TURKISH
BRANDS

Every
country
is as rich
as 1ts

brands.

™

FOUNDATION OF ADVERTISING

@ arcelik

©Nukhet Vardar






w arcelik

©Nukhet Vardar



Vehbi Ko¢ and
Lutfli Doruk in
the 60's.




From "A Passion for Manufacturing”
towards "Becoming a Brand"...
ARCELIK

The Brand in Brief

Studying the history of the Arcelik brand provides one with an insight
into the history of industrialization in Turkey. In the early stages, industrial
manufacturing gains importance; then later the level of production
increases. Then out of necessity, this is followed by the introduction of
technology, which contributes to the formation of brands.

Vehbi Ko¢'s knack for 'manufacturing first' is
shortly replaced with 'more, better and cheaper
manufacturing’'. Achieving this in a short period
of time, Arcelik soon went on to discover and
enjoy the advantages of advertising. So, as we
present over fifty years of the Arcelik brand, we
will also be reflecting the evolution other Turkish
brands experienced. Even though its history is
full of struggles and shortages, the Ar¢elik brand
has always looked forward, foreseen future
opportunities accurately and never once been
pessimistic. The two virtues that have always
accompanied Arcelik throughout this difficult
journey are a rich imagination and plentiful

information.
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Board
decision to
export hazel
nuts for
imported
sheet metal

Ko¢ Group and Arcelik AS in 2007

By 200% the Ko¢ group, which includes Arcelik, had emerged as a giant
holding company. It had a consolidated revenue of 34..5 billion USD
according to 2006 financial reports, thus becoming the only Turkish

corporation to enter the 2007 Fortune 500 list, ranking 19Oth. As of December
2007, there are some 100 plus companies in 30 countries, a 95,000 strong work force and over 14,000

authorized dealers and after-sales service centers under the Ko¢ Holding umbrella. Ko¢ Holding Honorary
Chairman Rahmi M. Kog stressed that Arcelik has played a large part in the overall success of the group (arcetik

Annual Report, 2006, p.11).

As of December 2007, 56.3% of Arcelik is privately owned by Ko¢ Holding while 21.3% is held by the public.
In October 2006 Arcelik increased its share of 22.36% in Beko Elektronik A.$. to 72.46%, becoming the
largest shareholder and so strengthening its position in the industry and taking a major step in co-managing
both brands. The company now reaches 17 million households in Turkey with the Arcelik, Beko and Altus
brands, and 75 million households worldwide with 9 different brands led by Beko and Blomberg.

Ko¢ Holding Chairman and Argelik Member of the Board Mustafa V. Kog¢ explained that 8 million USD was
invested in Changzhou CasaShinco, the company Arcelik bought in 2007 in China, and started manufacturing
Beko washing machines. Mr Kog¢ acknowledged China's great potential and emphasised that everything necessary

should be done in order to exploite this market (Ceyhun Kuburlu,“Kog Stopped Regretting and Started Manufacturing Washing Machines in China”,

www.hurriyet.com.tr, website accessed on 6 December 2007).

A Grand Journey

The foundation of Arcelik in 1953 was the brainchild of two men who successfully combined their personal
dreams and energies: Liitfii Doruk and Vehbi Kog. In 1930, Vehbi Kog was selling construction materials in
Galata Istanbul in his trading company Kog Ticaret TAS while Liitfii Doruk manufactured metal office and
hospital furniture in his Erel Celik Atélyesi under the Erel brand, purchasing some material from Kog Ticaret.
The friendship that started while trading led the two young enterpreneurs to join forces in a business partnership.
Both were full of ambition, energy and enterprising ideas. Vehbi Kog¢'s heart was always in industrial
manufacturing and mainly because of this Arcelik remained, for a long period of time, production-oriented.
Each step forward was directed at manufacturing more, better, more innovative, and higher tech products.

Karar Tarihi: 27.06.1957
Karar No: 28/1
Bulunanlar: Vehbi Kog, Bernard Sonman, Liitfii Doruk, Adnan Berkay

Gaz sobalari icgin ihtiya¢ olunan karbiiratorlerin Hiikiimetten doviz

almak suretiyle ithal edilmesi tesebbiisiiniin olumlu netice vermemesi
nedeniyle findik mukabili ithali imkanlarinin arastirilmasi
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On October 8th, 1953 the two partners decided
to start manufacturing metal office furniture and
for this purpose Vehbi Ko¢ bought land in
Siitliice, Istanbul which is still in use today. On
February 1st, 1955 Erel Celik AS started to sell

metal office furniture.

One dream of Vehbi Kog had thus been realised.
And the discipline, ambition and patience never
left him in his endeavors to carry out his dreams.
Before the year was over, the state agency for office
equipment, Devlet Malzeme Ofisi (the state owned
stationary company) bought a 15% share in the

company. In the Turkey of that time, one needed
to overcome many difficulties and shortages in

order to manufacture. For example, sheet metal
was imported because it was not locally produced
in Turkey. But importing was only possible with
state permission. The company experienced times
when it had to export scrap metal and sheet metal
clippings in exchange for importing sheet metal.
At other times, they had to export hazel nut and

tobacco in return for metal imports.

And so Arcelik arrives at the present
day, passing through numerous
difficulties, never giving up and always

chasing ever bigger dreams.

[ Saotliiiinia yuormnca QUIFSceRt 1eadate Taadut Katncak
YENI ARCELIK SURPRIZi:

ARCELIK

buzdolabs alanlara, 20 hatta miiddelle

HER HAFTA

Attributes of
Arcelik
refrigerators
are
communicated
in detail and
sales
promotion
activities were
carried outin
1967

[Yeni Ajans is
the advertising
agency.)

VERIYOR

(20 hatiada 1.000.000 lira ikramiys)

Decreasing Manufacturing Costs and
Increasing Sales: “Each day is one
step ahead of yesterday...”

At the end of 1966, as it entered its second decade,
Argelik published an annual report that very much
resembled those of today. The document showed
that Arcelik manuafactured whatever Turkey
needed. For example in 1965, Lambro, a tri-
wheeled motor-vehicle was manufactured in
partnership with the Italian company Innocenti.
The same year, Arcelik brand harvesting machines
were introduced.

Arcelik increased its sales seven fold between 1960
and 1965. Annual production output was a total
of 400,000 units in 1966, an incredible result
when contrasted with the 1960 figures. In five
years, Arcelik managed to manufacture parts used
for refrigerators locally and so reduce the imported
parts by 75% . Because of this, the average retail
price of 6,000 Turkish Lira (TL) in 1960, was
reduced to 2,500 TL in 1965. But to take the
price even lower, the sales had to increase even
further. So, for 20 weeks, a 50,000 TL worth of
prizes were given away each week to customers who

bought an Arcelik refrigerator.
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Arcelik
harvester
advertising
in 1967
[Yeni Ajans)



Arcelik
Annual
Report 1966

IMALAT
FAALIYETLERI
HAKKINDA
KISA BILGI

Onca punu belirtmek yerinde olur ki, ARGELIK tesislerl
her an gok cogit!l callk, piring veya allminyum s8¢ egya

Imél usul va sakillerdni plinlayan bunlerin muhtelif imaiit

Intikalinl safloyan «Oparssyon Pldniama Kis-
mi« kronsmetra caligmalarmin yapilip  degerlendirildigl,
birim iacillk standartlarmnm teshit edildigi, rasyonsl calig-
ma etidierinin haziriandsfs =Metot ve Zaman Etdt Kisnms
Istiheal MOhendisligi Subesinin faaliyet kollardir.
Makanik imalit, hazifiama ve ik montaj, boya, galvanoplis-
ti, plitgtik Imalit va son montn| dairalari seklinds ans grup-
lara i1l imiz faallyet rasyonal va serl
caligma Imkinianm sagliyacak har tdrlll makina ve tesis-
ler meveuttur. Fabrika'da geligmis bir faallyet gesidini
kil aden plistik Imaldt meyaninda yapilan I.ra?gylodll?*
Matilrel grandl b e do lovha
haline getiriimekte sonra dn imtma ve vakum altinda ka-
Iiplama prensiplerine gire caligan vakum presierinde go-
killendiriimektedir, Imalitin hzina gire ayarianabilen bir
komeeybr bitin  fabrikay: dolagarak dairsler arasidakl
Irtibat safjlamaktadir.
Ana sag ambarindan gelen sag Makas Dairesindeki birin-
cl iglemden gegtikten sonra evvelce hazrrlanmig operas-
yon: sirasina gire Eksantrik, Bikim, Hidrollk Pres Dalre-
lerinde Imal zamamn asgariye indirmek disincesi lle
3 muhtalif komple
kaliplarin yardimi lle; pléstik pargalar ise, levha halinde-
kI polystryol (polistrol) adli malzemeden 1sitma ve vakum
yolu ilo kahiba sivama prensipine giire calisan vakum pres-
larinde gakillondirilir.
Preslenmis pargalar lizumuna gire Seyyar. Sabit Nokta, DI
kig Kaynaklan, Gamurluk lgleri, Plaatik Kesimi, | Hazirla:
ma ve Ik Monta] Dairelerinden gegarak muhtellf llive opa-
ragyonlar girir ve guruplanir.
Boyaya hazir yari mamdller Fosfattama Dairesinde kimya-
sal olosak ar boyaya al-
verigll bir satih elde edilmek gayesiyle fosfatiama amall-
yesine tab| nrtulmakta, bundan sonrs Boya Dairesinde
elektrostatik tabancalarin astar ve son kat boya plskirt-
mek suretiyls boyanmakta ve her kat boyayr milteakip fi-
nnlanarak kurutulmaktade,
Muhtallf Imalit dairslerinde hazirlanorak konveybr Ile alt
olduklan  Son Mentaj Bandtlarina gelen yar  mamdil
lor tam bir Iy bBIOmO va muhtelif oparasyon Istasyoniar
esasina dayanan iglemlerle gruplanmaktn ve mamil satisa
hazir vaziyete getiriimektadir,

imaliting imkin verecak. sekiide micehhazdir ve talepier
dakl defisikiige. cesitliiige gayet cabuk intibak sdorak
serl ve rasyonel gal q

sahiptir,

Mamilliarin garak konatriktlf ve estetik esesiara dayons-
rik Imil adiimasi, gersksa memiskat gartiarina va mds.
rehlikc temaylilarine covap versbiimasi gayesi ile galizan
va devamh sragtrmalar yapan Konstriksiyon Subesi te-
mamen ARGELIKTn mali dizayniar hazirlamaktadr, [st
sal Mithandisiigl Subesi binyesindeki Kalip :
Blrosunda iGaumlu kaliplar va sparatiar konateikee aedil-
makta ve modarn Kalip Atelyesi bunlar imal etmektedir,
Devamli ‘va yikssk istihsalin sajlanmas gayesiyle mal-
gemae spasificasyon ve sartnamelerinin, malzame hirim
standartlarmin va malzeme terminalinin hazrlandii Mall-
yat Azaltma M0 besinin dnem-
Ii bir fanlivetidic.

Testimonial advertising based on real customer
letters started that same year. One of these,
the 'Use Locally Produced Goods
Campaign Week' used a
composition written by the
primary school student Jale
Akmanoglu, submitted by her
teacher from Ankara. For the
little girl the Ar¢elik brand

symbolizes wealth.

Arcelik summarized its activities of those days as

"Each day."

ukhet Vardar

An example of
Arcelik
testimonial
advertisement
in 1967

(Yeni Ajans)




Minutes of
Meeting
containing
the Board
Decision for
an
Advertising
Campaign,
1958
(Arcelik 45th
Anniversary
document.)

From "Consumer Promotions™ to "Brand Building”

In the 1960s, the concept of brand building was not widely used, if at all. But the records include
a Board decision for an "advertising campaign in the largest selling daily
newspapers read by the potential buyers, in order to provide an idea about
the company and its products.”

Karar Tarihi: 01.10.1958

Karar No: 43/16

Bulunanlar: Vehbi Kog, Talat Kizilviranoglu, Bernard Sonman,
Adnan Berkay

Fabrikanin tanitimi ve mamul gesitleri hakkinda fikir vermek {izere yiiksek

tirajli ve muhtemel ziimreler tarafindan okunan baglica giinliik gazetelerde

reklam kampanyasina girisilmesi igin Fabrika Idaresi’nin yaptigi teklifin

kabul edilmesine, Fabrika personelini var olan hayat pahaliligindan bir |
dereceye kadar kurtarip ferahlatmak iizere bir aylik maas ve lcret i
tutarinda ikramiye verilmesine karar verildi.

1960 company records show that the Managing Board wanted to find out how much of a budget allowance for
advertising was required, and for it to be part of the annual sales figures. The 1966 company organization
chart contains "Advertising and Propaganda"”, "Statistics", "Market Research" departments.

Minutes of
Meeting as
early as 1960
asking
advertising
allowance be
researched.

Karar Tarihi: 28.07.1960

Karar No: 61/34

Bulunanlar: Vehbi Kog, Talat Kizilviranoglu, Bernard Sonman,
Litfii Doruk, Adnan Berkay

israil AMCOR Firmasiyla varilan anlasma geregince buzdolabi imalatina
gecilmis oldugu, montaji yapilan ilk buzdolabinin 27.07.1960 giinii piyasaya
siiriildiigii, glinde 20 adetle baslayan montaj seyrinin devamli surette
artmasinin iimit edildigi, piyasadan biiyiik talep ve ragbet gbrecegi
konulari anlatildi.

Arcelik’i veya gegitli mamulleri tanitma bakimindan reklam tekniginin
yayin, sekil ve tarzinin belirlenmesinde Fabrika Idaresi’nin yetkili
oldugu, bununla beraber reklam konusunda harcamanin genel hacmi ile satig
cirosu arasindaki iliskinin tespiti konusunda prensip karari alindi.

©Nukhet Vardar
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In an early
Arcelik
refrigerator

advertisement,

abyear
guarantee is
offered. 1962
(Arcelik

45th
Anniversary
document)

In other words, advertising was the focus of how Ar¢elik looked at business from
the earliest days. Because advertising meant more sales, and more sales
meant more, and better, manufacturing...

ARCELIK

The White Goods Industry Today

The white goods industry (refrigerators, washing machines, kitchen ranges and dish washers) in Turkey has
generally enjoyed a steady growth since 1988, except for the periods of economic downturn. This industry is
a mirror of the Turkish economy. And so the market suffered severly from the economic crisis of 2001 and

only recovered slowly in 2002 and 2003. However, 2004 went down in history as a
golden year for the white gOOdS industry: sales exceed 5 million units for the first time

that year. (The highest sales figures before were 3.973 million units in 1998.)

This huge increase can be explained by an earlier postponement in purchasing. The economic crisis of 2001
hit household budgets and consequently the demand for white goods was postponed. These postponed purchases
were then made in 2004..

There are two other variables that explain the state of the white goods industry: total population of the country
and the number of new marriages in a year. When there are no economic crises, the white goods sales curve
shows an almost identical development to that of population and new marriages. Forecasts in 2004 and
onwards all agreed that the growth in the category would come from small household appliances, personal
computers and home comfort N ] ‘t\av ﬁar the total white goods sold in
Turkey reached 5.5 millon units=If an e'ret g eo 4&5 is‘assumed, the total market became

worth approximately 2.0 to 2.5 billion USD.
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Source: Arcelik data.

Ko¢ Companies and the Importance of Distribution Networks

Vehbi Kog always believed that for Argelik to become the market leader, it needed to maintain its good quality
in manufacturing, and also provide a good sales force and a good after-sales service. He pointed out that that
if these three were well-formed and worked in harmony, then the brand would be successful under any
circumstances. With more than 1,600 Argelik authorized dealers, and 600 Argelik and Beko after-sales service
points as of December 2007, it seems that his words have not been forgotten.

Aka Giindiiz Ozdemir, who has been with the Group since 1972, first as the General Manager of Beko between
1991 and 1999 and then as the General Manager of Arcelik since December 2007, explained that the dealership
system is particular to Turkey and that Ko¢ chooses dealers with utmost care. He goes on to say that this system
provides an incredible information system and database, that the dealers in cities and smaller towns have large
influential social networks and that they know their customers in minute detail, and so act as live individual

Customer Relationship Management (CRM) operators. This is very much like the neighborhood grocers who
know in detail each household in their neighborhood, what happens, what is in demand and so on. And this

is, in fact, where the strength of the organization comes from.

The dealership system, one of the major competitive advantages of Arcelik, is made possible by making all the
dealers feel that they are an important part of the Arcelik family. The management has always seen the annual
dealer meetings as very important: the first ever annual dealer meeting was held in April 1966 and the
programme has never once been interrupted. President of Lowe Advertising Agency Turkey, Nesteren Davutoglu
who worked on the Arcelik account as the Account Director between 1980 and 1987, highlights this as another
indication of the importance attributed to the dealership system:

©Top management always encouraged the dealers to express themselves freely. The seating plan for the meeting
always put the dealers face to face with the management around a large table. Once, the podium was thought to be
too high, so just before the meeting it was sawed off to the level the dealers were used to.3

©Nukhet Vardar

The tradition is still alive today.

Demand
Curve for
White Goods
for
1993-2006 in
Turkey

Arcelik



Letter by
Vehbi Kog to
Ankara
Region
Dealer
Conference
in 1969 -
(Arcelik 45th
Anniversary
book p.69)

Bagkent Edilpesl
rq 1ik Sorvis izt Lo
Tya Giks 1]' cad.la. 6

pE K LB A

Bay Mehmat Eari,

HMr ginaf miiessssonin oyakts durmss: lig geye bailidir;

1. Faliteli L=mld
2] tyl biT satig tﬂ kilita ve
3. Mifkermel biT servis.

Pu gl 4yd kurulur vo ahenili oir gokilde galisms temin eallir-
a5 muvekivet derccesl qok yilksak olur.

L '.’a;'r-r. mamallerdokl sraizenan sliratls gl-
3141 trnin etmez ve hekziz yere fezls veya musi pare
sptiglards oliyilk aksemelsr gbrilil
hl-n oldufunu, bir kere daha b
nig icap cttifine ilszsret otme
fakiyetler diler, pdzlerinizd

'd

Vehbi Fog

Manufacturing... Manufacturing...
Manufacturing....

Having set up the first manufacturing plant by
the end of the 50s, Arcelik focused on

manufacturing during the next era. 1 he first
Arcelik washing machine came

out in 1959 and the refrigerator
in 1960. The period between 1959 and 1968

became the years of pursuing their goal of
manufacturing higher quality products faster, at
less cost. Increases in demand on one side and
also Turkey's potential membership of the
Common Market (later to be called the European
Community) gave early warnings that Turkish
industries would soon be facing tough competition
from foreign companies in the Turkish market.
This resulted in the manufacturing plant
relocating to Cayirova in 1968.

The manufacturing focus of Arcelik soon triggered
the growth of local companies manufacturing
components. This forward thinking eventually
constituted an important development for the
Turkish economy by helping fo
industries. When importing te
possible Arcgelik had to rely on creating its own
technology...

Research & Development (R & D) activities
increased between 1980 and 1990 and an R&D
Center was established in 1991. With this, Arcelik
started to move towards a point where developing
their own technology became a reality. This now
constitutes the cornerstone of the Argelik brand
and prepared Arcelik for domestic and foreign
competition. By the time the agreement for the
European Customs Union was signed in 1996,

the Turkish supplier industry had already
developed. So, the movement created by
Arcelik enabled the supplier industries
to survive the Customs Union while the
supplier industries in most other
countries collapsed when faced with
similar cicumstances. Far sightedness
and imagination had paid off once

more.

The new technology, which is also reflected in the
new logotype, not only served as leverage against
the competition but was also a driving force behind
the branding efforts from 2002 onwards. Arcelik
had important things to say and would base its

brand promises on these. And so the

journey that started with a focus
on manufacturing and continued
with leadership in technology is
now heading to a victorious finish

of a brand loaded with

technological superiority. we shall
now go on to look at this marathon of brand

building.

©Rlkhet Vardar






End of the
1950s.
Metal
furniture ad
with second
logotype
[RV archive)

Arcelik Logotypes and Their
Discourse

Arcelik has used 7 different logotypes up until
now. Unfortunately we can only provide the stories
for some of them. In 1965 Argelik organized a
creative competition among graphic designers
and the winning work was published in the dailies.
The first place went to Ahmet Giileryiiz and the
winning logotype was used until 2000.

By looking at the Argelik logotypes and studying
the ads from this period, we see the developing
priorities of the brand. By the end of 1950, metal
office furniture was being advertised. But by the
1960s, ads for new washing machines and
refrigerators were also appearing. The Arcelik
logotype then comprised of capital letters and the
initial advertising agency was Faal. Then some
time after 1966, Yeni Ajans got the account. In
the early days, the benefits of the products were
highlighted, but after 1966 their advertising began
to focus on the falling prices in white goods. And
as early as that time, Arcelik was also running sales
promotions based on installment payments.

Gelik esya mevzuunoa en istlin Avrupa kalitesiyle
boy &lgligebilecek bir marka

ARCELIK
==

MUNTELIF BORO ESVASI GELIK SA[ KALORIFER RADVATORLERS
KARRORATORLD GAT S08ASH CAMAYIR SAKINES]
TERMOSTATLI BANYO S0BASH BOKME $A¢ PROFILLERDEN DOGRAMA

AR QELIK A.§

Silllice, Haraang Caddess, No. 9-4 Haheoglu-lstanbul Tel.: 44 8724

Argelik
logotypes

Ahmet
Giileryiiz

Winner,
logotype
designed by

ARCELIK

ARCELIK
Pl a]
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1960s. Ads

by Faal Ajans
Yaluis vazin degil... using third
o phase
KISIN DA MUTFAGINIZ SICAK OLUR logotype
(RV archive)
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In the 60s, TV was not yet part of Turkish life and advertisments could only be shown in cinemas. So Argelik

ran refrigerator advertising in the form of “Stone Age” cartoons. These cartoon animations were in color but

deliberately un-dubbed.

Frames from
1960s
Arcelik
refrigerator
advertising
[Necip Sarici
archive)
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In the 70s, more advanced product attributes were advertised. Examples include “The best refrigerator of
1972” and “The machine that can wash 29 towels at a time”. This was possible because the consumers had
learned about the products by this point and had even started to compare them to their competitors. The first

air-conditioner advertising also appeared and the Argelik Super Iron's steam power and 6 programmes were

communicated to cinema goers.

Frames from
Arcelik
Steam Iron
Cinema
Advertising
[Necip Sarici
archive)

In the 70'ies,
Arcelik uses
5 logos,
communicates
superior
product
attributes
(Yeni Ajans) B p——
[RV archive)

* Ghemel Satievlare: BEND TICARET A §.c Istlal Cad. 244, Beyojhy, 493800 - BURLA BRRADERLER we §oc: Hozaron Cad B1-83, Kanukly, 44 4120

"Arcelik, a Member of the Family"”
Positioning: 1980 to1987

Without question, many people and companies
have contributed to a major brand building
campaign for the company which has been in
existence for fifty years. Our aim here is to
highlight some of the advertising campaigns that
underlined the different periods in Arcelik's
history.

Starting with the 80s, we can see Argelik
positioning itself as a brand that enters households
to make the Turkish housewives' life easier and
more comfortable. The idea for this positioning
is credited to two legendary figures of Argelik
heritage who profoundly shaped the future of the
company: Yusuf Atag, in charge of manufacturing
and Cengiz Solakoglu, in charge of marketing. In
those years, manufacturing and marketing did
not collaborate much but Ata¢ and Solakoglu did,
successfully pioneering in this field. According
to a member of top management, “ [The two] did
not pull the company towards the future, they
pushed towards it.” Together, they incorporated
the research findings from Nezih Neyzi's Peva
Research in their marketing plans...

©Nukhet Vardar



Arcelik by then had I or 2 products in every household and aimed to improve the living

standards of families with its brand building activities. Major brand investment was undertaken
to create a demand for TOQ - Tam Otomatik Camagir Makinesi (Fully Automatic Washing Machine) and the
drier. During this period, Argelik pioneered the modernization of Turkish family life, forming a different

relationship with the consumers, away from commercial worries

To illustrate how Arcelik benefited from
advertising in order to deliver its promises
Nesteren Davutoglu says this in her memoirs:

®There was also TOC but it was not what Arcelik was
most proud of, because the machine moved due to
the vibrations from the engine. The myth of ‘'walking
TOC' spread. Jokes were a-plenty. ‘We loaded and
started the machine and went to sleep. Later, there
was a knocking on our bedroom door. Guess who had
arrived ? TOC!" We discussed all this with our client,
because we knew how much Arcelik cared about the
product quality. But even when the problem had been
solved, the humor carried on. And so we came up
with the ‘cigarette stick test” commercial. Since there
was no vibration from the engine anymore, the stick
placed on a TOC stayed put and did not fall. We shot
the commercial in real-time, with the machine really
at work! 3

(Nesteren Davutoglu, Ada‘da Zaman, Epsilon Yayinevi, 2002, p.87).

Ersin Salman, founding partner and agency
president of Ajans Ada at that time, relates a vivid
example of how Ar¢elik advertising was developed

from marketing needs:

¢ There was this 365 A model, designated to stimulate
the replacement market. But there was no such
market. A refrigerator was a life-long durable. When
purchased, it was used for twenty-five years. But they
said they wanted to motivate this replacement market.
If my memory serves me correctly, Ali Taran was
working in Ajans Ada at the time and he targeted the
aged refrigerators. Rot and rust, food spoiling, over-
icing, noisiness, all those problems. The campaign
focusing on these points and sending the message
‘change that old refrigerator’ was very successful.
We worked affectionately with Arcelik many long
years.»

(Kemal Sezer, Reklamin Sokak Cocugu, Reklamcilik V; yinlari,j)2005segond
edition, p. 143). l I et V a

Like Ersin Salman, everybody we interviewed for
this article agreed that Arcelik and its advertising
agencies always enjoyed good teamwork. The
colorful briefing meetings, advertising—marketing
meetings at breakfast in Sitliice, and working
environments of mutual understanding and
sharing, all point to a healthy and productive
advertiser-advertising agency relationship. Even
the number of payments in installment consumer
promotions was discussed with the advertising
agency. Many recall that advertising was seen as
an integral part of marketing. A common
testimony reflects this:

=
¢ We always felt that our recommendations were valued, 8n 15
our ideas listened to and our importance recognized.» 2

Turk mutfaginin en yeni ve Lstiin buzdolabr diretildli
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Consumer Perceptions of Arcelik: From Product to Quality and Trust

Can Cagdas, who assumed different responsibilities in the Ko¢ Group between November 1990 and December
2002, including the Arcelik Market Research and Advertising Directorship, explained in our interview how
the consumer's perception of Argelik changed in the 1990s. Research indicated that the consumers viewed
Argelik as 'refrigerator’ and 'washing machine'. So steps were taken to strengthen the '(a) member of the family'
positioning, because it was important to step out from the product based perception and to become a brand
that quickly formed relationships with its consumers.

It is worthwhile mentioning here the Ar¢elik Product Planning Council, which, as explained by Can Cagdas,
played an important role in the move from product to brand. The council comprised of five mid-managers
from manufacturing and five from marketing, and met every month for half a day to review consumer wants
and needs and to discuss new product development. Minutes from these meetings constituted the input for
new market research. Contrary to the manufacturing and marketing departments staying away from each other,
which was typical in traditional companies, the parties in Arcelik felt that they were all working together. The
council, no doubt, had made the Arcelik brand 'consumer oriented’.

Putting the Consumer First: the Consumer Help Line

The first consumer help line in the white goods industry was launched by Arcelik in May 1991 and 'Putting the

consumer first' went into action. Can Cagdas recalls:

€ We had approximately 23 million pieces in the market, most of which were over 20 years old. Given that state of affairs,
starting a consumer help line really takes guts. But before we started the line, we took serious measures in authorized
service points so that we could take care of most problems within 24 hours. Demand for service was never over the
estimated averages, anyway.»

In those years initial steps were taken to prove that Argelik was on the side of consumers.

Regular Investments in Brand Building

Arcelik has worked with different advertising agencies over the years. But of course, every agency has a style of
its own. This is reflected in Argelik advertising and plays a role in the brand reaching us today. Arcelik Marketing
Director Murat Sahin sees their partnership with the advertising agencies in two stages: sometimes the work
was assigned to one agency, and sometimes to more than one. Between 1995 and 1998 Arcelik worked with
three agencies. Cenajans was responsible for white goods and consumer promotions, Saatchi & Saatchi had
music centres, vacuum cleaners and small home appliances, while Birlegik Reklamcilar worked on heating and
air-conditioning systems. To maintain a common brand platform, all three agencies focused on 'Ar¢elik' and
'family’ in their advertising. But since the target consumers and respective benefits were different for different
products, a somewhat different lifestyle can be seen in different pieces of advertising. Of the three, Birlesik
Reklamecilar left the agency rostrum first, followed by Cenajans. Arcelik brand building continued with Giizel
Sanatlar between 1998 and 2001 (the Agency name was changed to Giizel Sanatlar Saatchi & Saatchi in January
2000). In 2001, advertising went again to another single agency, Y&R/Reklamevi.

Working with more than one agency meant getting contributions from more creative people and creating brand
richness. But different agencies approached brand building with different personalities and styles, sometimes

causing problems in total brand@m v rk_itjn s}t 1\% ﬁs i ents often resulted in difficulties
in the coordination of internal Ut o E wo ar aTn



Different Masters and Their Contributions to tl
The 1994 Saatchi & Saatchi campaign “Mom's time is mine”
positive effect on the white goods too. Most see this campaig

emphasis moved totally to the consumer, their wants and eve

Frames from
“Mom's time
is mine"
L=l campaign
- - - ’ = 4 r} \ 1994
4 £d% : 5 - (Saatchi &
Saatchi)
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The 1996 campaign by Cenajans titled 'Flagship' highlighted quality in Argelik products and used the latest
film technology. Arcelik was widely seen as the flagship of the group after this campaign. But the style was still
found to be distant to the consumer, a bit cold and slightly overpowering.

Frames from
Cenajans
commercial
“Flagship™
(199¢6)

In 1998 Giizel Sanatlar's campaign "To life" aimed to win the hearts of consumers. Product attributes and
technological innovations were mentioned and tied to consumer benefits. Examples of products in use and
happy moments in life left a sense of "Arcelik eases my life, and exists for me."

Print ads
from 1998

Zamane cocuklan! Tolte”
(Saatchi &
Saatchi)

€)Y  En son teknolofit Argelik yeni seri camasir makineleri... | ARCELIK |

©Nukhet Vardar




The contribution of their own technology to the Arcelik brand gained momentum after the R&D department
was established in 1991. This can be seen in the 1998 Giizel Sanatlar Saatchi & Saatchi campaign for Arcelik

Orbital washing machines which mentions the 'Direct Drive' feature.

Frames from
1998
"Direct Drive"”

Reklam giizel de... crevr

Saatchi)
Direct Drive’in Direct Drive’in
annelere habalara
faydasi ne? faydasi ne?

(Gamaginin cinsine gore (Gamasir miktarina
program onerir. gore elektrik ve su harcar.

Hemen yikanmasi gerekenleri —
30 dakikada yikayverir.

AAA sinifidir,
En az elektrik sarfiyatiyla
en iyi temizligi saglar.
WoolMove dzellidiyle
yunlileri elde
yikar gibi yikar.

Motoru, dinyanin
en sessiz motorudur.

19

Arcelik

i e e warcelk

Brand communications focused on product attributes in one period and the warm, sincere, emotional

relationship with the consumers in the next until the new advertising partnership with Y&R/Reklamevi began.
The period with Y&R/Reklamevi based brand communication on two important
components: Arcelik's technology and the warm cute look given to that technology.

The Suit Fits No More...

Arcelik decided to change its logo in 1995. All research had pointed to Arcelik being cumbersome, the brand
of our mothers and fathers from 60s, and away from innovation and technology. The younger generation
who would soon start their own families and homes extended to millions and they needed to learn about
Arcelik, all its innovations and R&D activities. The logo hadn't been revised since 1965 and nothing else apart
from minor cosmetic changes had been done.

With R&D starting in 1991, more technological innovations were reaching the consumers, targets were higher,
and plans to enter the world markets were made. The old suit fits no more. But the economic crises changed
the priorities and the logo change didn't take place until seven years after the initial decision.

Arcelik now needed to reveal its technological innovations, heralding to the consumers that it was ready to
come out of its shell in line with its new corporate vision.

©Nukhet Vardar



Two
consumer
collages
from 2000
Arcelik focus
groups by
BAREM
Research.

Arcelik in 2000, According to the Consumers

Focus group research commissioned in 2000 asked consumers how they perceived Argelik then and how they
would like to see it in the future. The findings were revealing. Some of the clip-art visuals used by the consumers
in their collages to depict Argelik included "Traditional family. A bit aged. Military. Hamamizade Ishak Efendi
(an historical music composer). Old TV sets. Managers in black and white photos. Black and white photos of
past Miss Turkey's. The British Royal Family. An old lady with back pain. A wooden bridge. A classical painting.
Old shots from Turkish TV authority broadcasts. Turkish carpets...".

The same groups said they would like to see Arcelik
in the future as: ' Omiling. Smiling
youngsters. Young women.
Motor sports. Cute babies.
Luxury cars. Happy families.
Family values. Portable shelves.
Astronauts. Computers.

Ataturk..."

Qualitative research commissioned by
Y&R/Reklamevi for the agency pitch, asking Basto~
"If Argelik were a person, what klnd would it ];iz"

het V

reached similar conclusions.

Answers to

“If Arcelik
were a person,
what kind
would it be?"
Y&R/Reklamevi



The New Logo and the Birth of Celik

It was eventually decided that "a spokesperson” should communicate the promise of high technology and this
became the consensus. A symbol that would be easily perceived and accepted by the consumers, that would
explain the technology in plain language was sought. And so the "Celik" character came into being. Celik the
robot was conceived with the utmost consideration to represent high technology on the one hand but also
behaving and talking like a typical Turk on the other so that is was seen as 'one of us'. Attention was paid to
every detail of its character to enable Celik to establish relationships with the consumers more easily. General
characteristics of the Arcelik Orbital line were used in Celik's design. Y&R/Reklamevi and Anima worked in
close collaboration for two months to finalize the design. Celik was a symbol of the level Argelik technology
had reached, a robot that was powerful, wise, knowledgeable and self-confident. This self-confidence was

reflected in Celik's protruding chin and round, wide forehead. It also had a bit of a belly because Celik is a
Turkish robot representing a typical Turkish male!

Arcelik
=

Early drafts
for Celik
[Anima)

©NuUkhet Vardar



Gayirqua, Saat 02:15




-4

-

\

.l‘
Frames from “Night Guard:Who's there?”

The guard, touring the factory at night, singing a folk
song, suddenly notices bizarre things happening:
The machines started working by themselves.
Guard - "Who's there?”

Guard - “Why are the machines working?”

Guard - "Who's there?”

Frames from
“Night Guard:
Who's there?”
Celik Campaign
Teaser 74"
2002
Y&R/Reklamevi
Campaign




The first
version of
Celik and final
visuals from
the film
[Anima ve
Y&R/
Reklamevi)

Once the decision to use Celik and the drafts were
ready, a group of people from Argelik and
Y&R/Reklamevi traveled to New York to consult
Ivan Chermayeff, the famous graphic designer
who had designed the new Kog logo. Chermayeff
advised making Celik's body smaller, his head
larger and the eyelids bigger to make for a more
easily lovable character. The craftsmanship of
Anima and the resulting animation competed
with state-of-the-art Hollywood productions.
The first set of films shot between 2002 and 2003
were directed by Sinan Cetin. After December
2003 Kare Kare Prodiiksiyon shot the films. The
peculiar, melodic speech of Celik was dubbed by
Ozkan Ugur and digitally remastered for a
mechanical touch. The gestures and mimics Ozkan
Ugur made during the dubbing sessions were

eventually incorporated into C Mﬁk et
Arcelik had succeeded in creatin r

without resorting to a 'real’ one.
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TURKIYE'NIN
EN BEGENILEN

SIRKETI

&

.- o B

3 L 4 iy 4

\ warcelk

w arcellk

\ woarcellk )

w arcellk

Pages from
the Celik
calendar



!
yine bir il A

.

7 kg camasin:
tek seferde yiki

i’ |
Y v B . ) ’ .
en ekonomik: it sl
\ ';..".u.‘ “'ll,l,,!

- _
GREREEL L D

3
B
’
o

e
’ F e R

! \ - -
e e I “
\ ““"JIJ’,' ¥
\- * .:' ‘. »
Ly u BRI o' q¥ T M

L
L ]
Al

L]
LCTES NN,

L
)

T " 8 8 8 8,

PO T L IR Y
-
« L L L

%

CLELTEE R
s &

T N
\ %
.

L .

explains
technology

444 0 888




The Transition from "Good-old Arcgelik"” to "Wow! Arcelik..."

Y&R/Reklamevi President Arzu Unal describes the agency's recommendations for Arcelik as "Arcelik is the
brand that has brought innovations to Turkey since the 1950s. The agency needed to change the perception
of the target group AB, aged 18 to 30, from 'Ar¢elik is one of us but a bit outdated’, to 'Argelik is innovative
and has high tech' in its aim to increase brand recognition. In short, the aim was to get the younger and better-
off target group to say "'Wow, Argelik!" instead of 'Good-old Argelik'..."

The inherent "innovativeness" of Arcelik provided the support. Arcelik was actually using the new technology
in the products but did not explicitly communicate this to the consumers. It was decided that Celik the Robot

would be the spokesperson that explained to the consumers the important changes Arcelik had gone through.
Celik told the consumers that Arcelik was 'one of us' but was also equipped
with technological superiorities.

Celik after 2005

In our December 2007 interview with Y&R/Reklamevi Arcelik Brand Team Director Ozlem Unliicay and
Strategic Planning Director Hilal Betin, we learned that in 2005 the brand team had set out to research
consumer feelings about Celik advertising since December 2002. In 2006, Celik would be celebrating his
4th anniversary. In those years, Celik represented technology and innovation and communicated Argelik's
news. Night Guard Sirr1, a slightly lazy but sympathetic character, looked on to admire Celik, maybe a bit

jealously. The relationship between Celik and Sirr1 is a bit like Judy and the Punch. The punch line
in that period was "Arcelik means innovation, innovation means Arcelik".

Although this relationship created high interest during the teaser campaign, Arcelik had more to say. In July
2005, 8 focus groups were conducted by 7P research with consumers from 18 to 45 years, and from B and
CI1 socioeconomic classes. Analyzing the findings, the brand team realized once again how valuable Celik was
in the eyes of the consumers. Night Guard Sirr1, however, had completed his mission. It was decided that if
Celik was to go out of the factory, and have a story to tell with other people, especially women, and became
more of a person, it would add more value to the brand. In this new period Argelik chose to explain to the
consumer how they could benefit from technology rather than just referring to technology on its own. The
new slogan became "Arcelik means innovation, it means a whole life with you."

» arcelik

Frames from
v
commercial
‘Blue Light'

| (Y&R)




So in April 2006 Celik started to knock on other doors with the commercial 'Daisy'. This new world included
Celik, 'the madly in love' Rifat, Celik's neighbor upstairs Sevda and Sevda's mother Nuriye who is a bit tough.
Celik thinks he can use his technology to help people solve problems, for example in matters of love. The
objective was to have Celik and friends break any Arc¢elik news with warmth and excitement.

For example, in the Blue Light commercial, the information that with this
new technology vegetables and fruit are preserved in their original freshness
was explained by Celik, Rifat and Sevda. In another commercial, a dialogue
between Celik and Nuriye explained that the Ar¢elik dishwasher analyses
the number of dishes, the degree of cleaning needed for each along with
the water hardness, and selects the washing program, all by itself; so all
that the user needs to do is to press 'run’.
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Applications
to WIPO from
Turkey and
Arcelik

(2003 to 2005)

Arcelik and Patents...

While Argelik positions its brand as "Arcelik means innovation", at the same time the internal developments
portray a company that lives by products of really new technology, creating a leading edge in sustainable
worldwide competition. In a way, Celik is reporting to the outside world the things happening deep inside
the company. In our interview in December 2007, Aka Giindiiz Ozdemir stresses once more that the main
reason for Arcelik's growth in Turkey and the world markets is its ability to develop new products based on

consumer needs. 1 he proof of the importance attributed to R&D is the number
of new patents. Eventually, Arcelik would be the Patent Champion in the

"Turkish Patent Institution (TPE) Patent League Awards 2005". Currently
Arcelik holds the most patents and leads the runner-up by 10 times. Of the patents between 2003 to 2005
in Turkey, 13% are held by Argelik. This also represents 43% of the international patent applications from
Turkey to WIPO, the World Intellectual Property Organization (“Arcelik AS 2007" corporate website www.arcelik.com.tr, website accessed
on 14 December, 2007.) At the end of the day, those patents reach the consumers and create the innovations that excite
the world too: the world's least energy-consuming refrigerator, the world's fastest washing machine, the world's
fastest dish washer. The Mini Telve, a coffee machine patented in 2006 is protected by 4 patents. The list goes
on with 300 Argelik patents.

Arcelik's 'Divide & Cool' put a new kind of refrigerator in Turkish houses in the first half of 2008: more than
one refrigerator will be coupled to a single compressor, enabling different compartments (Vegetables and
fruits, the deep freeze, the wine cooler.. .) to be placed in different corners in the kitchen for easier and more
convenient access, so that it makes less noise.

Application to WIPO* from Turkey and Arc¢elik
(2003 - 2005)
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2007: New Heights and New Strategic Alliances for Argelik

Starting with 2002, Arcelik targeted the world with purchases of Blomberg
in Germany, Elektra Bregenz's brands Elektra Bregenz and Tirolia in

Austria, Leisure and Flavel in UK, and Arctic in Romania. Blomberg focuses

on European and US markets, Leisure and the Flavel the upper end of markets in the UK, Elektra Bregenz
the upper end markets in Austria, and Arctic the middle classes in Romania. The Arcelik brand is already in
Iran, Iraq, Algeria, Morocco, Tunisia, Libya and Cyprus. In all other markets, the other Ko¢ brand BEKO

is the leading brand in white goods. Altus on the other hand is positioned to the price-sensitive segments.

Aka Giindiiz Ozdemir reminds us that Arcelik paid even more attention to world markets during the economic
crisis of 2001 and attributes their success to a team that was focused on bringing the brand to the world markets.
He also commends the Turkish engineers in Argelik R&D who prioritized the world consumers' needs and
have developed products that competed very successfully worldwide. Today all Arcelik products and the products
marketed under the Argelik umbrella enjoy technological and/or design superiorities and this constitutes the
competitive advantage of Arcelik in over 100 countries. And although Arcelik manufactures Original Equipment
Manufacturing (OEM) and private label products, 80% of its total turnover comes from its branded products.
This ratio, of course, is constantly increasing.

We also learn from media coverage that Arcelik entered a strategic alliance with Fisher & Paykel (F&P) in
October 2007. F&P is a white goods manufacturer hailing from New Zealand, tapping high-end markets in
the US, Australia and New Zealand, with a turnover of I billion USD. The foundation for the strategic alliance
between Arcelik and F&P is the similarity in technology but also the difference in marketing regions, hence

the possibility of complementing each other. Aka Giundiiz Ozdemir adds that the two companies
are planning to buy raw materials jointly to benefit from economies of scale or to move

together in purchasing companies.

©Nukhet Vardar
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The fifty years of the Argelik brand almost exactly reflects the evolution of other significant Turkish brands,
from their birth, to excelling in products, and then in brand building. According to 2006 findings of 'Brands'
a CATI (Computer Aided Telephone Interview) research by ACNielsen (carried out in the three largest cities
in Turkey, surveying 1400 persons over 10 years of age, since 1997), Arcelik is the 'most recalled brand' at
23.4%, with the second most recalled brand at a mere 7%. "Expectations, Preferences, Likes", another CATI
research (surveying I,09I persons over 18 in 26 cities, 50-50 rural-urban) conducted by KMG in 2007 found
Arcelik to be the 'most liked brand' by 44.%.

Similarly, a weekly CATI of 100 persons in 3 large cities conducted since October 1999 shows that while
unaided advertising recall was around 18% before the Celik campaign, this ratio went up to 28% in 2003.
The same research shows that Argelik surpasses the competition in "innovation", "advanced technology" and
"looks/design" attributes. While "looks/design" was 37% in 2000, it went up to 52% in 200%. "Innovation"
46% rose to 61%. The closest competitor in innovation was only 41%. Another well-deserved proof of success

is the Golden Effie won in March 2005 in the first ever Turkey Advertising Effectiveness Awards, for the Celik

campaign.

The numerical expression of all of this is provided by Arcelik General Manager Aka Giinduz Ozdemir and
Assistant General Manager-Turkey Marketing & Sales Sirzat Subagi: Arcelik is so powerful a brand that the
market share of 51% at the time of Turkey entering EU Customs Union was successfully increased to 52% by
December 2007. Argelik still enjoys more than 50% of the white goods market in Turkey with the Argelik and
BEKO brands.

By 2006 figures, Arcelik was the third largest white goods manufacturer in Europe with a 17,000 strong
workforce, 3.9 billion Euros consolidated domestic turnover and 1.9 billion Euros consolidated international
sales turnover. Consolidated domestic sales was up by 11.4%, consolidated external sales by 24%, and total
manufacturing by 23%. In 2006 Arcelik had 1T manufacturing plants in 4 countries but also invested an
additional 181 million Euros.

‘Innovativeness’ in Brand Perception Unaided Recall of Advertising
of Arcelik and Competitors (2002 - 2007) (1999 - 2007)

% —#—Arcelik ——Competitor 1 Competitor 2 —#—Competitor 3 —8—Competitor 4

% —@—Arcelik —4—Competitor 1 Competitor 2 —&—Competitor 3 —l—Competitor 4

2002 2003 2004 2005 1999 2000 2001 2002 2003 2004 2005 2006 2007

White Goods Adremarker Advertising and Brand Tracking Research, Synovate, November 2007 White Goods Adremarker Advertising and Brand Tracking Research, Synovate, November 2007




In 1998 and 1999, the Technology Grand Award by TUSIAD -
Tirk Sanayicileri ve 1§adamlar1 Dernegi (Turkish Industrialists'
and Businessmen's Association), TUBITAK - Thirkiye Bilimsel ve
Teknolojik Aragtirma Kurumu (The Scientific and Technological
Research Council of Turkey) and TTGV - Turkiye Teknoloji
Gelistirme Vakfi (Technology Development Foundation of Turkey)
was presented to Arcelik. In 2003 Ar¢elik was given a part in the
trainers' manual for Six Sigma, by making a total net profit of
approximately 28 million Euros in 290 projects since 1998. The
Banker magazine has chosen Argelik as the "Company of the Year".
The EU Commission's 'Refrigerator with the Minimum Energy
Consumption in Europe' award was given to Arcelik in 2004, to
certify its environmentalism.

It should be obvious by now that Arcelik will not stop there. A total
growth target of 14% between 2006 and 2011 for Arcelik, Beko and
Altus brands, along with a consolidated sales turnover target of 6
billion Euros by 2010 are set. This also means an increase in the
share of the international sales in the consolidated turnover, from
48% to 50%. We are told that the growth targets of sales in external
markets in 2008 are all two-digit figures. However, in the domestic
markets the demand was stagnant, the purchases postponed. Assuming
these conditions continue, no significant change in household
appliances demand is expected in 2008, although some growth over
the market average may be seen in low penetration products (like

washing machines) and in air-conditioning where the demand is

increasing fast due to global warming. , says the
agenda in the household appliances industry worldwide will have
company take-overs in 2008, like Whirlpool buying Maytag in
200%7. He adds,

Other than Blomberg, Arcelik has always enjoyed organic growth. We
owe this to R&D listening to the consumers and developing highly
competitive, advanced new products.

If one asks what Argelik imagines for the shorter-term, the answer
is 'becoming one of the top 10 most preferred brands in its sector
in the world' by 2010, with Beko brand maintaining the leadership
position in the Turkish market, and growing in the world markets
proper. The general belief is that Arcelik will achieve all these in
the shortest time possible: successes so far clearly point to what they
will do in the future.

April 2005
December 2007

e Refrigerator

* Washing Machine / Dryer
e Dishwasher

e Oven

e Air-conditioner

e Vacuum Cleaner

e Built-in

o TV

e Other Electronics

e Computer

e Hot Water Heater

e Small Household Appliances

Arcelik
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.- Hilal Betin

- Cenajans

- Can Cagdag

* Nesteren Davutoglu
- Ahmet Giileryiiz

« Giizel Sanatlar

. Aka Giindiiz Ozdemir

+ Murat Sahin
« A rzu Unal
- Ozlem Unlﬁgay

+ B. Toprak, N. Sakizli, E. Riza, Mamulattan Markaya: Arcelik Kurum Tarihi 1955-2000, Mepa Medya Paz.
San. Tic. A.S., Kasim 2001 (in Turkish)

+ Arcelik Faaliyet Raporu, 2006

+ Ceyhun Kuburlu, "Ko¢ 'Dizini Dévmeyi' Birakt1, Cin'de Camagir Makinesi Uretimine Girdi",
www.hurriyet.com.tr; site accessed December 12, 2007 (in Turkish)

- N. Davutoglu, Ada'da Zaman, Epsilon Yayinlari, 2002 (in Turkish)

+ Kemal Sezer, Reklamin Sokak Cocugu, Reklamcilik Vakfi Yayinlari, Temmuz 2005, 2. Baski (in Turkish)

- Best of 83, Giinaydin Gazetesi yayini, RV arsivi (in Turkish)

- Best of 83, Giinaydin Gazetesi yayini, RV arsivi (in Turkish)

+ "Arcelik A.$. 2007 Kurum Tanitim", Sunumu; www.arcelik.com.tr; website accessed December 12, 2007
(in Turkish)

Niikhet Vardar
Haluk Mesci
Carole Mcdiarmid

Yaratic1 Stratejiler

Erol Orhan

This case was originally published in Turkish in "Tiirk Markalar1-11" by Niikhet Vardar, Foundation of Advertising Publications,
2008. This English translation is for Arcelik’s complimentary distribution.

All rights of the book are reserved by Reklamcilik Vakfi (Foundation of Advertising for Professional Research, Development

and Education - www.rv.org.tr).

No part of the case can be reproduced in any form without the prior permisson of the publisher.
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