting units suspended on the ceiling.

As a part of interior design, there is a bicycle path designed for the
employees' use. The bicycle way, circumscribed by the middle colon axis is a very
crucial design element that represents the identity of company. The designer had
emphasized the young and energetic face of the company, and the sport activity is
added to the architectural program so as to enable the employees to relieve their
stress even in working hours as well. Table 11. summarizes the comparison of

Markafoni and Trendyol office buildings in a more analytical way.
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Briefly, the most important design elements in office buildings are floor,
ceiling, and wall designs, thus the choice of lighting materials, furnishing, and color.
The use of company's logo in office interiors as a graphic tool on wall designs was to
give related information about the firm with its corporate identity elements. Having
compared both office projects, one can easily state that the corporate identities of
firms and their representation in the volumetric features of the space are similar.
Functionally, space requirements and allocation are also similar between the two
companies. However, when their interior designs are examined, one can state that
they are definitely dissimilar. As each interior is designed according to company's
corporate identity, despite their functional similarities, the interiors represent two

different conceptual approaches which reflect totally unlike identities.

As the designers emphasized, the interior designs of these offices were
created with an aim to provide healthy and comfortable working areas. They were
especially designed to satisfy the office users' needs to rest and to upgrade their
motivation during the working hours. Café, as an extension of this purpose, is
designed with a peaceful and motivating manner spaces that was believed to affect
the user positively. Based on the user's psychological needs, modular office design
has created efficient and comfortable working spaces that can be shaped according to
the needs of the users. Nowadays, as business life extends in both time and effort,
cozy places, suitable for home, sports activity and social areas are included in the
architectural program of office interiors. Similarly, | believe, both Markafoni and
Trendyol office buildings were designed to provide the social needs of staff, such as
eating and drinking, sports and entertainment, with user-oriented space design.

When the designs of these two office buildings are compared, it is understood
that the corporate identity design is not used only in public areas, which will develop
the continuation of its representation to the customer. These offices, however, never
accept the customer into office spaces, since they are virtually confronting with the
customers through their website. That is why, it can be stated that, both office
interiors are designed for virtual company employees. Rather than the customer
satisfaction, the design features used in those interiors were only for office

employees to make them feel excited in regard the institution and their prosperity.
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Nowadays, in working spaces, the comfort of the employees is highly considered so
as to create a fresh and democratic visual impression of the institution, a difference

from others on the market.

As all visual and graphical items, colors and forms of the Markafoni company
were applied to interior space, it can be stated that Markafoni's interior design
reflected the company's corporate identity much more. In Trendyol office building,
however, a similar design endeavor is carried by using only colors and materials. As
a result, when designing an interior space, even the smallest known information
about the identity of an organization supports to shape the design. The corporate
identity is fictionalizing the office aura. Today, these office interiors, which are

designed exclusively for the employees, constitute the contemporary office trend.
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Table 11. Comparison of Markafoni and Trendyol Office Buildings

MARKAFONI TRENDYOL
LOGO DESIGN ‘ t d I
markafoni renayo
CONCEPT Young, Dynamic, Energetic Self- Renewing
CORPORATE Pink and green colors Orange color
COLOR

FORM & SHAPE

Angled ribbons form the design

All common spaces are located
in a harmony around the main
column axis

MATERIALS Proceed materials; glass, steel and treated Natural materials such as;
wood. wood and stone, used together
proceed materials such as;
glass and steel.
FURNISHING Office area; white color and corporate colors Office area; white color and
are preferred. corporate color are preferred.
LIGHTING Artificial lighting is used in addition to natural | Artificial lighting elements are
lighting in office areas. Lighting element used in nearly all the office
preferences are ordinary lighting elements area. The only space that
used in office buildings. attracts attention as lighting
element is the reception area.
OFFICE PLAN Office spaces are organized as a open office Office spaces are organized as
TYPE plan type besides meeting rooms and manager | a open office plan type besides
rooms are organized as a cellular office plan meeting rooms and manager
type. rooms are organized as a
cellular office plan type.
RECEPTION Reception desk and waiting area are very The reception area is designed
DESIGN colorful. Corporate colors are used in there. that would simply be natural

Proceed materials such as; treated wood,
plastic and colorful ropes are used. Logo is
used both promotional and functional there
such as; separator.

and commodious. Natural
materials and colors are used in
there, such as; wood and stone.
The only noticeable aspect in is
the lighting units.

SEMINAR HALL
DESIGN

There is no seminar hall.

Seminar Hall is designed with
corporate color; the orange
color is used on furniture and
dark color is preferred on
background.

MEETING
ROOMS DESIGN

The entrance to the meeting rooms is colored
with ribbon, and corporate colors are preferred
on the sitting elements.

The meeting rooms are shaped
various angles and designed at
different heights. The exterior
shells are made of wood. Other
spaces are coated PVVC and
construction irons.

CAFE DESIGN The cafe is designed with the colors of the The café is designed in the
institution, and there are fun wall writings on place where the rail system is
the walls. finished and gives the

impression of the last stop.
This area is designed like a
white cage and the corporate
color is used on the floor.

AIM OF THE To provide healthy & comfortable working To provide healthy &

DESIGN areas for employees. comfortable working areas for

employees.
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CHAPTER 6

CONCLUSION

Institutions are trying to change and reach their intended objectives in order
to be able to sustain their existence and continue their development, in difficult
competitive conditions. Achieving these goals is the same as attaching importance to
corporate identity. Organizations that aim to promote themselves with the vision,
mission and values determined by the concept of corporate identity want to create a
positive, effective and indelible impression in the minds of consumers. Corporate
identity concept is aimed to determine and eliminate the desires and needs of the
society with the corporate communication between the societies, and to improve
these concepts by making them advantageous from competitors and to strengthen the
concepts of reliability, honesty and belief by creating an emotional bond.

Developing customer loyalty towards businesses with strong institutional
reputation contributes to the development of the institution by providing new
customers and ensuring the continuity of customers. Corporate reputation, supported
by social responsibility campaigns, brings prestige with its contribution to corporate
image. There are a number of methods to win the consumer in achieving the intended
goals. This process that starts with the correct definition of the corporate culture and
continues with the correct analysis of the consumer's profile; it helps the consumer to
develop positive behaviors towards that institution and support the formation and
development of the identity by giving prestige to the institution.
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A successful brand is not created with just a good visual identity, but without
a good visual identity, it is not possible to correctly relay the philosophy, values,
vision, and meaning of a brand to its partners. The right thing in creating a visual
identity is the matching of the person's identity with the person's personality. A brand
comes out in front of people, dressed in its corporate identity. Colors, images,
shapes, forms, typography, architecture, and industrial designs merge under the main
idea as a whole and become a signature of the company. It is possible to easily read
the brand's position in life, its claim, its desire to do, the direction, perception of

quality, and lifestyle it offers, from this signature.

Visual identity is an extremely critical and irreplaceable communication tool
for consumers to feel themselves closer to the brand, to make employees feel at home
and to inspire other brand stakeholders. A good corporate identity design sometimes
gives the brand a reputation beyond its real performance. Brands, having visual
identities that do not express themselves well, cannot achieve the reputation as they
deserve, even if they do everything properly. For this reason, graphic designers and
interior designers work together today. The most important feature that distinguishes
corporate identity design from other interior design is; in corporate identity design,
graphic design is used much more emphatically.

Nowadays, the prominence of office design has been recognized by more and
more organizations. Office design that reflects the self-worth and culture of an
institution is a source of motivation for employees in defining corporate identity. It
is a direct contribution to the prestige of the business partners and the public sector.
For this reason, many institutions is in search of necessary solutions for the office
interiors to be designed as a both living and working space. As a social environment,
a "modern office" should be able to respond to all the needs related to
communication, interaction and concentration functions and to enable activities such

as sitting, chatting, resting, eating and drinking and working.

The priority of work spaces is an ergonomic working environment where the
physical comfort of the users is ensured. Feeling comfortable and safe in the

workplace increases users motivation and productivity. In addition to the
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humanitarian needs in the work environment, free space is also necessary for the file,
paper and electronic tools. For communicating and resting activities, cube shaped
elements are designed to create "space" in the space and to shifting freely within the
open office area. These cells, commonly designed to be used for meeting function,
also allow individual work requiring concentration. A combination of all the
liberated approaches in work spaces designs has accelerated the works of today's

designers.

The design of office buildings in accordance with the corporate identity of the
company is of great importance in terms of users and companies. In this study, the
influence of corporate identity criteria on the interior design of office space were
examined over two selected interior designs of Habif Architecture: The 'Markafoni
Office Building' and 'Trendyol Office Building'. Both were designed by Habif
Architecture according to the criteria shaped by the company's corporate identities
and both firms are in the same sector, internet shopping.

In the design of the Markafoni office building, while the corporate identity
was reflected in the interior, the company's website was utilized. The company's logo
and corporate colors are used in interior space, both with welcoming and functional
purposes. The main concept of the design is represented by the ribbon shapes
flowing in the office interior, which were designed in institutional colors. For
enabling the perception of these ribbons, the designers consciously gave dark color to
the background and functionalized the fictional ribbons in space with either lighting
function, or that of way-finding, or most commonly with the purpose of signage
systems representing the organization of the company. The dynamic structure of the
firm was conceived together with the architectural requirement program for office

space and as a result, | believe, a grateful corporate identity design emerged.

The design process of the Trendyol office building is almost identical to the
Markafoni building. Despite the low ceiling, the office building has gained depth due
to the use of dark colors with natural colors. While designing the interior of the
office, each department is thought of as a station and shaped accordingly. The train
rail system, which is designed in the middle part of these spaces, is the main idea of
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the design. At the points that need attention, the place has been highlighted with the
orange color which is the color of the institution. Natural and hot materials are used
together with hard and processed materials to create the design balance. The
company's self-renewing structure has been taken into consideration and spaces have

been created that can be rearranged over time.

Recently created designs for offices where people spend most of our time in
during the day, they helps to increase motivation and productivity at work while at
the same time creating a warmer and more intimate environment. For offices where
employees feel more free, comfortable environments are created to work together. As
an illustration; a single work table can be transformed into a meeting table and
designed to be used by multiple employees. In this way, a more interactive work
environment is achieved in the office. One of the most important conditions for the
employees' physical health is that the comfort of the used office furniture. For this
reason, comfortable seats or chairs, where the right seating position can be achieved,
are the first choice among the furniture that can be used in the office. Healthy
weather conditions must be ensured in the work area and the light must be adjusted
correctly. While different colors can create distractibility, the work spaces designed
with the same color tone can create a dull atmosphere. Nowadays, in the office areas,
special corners are created where resting and reading book can be possible. Areas
created for employees to move away from work stress and to clear their minds within
a certain period of time can be designed as a drawing panels, fitness, and table tennis

areas.

As a result, both designs are designed for office users. The images of the
company and the welfare of the office workers were taken into consideration, and
colorful, fun and productivity designs are ensued. Both of these projects, which are
not customer focused, have made necessary for employees to take the enthusiasm of
the organization. In conclusion, future office spaces will evolve as flexible,
organizationally structured and long-lasting sustainable spaces that can adapt to all
kinds of changes, flexible infrastructures, team and individual work spaces, adapt to

nature, support employee health and productivity.
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In the office buildings specially designed for the employees, the corporate
identity becomes a crucial tool in the design of the office ambiance and the
contemporary office trend is progressing towards this point. Finally, interior
architects should recognize the importance of corporate identity studies and should
consider corporate identity when designing an interior space for any company.
Therefore, it is necessary to ask some questions about design elements in order to
understand whether the interior design of the office building reflects the corporate
identity of company. As can be illustrated in Table 12, a manual including questions
that searches the relationship between identity and design may reveal the necessary
outlines of designing the interior space for different corporate identity patterns. For
this reason, this thesis will help future studies to analyze alternative corporate
identity patterns and their spatial relation with a particular concentration on the

interior architecture and will open new research areas.

111



Tablo 12. Design Table of Interior Architecture Analysis of Corporate Identity Design in Office Buildings

QUESTIONS ON COMPANY'S IDENTITY PATTERN

MARKAFONI COMPANY

TRENDYOL COMPANY

What is the company's logo?

®

LOGO DESIGN How is its shape? . @
What is the perceptual meaning of logo? m a r kafon | t re n dyo I
Is the logo used for both functional and promotional purposes? The logo, designed with curved lines, is a sign of vitality, flexibility and The logo, designed with curved lines, is a sign of vitality,
sincerity. It has a pink and green leaf pattern. flexibility and sincerity. It has a orange color figure.
CONCEPT Does concept of company reflect the perception purposes? Young, Dynamic, Energetic Self- Renewing
CORPORATE COLOR Which colors are used in logo figure? Pink and green colors . Green color; rests, gives peace, balance and confidence, Orange color . Orange color; passion, communication,

Avre these colors reflected in the interior?

instigates creativity. Warm colors; like pink; active, stimulating and exciting.

enthusiasm and excitement.

FORM & SHAPE

Avre the forms used compatible with the concept or logo?

Angled ribbons form the design . The diagonal forms used in the interior signify
energy. Forms are suitable for institutional concept.

Curved lines represent sincerity and outgoingness. Oblique
walls represent mobility.

MATERIALS Are the materials used compatible with the company concept? Proceed materials; glass, steel and treated wood. Plain textures used, represent Natural materials such as; wood and stone, used together
colder places. proceed materials such as; glass and steel. People feel more

comfortable in places where rough textures are used.

FURNISHING Avre the colors and forms on the furniture compatible with the concept White color and corporate colors are preferred on furniture. The use of white White color and corporate color are preferred on furniture.

used? color in the furniture increases the brightness. The use of white color in the furniture increases the

brightness.
Zigzag lines express excitement.

LIGHTING Are artificial and natural lighting enough for office buildings? Besides natural lighting, artificial lighting is used. The lighting elements do not | Mostly artificial lighting is used in interior space. The lighting

Do the lighting elements reflect the company identity?

reflect the corporate identity concept.

elements top of the reception area are chosen according to the
concept.

OFFICE PLAN TYPE

What is the office plan type?
Are users satisfied with this plan type?
What is this plan type designed for?

Interior space is arranged according to the open office area, there are also
private rooms for senior managers and meeting. The open office plan type is
preferred in the places where communication is needed.

The open office space is organized for all employees except
one person only. Meeting areas and brainstorming areas are
designed as private spaces.

RECEPTION DESIGN

Does the reception area have enough design power to welcome you?
Does the design reflect the identity of the institution?

Are the colors of the institution used in reception area?

Is there a corporate logo?

The reception area is very colorful and designed to appropriate the identity of
the institution. Corporate colors and shapes are used in there and the company's
logo is used both functional and promotional.

The reception area is quite natural and simply designed. The
materials used were also selected according to this. Natural
materials and colors are used in there, such as; wood and
stone.

SEMINAR HALL DESIGN

Is there enough space for the users?
Are the corporate colors or forms used?

There is no seminar hall.

In the seminar hall the corporate color (orange color) and
shapes are used on furniture, and the background is chosen as
a black color. The black color provides concentration and
represents the passion.

MEETING ROOMS
DESIGN

Does it provide enough privacy for users?
Are company colors or forms used?

Adequate number of meeting rooms are available. In some of the meeting
rooms, the ribbon shape is used on entrance part. These ribbons have created
meeting tables in others. Corporate colors are preferred on the sitting elements.

The meeting rooms are designed differently according to their
functions. In a standard meeting room, the outer shell is
designed in three dimensions and natural materials are used.
The team meeting areas are designed as a cage and PVC is
used on the metal material.

PRIVATE OFFICES

Do the rooms belong to only one person?
Designed for a hierarchical position?
Does it provide enough privacy for user?

Private offices designed for only senior executives such as; head council, CEO,
director. There are enough spaces for themselves and their guests, and even they
have small meeting tables.

Only one person has own private office. This private office
has its own private toilet and rest room.

CAFE DESIGN

Are there places where users can have fun outside business hours?
Are company colors or forms used?

The design of the cafe is designed as a fun place with the colors of the
institution. Wall writings attract attention.

The cafe is designed to be the last station in the working area.
The orange color is used on the floor, and the entrance
sections are really reminiscent of a station.

AIM OF THE DESIGN

Is there a user-oriented design?

All design is designed for the comfort of the users. Spaces are created to they
can socialize while they are working.

The interior space is designed for the user. Even there is area
where users can doing exercise.

112



REFERENCES

AKTAN C, C., TUNC, M. (1998). Bilgi Toplumu ve Tiirkiye. Yeni Tiirkiye
Dergisi, 4 (19).

ALAN, ERNEK, A., SUNGUR, E. (2006). Kurumsal Kiiltiiriin Gorsel
Kimlige Yansimasi: Web Sitelerinde Gorsel Kimligin Kullanim,
Giiney Amerikan Universitesi “Kiiresellesme ve Yeni Medya
Politikalar:” Uluslararasi Iletisim Sempozyumu Bildirisi.

ALTINKOC, Y.O. (2005). Biiro Binalar: Tasariminda Temel Ilkeler ve I¢
Mekan Organizasyonu. MSU Fen Bilimleri Enstitiisii Y. Lisans Tezi,
Istanbul

AZHDAROV, S. (2014). Tiirkiye'de Cumhuriyet’ten Giintimiize Kurumsal
Kimlik. Mimar Sinan Giizel Sanatlar Universitesi Sosyal Bilimler
Enstitiisii Grafik Tasarim Anasanat Dal1 Y. Lisans Tezi, Istanbul.

BALLAST, D. (2010). Interior Design Reference Manual. Belmont:
Professional Publications.

BASAR, E. (2008). Ofis Uriinleri Piyasas: Uzerine Bir Arastirma. Gazi
Universitesi Egitim Bilimleri Enstitiisii Biiro Yonetimi ve Egitim Ana
Bilim Dal1 Y. Lisans Tezi, Ankara.

BEGEC, H. (2005). lletisim Teknolojilerinin Biiro Mekanlarina Etkileri ve
Medya Yapilarinda Yeni Mekan Kullanim Bigimlerinin
Uygulanabilirligi. Dokuz Eyliil Universitesi, Fen Bilimleri Enstitiisii,
Mimarlik Boliimii Bina Bilgisi Anabilim Dali Doktora Tezi, [zmir.

BILGIN, E.T. (2001). Gelecegin Ofis Binalarindaki Tasarim
Parametrelerine Iliskin Kriterlerin Saptanmasi. Gazi Universitesi Fen

Bilimleri Enstitiisii Doktora Tezi, Ankara.
113



CASS, J. (2011). Iyi Bir Logo i¢in Neler Gerekir. Grafik Tasarim Dergisi.

CELIKBAS, G. (2013). Magazalarda Kurumsal Kimlik Ve Vitrin Tasarimi
Iliskisi: Istanbul Lowis Viatton Magazalarimn Vitrin Tasarim Analizi.
Maltepe Universitesi Fen Bilimleri Enstitiisii ¢ Mimarlik Ana
Bilimdal1 Y. Lisans Tezi, Istanbul.

CETE, N. (2004). Calisma Ortamlarinda Verimliligin Artirilmasinin Biiro
Mekanlariyla Iliskilendirilmesi. YTU Fen Bilimleri Enstitiisii Y.
Lisans Tezi, Istanbul.

CIMEN, T. (2008). Teknolojik Gelismelerin Sonucunda Degisen Uretim
[liskilerinin, Ofis Yapilarina Etkisi ve Ofis Mekanlari. Istanbul Teknik
Universitesi Fen Bilimleri Enstitiisii Mimarlik Y.Lisans Tezi, Istanbul.

DALGA, P. (2007). Gegmisten Giiniimiize Ofislerin Gelisimi. MSU Fen
Bilimleri Enstitiisii Y. Lisans Tezi, Istanbul.

DE CHIARA, J.,CROSBIE,M.J. (2001). Time-Saver Standards for
Building Type. McGraw- Hill, Singapore, pp.172-196.

DIRIM, A. (2010). A¢cik Ofislerde Fiziksel Cevre Faktérlerinin
Kullanicilarin Algisal Performans: Uzerine Etkileri. Gazi Universitesi
Y. Lisans Tezi, Ankara.

DOGAN, K.R. (2008). Yénetici Biirolarinda Mekan Orgiitlenmesi. Selguk
Universitesi Fen Bilimleri Enstitiisii Mimarlik Anabilim Dali Doktora
Tezi, Konya.

DOKMECI, V., DULGEROGLU, Y., AKKAL, L.B. (1993). Istanbul Sehir
Merkezi Transformasyonu ve Biiro Binalar:. Literatiir Yayinlari,
Istanbul.

DUANE E. KNAPP, (2003). Marka Akli. Kapital Medya Hizmetleri,
Istanbul.

EKER, M. (2002). Ofis Mobilyasinda Degisen Tasarim Kriterleri.

Marmara Universitesi Giizel Sanatlar Enstitiisii Endiistri Uriinleri
Tasarimi1 Ana Sanat Dal1 Y. Lisans Tezi, Istanbul.

EMIROGLU, E., (2002). Kurumsal Kimlik Olusumunda Mimari Uriine

Yansiyan Simgesel Anlamlarin Incelenmesi. Istanbul Teknik

Universitesi Y.Lisans Tezi, Istanbul.
114



ERDEM, N. (2015). Kurumsal Kimlik Calismalarinin Gérsel Etkisi. Istanbul
Arel Universitesi Sosyal Bilimler Enstitiisii, Grafik Tasarimi1 Anasanat
Dal1 Programi Y. Lisans Tezi, Istanbul.

ER, T. (2016). Kurumsal Kimlik Olusumunda Kiiltiiriin Etkisi; Arcelik'in
Kurum Kimligi. Istanbul Arel Universitesi Sosyal Bilimler Enstitiisii
Medya Ve Kiiltiirel Calismalar Anabilim Dal1 Y. Lisans Tezi,

Istanbul.

ERCIS, A., HARORLI, E. (2016). Kurumsal Marka Imajinin Kurumsal
Bagliliga Etkisi: Uygulamali Bir Arastirma. Atatiirk Universitesi
Iktisadi Ve Idari Bilimler Dergisi, 30(3).

GENCER, ALI i., OZEL, S. (2005). Tiirk Inkildp Tarihi. Der
Yayinlari, Istanbul.

GORBON. (1978). Orgiit Gereksinmelerine Uygun Biiro Mekan: Planlamast
Icin Bir Yontem Onerisi, IDGSA Doktora Calismast, Istanbul.

GULSOY, T. (1999). Reklam Terimleri ve Kavramlar: Sozligii. Istanbul.

GULER, M. (2016). Siirdiiriilebilir Tasarim Olciitleri Baglaminda Yesil Ofis
Binalarimin Analiz ve Karsilastirilmasi. Selguk Universitesi Sosyal
Bilimler Enstitiisii I¢ Mimarlik ve Cevre Tasarimi Ana Bilim Dal1 Y.
Lisans Tezi, Konya.

GURER, A. (1997). Biiro Binalarinda Mekan ve Kullanici Performansinin
Degerlendirilmesi. ITU Fen Bilimleri Enstitiisii Y. Lisans Tezi,
Istanbul.

HEPKON, Z. (2003). Kurumsal Kimlik insasin1 belirleyen Faktorler:

Bir Literatiir Taramasi. Istanbul Ticaret Universitesi Sosyal Bilimler
Derqgisi, (4).

IMAL, F. (2009). Sektorel Ofis Binalarinda Calisma Mekanlar: ve Sosyal
Alanlar. Yildiz Teknik Universitesi Fen Bilimleri Enstitiisii Mimarlik
Anabilim Dal1 Y.Lisans Tezi, Istanbul.

KARA, A,I. (2014). Kurumsal Kiiltiir, Kurumsal Kimlik ve Kurumsal Imajin
Kurumsal Itibar Uzerine Etkileri, Bir Isletme Ornegi. Beykent

Universitesi Sosyal Bilimler Enstitiisii, Istanbul.

115



KARATOSUN, K. 1. (2012). Bankacilik Ve Kurumsal Kimlik: 2000’li
Yillardan Giiniimiize Ziraat Bankast Kurumsal Kimligindeki Degisim.
Beykent Universitesi Sosyal Bilimler Enstitiisii Iletisim Ve Tasarim
Anasanat Dal1 Y. Lisans Tezi, Istanbul.

KARSLI, U. (2008). Siirdiiriilebilir Mimarlik Cergevesinde Ofis Yapilarinin
Degerlendirilmesi Ve Cevresel Performans Analizi I¢in Bir Model
Onerisi. Mimar Sinan Universitesi Sanatta Yeterlilik Tezi, Istanbul.

KAYA, 1. (2006). Bankalarda Kurumsal Kimlik Ve Tasarim Anlayis:

Uzerine. Marmara Universitesi Giizel Sanatlar Enstitiisii I¢ Mimarlik
Bolimi Y. Lisans Tezi, Istanbul.

KAYA, ULKER, B. (2006). Kurum Kimligi ve Kurumsal Tasarim. Mimar
Sinan Universitesi Giizel Sanatlar Fakiiltesi Tasarim+Kuram Dergisi,
(3) 4.

KLIMENT S., DAVIS S. (1984). Designing the Automated Office. Whitney
Library of Design, New York

KURTCU, F. (2011). Internet Ortaminda Alisveris Sitelerinin Kurumsal
Kimlik Tasarimlarimin Incelenmesi; Bir Kurumsal Kimlik Tasarimu.
Hacettepe Universitesi Sosyal Bilimler Enstitiisii Grafik Anasanat
Dal1 Y. Lisans Tezi, Ankara.

MARMOT A., ELEY J. (2000). Office Space Planning. McGraw-Hill
Companies, USA.

MELEWAR, T.C., SAUNDERS, J. (1999). International Corporate Visual
Identity: Standardization or Localization?. Journal of International
Business Studies, (30) 3.

MERAL P.S, YAZICIOGLU D.A.(2010). i¢c Mekan Tasarmminin Kurum
Kimligine Uygunlugunun Olgiilmesine Yonelik Yéntem Onerisi.
Sosyal Bilimler Dergisi,(1), Yalova.

MUMCU, O. (1996). Kurumsal Kimlik ve Banka Subeleri. Mimar Sinan

Universitesi I¢ Mimarlik Anabilim Dal1 Y.Lisans Tezi, Istanbul

116



MUTLU, O. (1998). Biiro Binalarinda Hazir Béliicii Elemanlarla Mekan
Tasariminda Planlama Sorunlari. 1ITU Fen Bilimleri Enstitiisii Y.
Lisans Tezi, Istanbul.

OKAY, A. (2002). Kurum Kimligi. MediaCat Kitaplari, Ankara.

OYLUM, C. N., (2011). Marka I¢ Mekan Iliskisi: Tiirkive Hizmet Sektérii
Uzerinden Bir Aragtirma. Yaymlanmamis Doktora Tezi, Istanbul
Teknik Universitesi, Fen Bilimleri Enstitiisii, Istanbul.

OZTURK, G. (2006). Logonun Kurum Kimligi Uzerindeki Etkileri. Istanbul
Ticaret Universitesi Sosyal Bilimler Dergisi, (5), 9.

SIZYEK, G. (2009). Kurumsal Kimlik Kavrammmn Banka Subelerinde I¢
Mekan Tasarimina Etkisi Ve Tasarim/Uygulama Igin Endiistrilesme
Yaklasimi. Istanbul Teknik Universitesi Sosyal Bilimler Enstitiisii i¢
Mimari Tasarim Y. Lisans Tezi, Istanbul.

SIMSEK, N., FIDAN, M. (2005). Kurum Kiiltiirii ve Liderlik.

Tablet Yaynevi, Konya.

SENYAPILI, O. (1996). Gorsel Sanatlar ve Iletisim. Sanat Yapan
Yayincilik, Ankara.

USTA, R. (2012). Kurumsal Kimlikte Kiiltiiriin Yansimasi. Halig
Universitesi Sosyal Bilimler Enstitiisii Grafik Tasarim Ana Sanat Dali
Y. Lisans Tezi, Istanbul.

VARDAR, N. (2003). Biraz Cesaret! Krizde Basarili 10 Markanin Opykiisii.
Markalasmada “Hayat Iksiri”. Reklamcilik Vakfi Yaymlari,

Istanbul.

VARDAR, N. (2004). Bana yeni Bir Ben Lazim. Marketing Tiirkiye Dergisi,
(12) 60.

VARLI, E. (2004). Biiro Tasariminda Kullanict Standartlari ve Teknoloji
Kullamimimin Degerlendirilmesi. Trakya Universitesi Fen Bilimleri
Enstittisii Mimarlik Ana Bilim Dal1 Y. Lisans Tezi, Edirne.

YEYGEL, S., ELDEN, M. (2006). Kurumsal Reklamin Anlattiklart.

Beta Basim, Istanbul.

YILDIZ, C. (1997). Kurumsal Kimlik ve Sembol.

117



APPENDICES
A. INTERVIEW WITH CAGRI KAAN CETIN

BASAK TORGAY:

Tasarim ekibiniz ka¢ kisiden olusuyor? (Gorevleriyle birlikte belirtebilir
misiniz?)
CAGRI KAAN CETIN:

Ofis kadromuz 6 kisiden olusuyor. 4’iimiiz Mimar, 2’miz I¢ Mimar.
Genellikle bir arkadagimiz proje yoneticisi olarak goérev aliyor, projenin biiyiikliigiine
gore diger ekip arkadaslar1 destek verecek sekilde gdrev paylasimi yapiyoruz. Is
hacmimizin biiyiikk c¢ogunlugunu tasarim ve uygulama birlikte olan projeler
olusturdugu i¢in, tasarimda gorev alan kisi mutlaka santiye de aktif olarak gorev
aliyor. Tasarim ve Uygulama asamalarinin miimkiin oldugunca bir arada

yiiriitiilmesine gayret ediyoruz.

BASAK TORGAY:

Her zaman kullandiginiz belli bir tasarim yonteminiz var mi1?

CAGRI KAAN CETIN:

Proje ihtiyaglarina gore tasarim yontemlerimiz sekilleniyor. Ancak proje ne
olursa olsun, oncelikli olarak mutlaka dogru ve ¢alisan plan1 olusturmaya gayret
ediyoruz. Gorsel konsept fikirleri ne olursa olsun, makine gibi islemeyen bir plan
yerlesimi o projenin islevini yerine getiremeyecegi anlamina gelecektir.

Ornegin; bir ofis harika bir gorsel etkiye sahip olabilir, ancak departman

iliskileri, sirkiilasyon aglari, hacimlerin islevsel iliskileri dogru ¢6ziimlenmemisse, o
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ofis plan diizleminde c¢alismiyorsa, o ofisin aslinda gercek anlaminda bir “ofis”
olmadigini soylemek miimkiin.

Bunu yakalayabilmenin yolu ise, miisteri/kullanici’nin ihtiya¢larin1 dogru
olarak analiz etmekten geciyor. Kullanici ihtiyaglar1 dogru tanimlandiginda, dogru
plan ortaya cikiyor. Plan ¢oziimii son asamalara gelirken, hacimler daha tanimli ve
net hale geldikge, gorsel konsepti de diisiinmeye bagliyoruz. Gorsel konseptte de
elbette ki kurumsal kimlik, ofis tasarimlarimiz igin 6nemli bir etken oluyor.

Genelde acik ve diplomatik bir tasarim ortami yakalanmasina gayret
ediyoruz, en deneyimlisinden en deneyimsizine herkesin fikirlerini agikca ifade
edebiliyor olmasina onem veriyoruz. Bu da tasarim ¢izgimizin daha dinamik ve

esnek olmasina yardimei oluyor.

BASAK TORGAY:

Bahsettiginiz gorsel konsepti agiklar misiniz?

CAGRI KAAN CETIN:

Mekanin miisteri/kullanici tizerinde biraktigi gorsel etki. Tasarimin form,
renk, doku, sicak/soguk malzemelerin bir araya gelmesi gibi Ozellikleri. Plan

semasini 3. Boyuta kaldirdigimiz zaman karsimiza ¢ikan tiim yiizeylerin 6zellikleri.

BASAK TORGAY:

Tasarim dilinizi i¢ mekana nasil yansitiyorsunuz?

CAGRI KAAN CETIN:

Onceki soruda da belirttigim gibi, 6ncelikli olarak dogru plan ¢oziimii, ve
dogru planin olugsmasini takiben gorsel elemanlarin ele alinmasi seklinde ilerliyor
stirec. Farkli projeler, farkli yaklasimlar gerektiriyor, 6rnegin daha geleneksel bir
kurumsal yapiya sahip bir sirket i¢in tasarlanan mekanda daha sade bir dil, daha
stabil cizgiler kullanilirken, daha gen¢ ve dinamik yapida bir sirketin ofisi daha canli
ve keskin hatlar ile olusturulabiliyor. Bu noktada kurumsal kimlik degistirici
etkenken, dogru ve calisan plan arayis1 her projemizin ortak noktasi olmakta.

Ayrica her sonucun cagdas, fakat zamansiz olmasini da hedefliyoruz. Yani
yeni gelismeleri takip edip uygularken, trendlere bagli kalmadan, kullanim omrii

boyunca giincel kalabilecek mekanlar elde etmeyi amagliyoruz.
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BASAK TORGAY:

Soru da bahsedilen mekanda ele aldiginiz gorsel elemanlar nelerdir?

CAGRI KAAN CETIN:

Gorsel elemanlardan kastimiz, yiizeylerde kullanilan malzemelerin gorsel
ozellikler, renk, doku gibi 6zellikleri, grafik ¢alismalar1 gibi eleman ve Ozellikleri
iceriyor. Bir ofisin karsilama mekaninin sekli, 6l¢iileri ve konumu ya da igindeki
elemanlarin plandaki yerlesimleri degil de, karsilama bankosunun tasarimi, logo

duvariin malzemesi, renkler vs. gibi 6rneklenebilir.

BASAK TORGAY:

Miisteriyle ¢alismaya  baslamadan Once miisteri  profilini  nasil
cikartiyorsunuz?

CAGRI KAAN CETIN:

Bu biraz ilging bir soru bizim i¢in, ¢iinkii hem son derece mantiksal hem de
son derece sezgisel ilerliyor siirec. Hatlar1 kesin olarak ¢izilmis bir yontemimiz yok
da denebilir aslinda. isin mantiksal tarafi mutlaka tam bir ihtiya¢ planinin ortaya
cikartlmasi. Kimi miisteriler kendiliginden bunu hazirlamis oluyor =zaten;
“departmanlar nedir, kag kisidir, ne tip servis veya rekreasyon alanlarina ihtiyaglar

2

vardir...” gibi. Bazen biz miisterimize sorular sorarak bu ihtiya¢ programim
kendilerinin olusturmasini sagliyoruz.

Isin sezgisel tarafi ise miisteri ile masaya oturdugunuz anda basliyor. Calistig1
sektor, lrettigi/sattigr hizmet ya da {iriin, miisterinin goriiniisli, sirketteki pozisyonu,
konusmasi, toplanti yapma sekli... Bunlarin hepsi kurumsal kimlik ve projenin
ihtiyaclart noktasinda kritik gozlemler. Cogu miisteri ne olduklarin1 veya neye
ihtiya¢ duyduklarmi ¢ok 1iyi ifade ederken, “kim” oldugunu ifade etmeyebiliyor.
Burada sezgisel olarak yaptigimiz gézlemler bizim i¢in 6nemli.

Ancak isin hem sezgisel, hem de mantiksal boyutunda kritik olan veri,
gecmiste yaptigimiz iglerden aldigimiz geri dontigler. Bu analizleri yaparken eski
deneyimlerimiz bize ¢ok yardimci oluyor. Olumlu ya da olumsuz, bu geri

dontiglerden aldigimiz verileri mutlaka bir sonraki projeye tasiyor, miisteri tipine

gore olumlu olan1 tekrar edip, hatali olan adimlardan ise kacinmaya gayret ediyoruz.
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BASAK TORGAY:

Mekan tasariminda malzeme, renk, aydinlatma ve formlara nasil karar
veriyorsunuz?
CAGRIKAAN CETIN:

Onceki cevaplarda da belirttigimiz gibi 6nce plan. Sonra kurumsal kimlik ve

mekanin ihtiyaglarina gore olusturulacak gorsel konsept. Miisterinin ihtiyaci olan
mekanin ruhu, aranan biitge ile birlikte, gorsel konsepti direkt olarak etkiliyor.
Miimkiin oldugunca dogal malzemeler kullanmaya gayret ediyoruz.
Kullaniciyr mutlu edecegine inandigimiz malzemeleri ve formlar1 yakalamaya gayret
ediyoruz. Isik i¢in oncelikli olarak maksimum dogal 151k kullanimi, sonrasinda da
optimum konfor kosullarinin saglanmasi bizim i¢in Onemli. Aydinlatma
elemanlarinda uzun zamandir ¢alistigimiz ¢oziim ortaklarimiz ile ¢alistyoruz. Uzun
zamandir birlikte ¢alistigimiz i¢in, onlar genelde ilk eskizleri ve planlar1 gordiikleri
anda, bizim ihtiya¢ duyacagimiz iiriinleri kendiliginden Oneriyorlar. Degistirmek
istedigimiz bir nokta olur ise genelde birkac revizyon ile nihai aydinlatma planim

olusturmus oluyoruz.

BASAK TORGAY:

Ic mekam tasarlarken ilk nereden bashiyorsunuz ve 1sik, renk,yerlesim
faktorleri nasil ortaya ¢ikiyor?
CAGRI KAAN CETIN:

Kisaca 6nce dogru plan yerlesimi ve hacimsel iligkiler, sonra kurumsal kimlik
151g¢1nda olusturulan gorsel konsept kararlari. Genelde planin olusturulmasindaki son
adimlari ile gorsel konsept ile ilgili ilk adimlar birlikte atilmaya baglaniyor.

Isik i¢in Oncelikli olarak maksimum dogal 1sik kullanimi, sonrasinda da

optimum konfor kosullarinin saglanmasi bizim i¢in 6nemli.

BASAK TORGAY:

Sizin i¢in kurumsal kimligin anlami nedir?

CAGRI KAAN CETIN:

Giliniimtiizde artik “sirket” ile “birey” kavrami artik neredeyse tamamen i¢ ige

denebilir. Sirketler artik sadece hukuksal diizlemde, kagit {izerinde degil, nerdeyse
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tamamen bir sahis gibi degerlendirilebiliyor. Bir sirketi artik geng, dinamik,
geleneksel, yenilikei, hareketli, duragan, saglikli, hirsli... gibi insanlar tarif ederken
kullandigimiz sifatlar ile tarif edebiliyoruz.

Onceki sorularda belirttigimiz gibi, artik bir sirketin “ne oldugunu” ve “neye
ihtiya¢ duydugunu” sorgulamak ile beraber “kim” oldugunu da sorgulamak
durumundayiz. Iste kurumsal kimlik, bu “kim?” sorusunun direkt cevabi. Ve bu
cevap olusturulacak kurumsal mekanin ana etkeni...

Dolayisi ile tasarlanan kurumsal mekan, belki de o sirketin evi oluyor bir
bakima...

Artik iki cam bolme, alg1 pan duvar ve iig-bes ofis mobilyasi ile kurumsal bir
ofis tasarimindan bahsedebilmek miimkiin degil... Kurumsal mekan'dan
bahsedebilmek i¢in daha fazlasina ihtiya¢ duyuyoruz, bu daha fazlasi diye tabir

ettigimiz de Kurumsal Kimligin ta kendisi denilebilir.

BASAK TORGAY:

Bir markanin kurum kimligine gore i¢ mekam tasarlarken hangi yontemleri
izliyorsunuz? Ve tasarim siireci nasil gelisiyor?

CAGRI KAAN CETIN:

1-Miisteri ihtiyaclari dogrultusunda, analizler 1s1ginda olusturulan dogru ve
calisan yerlesim planinin olusturulmasi.

2-Kurumsal kimlik 15181nda, olusan plana gore gorsel konseptin sekillenmesi.

Iki asama arasinda kesin bir bitti-basladi durumundan s6z edemeyiz. Genelde
ilk asamanin sonunda ige ice gecip birlikte ilerliyorlar, bir miiddet birbirlerini
etkileyip degistirebiliyorlar.

Daha mekanik olarak; Oncelikle analiz, sonra iki boyutlu planin ortaya
cikarilmasi, son olarak {clincii boyutta yerlesim plan1 hacimlerinken, gorsel
kararlarin alinmasi olarak da siralamak miimkiin.

Gorsel kararlari ise, kurumsal kimligin ihtiyaglar1 dogrultusunda aliyoruz.
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BASAK TORGAY:

Markafoni firmastyla ¢alismaya nasil karar verdiniz?
CAGRI KAAN CETIN:

Onlar bizi se¢ti demek daha dogru bir tabir olur sanirim. Elbette ki miimkiin

oldugunca kurumsal firmalar ile ¢aligmaya gayret ediyoruz. Bir ¢ok farkli sektorden,
farkli tip ve boyutlardaki sirketler miisterimiz oldu. Genelde mimar, tercih edilen
taraf oluyor, zaten bdyle olmasi da daha dogru. Zaten tasarimcisinmi tercih edecek
bilince, ya da boyle bir arayisa sahip olan bir sirket, genelde dogru kisiyi de bulmus
oluyor kendisi i¢in.

Markafoni i¢in, birka¢ firmadan teklif ve proje Onerisi alindi. Yerlesim ana
hatlar1 ile sekillendikten sonra, kendilerine bir konsept sunumu yaptik. Eskizler
izerinden yaptiZimiz bu sunum, tercih edilmemizde ana sebep oldu. Son olarak fiyat

ve biitce de karsilikli olarak anlastiktan sonra projeye asil start1 verdik.

BASAK TORGAY:

Markafoni firmasinin ofis binasini tasarlarken nasil bir yol izlediniz?
Renkleri, malzemeleri, formlar1 ve 15181 belirlerken firma ile ilgili neleri baz
aldiniz?

CAGRI KAAN CETIN:

Kurumsal kimlik bizim i¢in ana veri oldu. Markafoni’nin geng, hareketli ve
dinamik bir sirket oldugunu goézlemledik. Bu da bizim ana konsept 6gemiz olan
Ribbon'un tasariminda etkili oldu. Ribbon’un fonksiyonel yapisinin yani sira;
Markafoni’nin kimligini ifade eden bir heykel gibi davranabilmesini istedik. Bunu da
biiyiik 6l¢iide basardigimizi diisiiniiyoruz.

Ayrica genel renk konseptinde, ofisin i¢inde iken Markafoni.com’un ana
sayfasini geziyormus gibi hissettirmek istedik kullanicilara. Sonucta Markafoni bir
internet sirketi, ve alig veris yapilan siteleri bu sirketin ta kendisi bir bakima.
Dolayist ile tipkr sitelerinde oldugu gibi koyu bir fon iizerinde kurumsal renkler olan
yesil ve pembeyi 6n plana ¢ikardik. Yesil ve pembeyi Ribbon’dan saglarken, koyu
fon olarak biraktigimiz diger mekanlarin bir fondan 6te kendi iginde karakteri de
olabilmesini istedik. Bunun i¢in monochrome olarak antrasit’in tonlari kullandik.

Malzeme secimlerinde ise biitge ve uygulanabilirlik ana etken oldu.
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BASAK TORGAY:

Markafoni ofis binasinin tasarim agamalarini kisa bir sekilde anlatabilir
misiniz?
CAGRI KAAN CETIN:

Once bize gelen brief iizerinden ihtiyag programini olusturduk ve plan
yerlesimine bagladik. Departman ve mekansal iligkileri, sirkiilasyonlarin akislarini bu
asamada 2. Boyutta dogru olarak ¢oziimlemeye gayret ettik.

Yerlesim sekillenmeye basladiginda konsept arayisina basladik. Markafoni’yi
ifade edecek tasarimi olusturmaya calisirken, Markafoni kurumsal renklerindeki iki
adet kurdeleyi ofis i¢inde dolastirmak, bu kurdeleyi sadece gorsel degil, islevsel ve
mekansal bir 6ge haline getirme fikri bu asamada ortaya ¢ikti. Plan ince uzun yapisi
ve tek bir sirkiilasyon aksina sahip olmasi ile bdylesi bir konsepti uygulamaya ¢ok
misait bir yapidaydi. Sonugta “Ribbon” adini verdigimiz yapinin ana hatlar ile ne
olacagi ortaya ¢ikmis oldu.

Daha sonrasinda “Ribbon”a takilacak, ya da “Ribbon’un olusturacagi mekan
ve elemanlan listeledik. Bu elemanlar1 parca parga eskizler ile c¢alistik. Daha
sonrasinda “Ribbon”u plan {izerinde sirkiilasyon boyunca dolastirirken,
departmanlarin ihtiyaglarina gére bu eleman ve mekanlar1 yerlestirmeye basladik.
Insan Kaynaklar1 igin bekleme ve agik toplant1 alanina mu1 ihtiya¢ var? Ribbon o
noktada kirilip biikiilerek bu alan1 olusturdu. Ceo odasi i¢in mahremiyet saglamak mi
gerekiyor? Ribbon iizerine bdliicii elemanlar saplanarak boliicii bir ylizey
olusturuldu. Cafe alanina etkinlikler i¢in bir sahne mi isteniyor? Ribbon tavandan
kirilarak yere iner ve bu sahneyi olusturur...

Projenin ilerleyen asamasinda biitge ve teknik ihtiyaglara gore plan ve
Ribbon’u birlikte revize ettik. Plan son halini aldiginda, “Ribbon”a {iretici ¢6ziim
ortagimiz ile birlikte tiim detaylar ile birlikte ¢alisarak son seklini verdik. Boylece
uygulama detaylar ile tasarimin son asamasi adim adim birlikte ilerlemis oldu.

Son olarak, ofisin geri kalan hacimlerinin “Ribbon” a bir fon olarak ele
alinmas1 diigiincesi ile tasarim asamasi sonlanmis oldu. Koyu renkli bir fon
olusturarak hem ana tasarim Ogemizi On plana cikardik, hem de kullaniciya

Markafoni.com’un i¢inde bir mekan olarak geziyormus hissini vermeye calistik.
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BASAK TORGAY:

Trendyol firmasiyla ¢aligmaya nasil karar verdiniz?

CAGRI KAAN CETIN:

Bir onceki yaptigimiz islerin etkisi ile, ofis i¢in ihale siirecine davet edildik.
Birka¢ farkli firmanin davet edildigi bu ihale siirecinde, konsept projemizi, 6n
yerlesim planmi ve &n biitge ¢alismalarini miisterimize sunduk. Isin sonunda tiim

bunlar1 birlikte degerlendirerek bizimle ¢alismaya karar verdiler.

BASAK TORGAY:

Trendyol firmasinin ofis binasini tasarlarken nasil bir yol izlediniz?
Renkleri, malzemeleri, formlar1 ve 15181 belirlerken firma ile ilgili neleri baz
aldiniz?

CAGRI KAAN CETIN:

Dinamik, interaktif, hizli ve her daim kendini yenileyen bir yapisi olan firma
icin ayni paralelde bir tasarim dili olusturmaya calistik. Ag¢ik ofis caligma sistemine
gore tasarlanan birimler, bu birimler arasinda belli akslara toplanan ve miimkiin
oldugunca herkesin kolayca ulasabilecegi ortak mekanlar ve tiim bunlar arasinda
ulasimi1 kolayca saglamaya yarayacak rayli sistem, tasarimdaki en 6nemli unsurlardi.

Oldukga biiyiik bir alana yayillmasina ragmen, 2,5 metreden az tavan
yiiksekligiyle ferah mekan algisin1 zorlayan ofis katinda, miimkiin oldugunca yatay
kesitli mekanik ve elektrik iiniteler kullanarak, agik tavanli bir yerlesime karar kildik.
Yine bu sebepten dolayi, yalin ve ziyaretgileri yormayan bir giris /resepsiyon
tasarimi gerceklestirmeye ugrastik.

Ofiste, gelecek i¢in On gorillen departmanlar arasi alan degisiklikleri
nedeniyle, tiim ¢alisma birimleri, aralarinda herhangi bir engel ya da boliicti olmadan
konumlandirdik. Boylece esnek bir yerlesim diizeni sagladik. Tiim toplanti odalari,
oyun odalar1 gibi ortak mekanlar1 ise ofisin ortasindaki ana kolon aksinin etrafina
belli bir harmoni ile yerlestirmek istedik. Konseptin en giiclii kismin1 olusturan bu
ortak alanlar1 adeta birer tren istasyonu ya da durak gibi kurgulayarak, bunlarin
arasinda da, su asamada realize olmayan ama gelecekte tamamlanacak bir rayh
sistem diisiindiik. Bizler i¢in bu sistem, hem calisanlar ve iiriinler i¢in bir ulasim

araci olacak, hem de sembolik anlamiyla tasarima giiglii bir katkida bulunacak.
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Diger renkli bir tasarim elemani olan orta kolon aksinin arasina zig zaglar
seklinde iz olarak islenen bisiklet yolu ve bunun iizerine yerlestirilen, indoor
antreman yapmaya olanak veren sabit bisikletler, ofis ¢alisanlarinin giin i¢indeki
stresini atmalar1 ve egzersiz yapmalari i¢in distiniildi.

Degisik ac1 ve yiiksekliklerde kirilmasiyla koridorlar boyunca belli bir
harmoni yaratan toplantt odasi dig kabuklari, ahsap malzemeden; farkli amaglara
hizmet veren diger sosyal mekanlar ise kaba insaat demirlerinin neon renklerde PVC
malzeme ile kaplanmasiyla elde ettik. Bunun gibi, ofis genelinde ahsap, tas gibi
dogal ve yumusak etkili malzemeleri; cam, c¢elik, plastik gibi sert ve islenmis
malzemelerle birlikte kullanilarak, dengeli bir tasarim dili olusturulmaya gayret

gosterdik.

BASAK TORGAY:

Trendyol ofis binasinin tasarim asamalarini kisa bir sekilde anlatabilir
misiniz?
CAGRIKAAN CETIN:

Stire¢ asag1 yukari tiim projelerimizde benzer ilerledigi i¢in, Markafoni ile
hemen hemen ayn1 siirecin izlenmis oldugunu sdylemek miimkiin.

Once dogru plam1 olusturmaya gayret ettik. Ofis alanlar1 yerlestikce
rekreasyon, toplant1 ve etkinlik hacimlerinin orta kisimda toplanmasina miisait bir
plan olmasinin etkisi ile, bu alanlar1 buralarda farkli hacimler halinde kurguladik.
Daha sonrasinda bu hacim ve elamanlari perspektif etkisini ve islevlerini géz ontinde

bulundurarak detaylandirdik.

BASAK TORGAY:

Markafoni ve Trendyol i¢in tasarladiginiz ofis binalarinda bu iki firmay:
birbirinden ayiracak olan 6zellikleri nasil belirlediniz?

CAGRI KAAN CETIN:

Bu soruya cevap verebilmek ne kadar miimkiin bilemiyorum. Markafoni,
Trendyol’dan 2 sene sonra gercgeklestirdigimiz bir proje. Sirketlerin kurumsal

kimlikleri de tasarim yapilacak alanin hacimsel 6zellikleri de (ki bu ikinci kisim
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tamamen sans) birbirilerine benzer Ozelliklerde. Hatta islevsel olarak mekan
ihtiyaclarinin da iki firma arasinda benzer oldugu sdylenebilir.

Ancak Markafoni’yi tasarlarken, “Trendyol’dan farklilagtiralim™ gibi bir
diisiince kafamizda hi¢ olmadi. Markafoni zaten bagka bir proje idi ve baska bir

firmayd1. Kendiliginden farkli bir karakterde tasarim ¢iktigint sdylemek miimkiin.

BASAK TORGAY:

Tasarimini yapmis oldugunuz mekanin kurumsal kimligini kim olusturuyor
ve tasarimdan 6nce bu kimlik size kim tarafindan ve nasil aktariliyor?

CAGRI KAAN CETIN:

Biz kurumsal kimlik tasarimi yapmiyoruz. Bu Mimarlik’tan ¢ok daha farkli
bir disiplin. Bu sorunun cevabi miisteriden miisteriye degisiyor. Daha ufak, sahis
sirketi diyebilecegimiz sirketlerde bu biraz daha sezgisel olarak, kisilerin kendi sahsi
ozellikleri ile ortaya ¢ikan bir kurumsal kimlik olabiliyorken, Markafoni gibi biiyiik
sirketlerde profesyoneller tarafindan tasarlanmis ve cizgileri net olarak ¢izilmis bir
kimlik oluyor. Biz daha ¢ok 6nceden belirlenmis olan kurumsal kimligin mekana
yansitilmasi noktasinda bu kavramla hasir nesir oluyoruz. Belki bu noktada bir iki

ajans ile goriismen seni i¢in daha dogru ve detayli cevaplara yonlendirecektir.

BASAK TORGAY:

Mekan tasariminda kurumsal kimligin etkisi nedir? Logoyu nasil ele
aliyorsunuz? Kimlik analizi nasil yapiliyor?

CAGRI KAAN CETIN:

Kurumsal kimlik iki farkli diizlemde mekan tasarimini etkiliyor bizim igin,
plan diizleminde ve 3. Boyut diizleminde. Planda kurumsal kimligin getirdigi bir
takim ihtiyaclar1 giderme noktasinda daha islevsel bir girdi oluyor. (Diyelim ki bir
giivenlik sirketi var, ve seffaf olmayan daha korunakli bir yapiya isaret ediyor
kurumsal kimlik. Burada ofis girisini ofis mekanlarin1 gdstermeyecek sekilde
konumlandirmayi tercih edebiliriz. Ama diyelim ki seffafligiyla dviinen bir medya

sirketinin girisinden tiim ofis alanim1 sergileyecek bir plan yerlesimine gidilebilir...

gibi.)
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3. boyutta ise daha gorsel etkilerden bahsedebiliriz, mekanlarin formel
etkileri, renk, doku, grafik tasarim... gibi.

Logoyu genelde karsilama mekaninda yalin ve algilanir bir sekilde birakmaya
gayret ediyoruz ve On plana ¢ikaracak sekilde tasarim yapmaya gayret ediyoruz.
Bazen markafoni’deki gibi cesitli tasarim elemanlarinda direkt olarak da
kullanabiliyoruz. Ancak ¢ok spesifik olarak logo iizerine diisiinmek yerine, daha ¢ok
genel olarak logo ve kurumsal kimligin mekansal yansimasini ya da ihtiyaclarim

okumaya calisiyoruz.

BASAK TORGAY:

Markafoni ve trendyol ofis binasi tasarimindan 6nce bu firmalarin kurumsal
kimligiyle ilgili olarak siz mi bir gbézlem yaptiniz, yoksa profesyonel bir ekip
tarafindan m1 size aktarildi?

CAGRI KAAN CETIN:

Ikisi bir arada denilebilir. Ama genelde biz gozlemlemeye gayret ediyoruz.

Markafoni i¢in konugmak gerekirse, agirlikli olarak ana fikir zaten
markafoni.com sitesini acgip inceledigimizde ortaya c¢ikti aslinda. Zaten markafoni
bizzat o internet sitesi, baska bir faaliyeti yok, dolayis1 ile kurumsal kimliklerini
direkt olarak oradan okumaya gayret ettik. Zaten tasarim da sitenin mekanlagmasi
tizerine ilerledi biraz da.

Uluslar arasi sirketlerde 6rnegin bu hem daha kolay hem de daha zor. Size bir
kurumsal kimlik dosyasi teslim ediliyor genelde ¢alismanin basinda. Orada zaten ana
hatlar ile ¢izilmis bir takim kurallar var; kullanilacak yazi tipleri, renk ¢esitleri,
renklerin kullanim miktart... Kimi kurumsal kimlik dosyalarinda tercih edilecek
mimari malzemelere kadar igaret edilirken, kimisi daha gorsel ve grafiksel noktada
zaman kazandirtyor hem de bazi belirsizlikleri ve hatalarin ortadan kalkmasin
sagliyor. Ancak ayn1 zamanda bazen fazla kisitlayict olarak biraz isi de

zorlagtirabiliyor.
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B. EXTRA PHOTOGRAPHS OF MARKAFONI OFFICE BUILDING

Figure 64. Sketches of Markafoni Office Building.

Figure 65. Sketches of Markafoni Office Building.

129



Figure 67. Markafoni Office Building Office Area.
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Figure 68. Ribbon Detail.

Figure 69. Ribbon Detail.
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Figure 70. Reception Area Detail.

Figure 71. Reception Area Detail.
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Figure 73. Customer Service Department Area.
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C. EXTRA PHOTOGRAPHS OF TRENDYOL OFFICE BUILDING
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Figure 74. Sketches of Trendyol Office Building.

Figure 75. Sketches of Trendyol Office Building.
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Figure 77. Sketches of Trendyol Office Building.
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Figure 78. Brain Storming Area.

Figure 79. Seminar Hall.
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Figure 81. Office Area.
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