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KISA OZET

MEKANSAL ALGIYI ETKILEYEN TASARIM PARAMETRELERI VE
MARKA KiMLIGI ILiSKiSi

Burcu Tanrikut

Bu tezin amaci, mekan algisin1 sekillendiren tasarim degisenlerinin marka
kimligi ile olan baglantisin1 ortaya ¢ikarmaktir. Aragtirmanin yontemi literatiir
tarama ve ankete dayandirilmistir. Roportaj, fotograf c¢ekimi, mekan analizi
yapilmistir. Calisma 5 boliimden olugsmaktadir.

Birinci boliimde, ¢alismanin yeri ve 6nemi agiklanmistir. Bununla birlikte
konuya iligkin temel kavramlar tizerinden giris yapilmustir.

Ikinci boliimde, mekan ve mekan tasarimi kavramlari aciklanmus, mekan
tasariminda etkili, algiy1 etkileyen faktorler incelenmistir. Daha sonra, bilgiye ve
duyuya dayali algi kuramlar1 {izerinden mekan algisinin nasil olustuguna yonelik
cikarimlara yer verilmistir.

Uglincii boliimde, marka, marka kimligi ve marka kimligi ile etkilesim iginde
olan kavramlar tizerinde durulmustur. Giintimiizde etkili ve akilda kalict bir marka
olma yolunda marka kimliginin yeri ve Oneminden bahsedilerek gerekliliginin
nedenleri ortaya konmustur. Mekan tasariminda marka kimligini yansitma yollari
yeme-icme mekanlari tizerinden anlatilmigtir.

Doérdiincti boliim, tezin analiz kistmlarimi igermektedir. Mekan analizinde
kullanilacak mekan algisina etki eden tasarim parametreleri aciklanmustir. i1k olarak
mekanin fiziksel 6zelliklerinden olan boyut, bicim ve konum ile baslanmis sonra,
diger tasarim degisenleri sirasiyla malzeme, renk, mobilya ve aydinlatma olacak
sekilde incelenmis, algi tlizerinde ne gibi degisimlere yol agabilecekleri agiklanmistir.
Daha sonra secilen giincel bir markanin marka kimligi analizi yapilmistir. Bu siiregte
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mekanin tasarimcisi ile yapilan roportaj ve mekanin fotograflanmasi vasitasiyla
markaya ve sahip oldugu karakteristik 6zelliklere ve tarih¢esine dair ¢esitli bilgiler
edinilmigtir. Bolimiin son adimindaysa, mekan algisin1 yonlendiren tasarim
parametreleri {izerinden markanin sahip oldugu kimligin nasil algilandig1 kullanict
anketi yontemiyle test edilmistir.

Besinci ve son boliimde, kullanicilara uygulanan anket yontemiyle elde
edilen bulgular ortaya konularak genel bir degerlendirme yapilmis, sonug¢ ve
Onerilere yer verilmistir.

Anahtar Sozciikler: Marka kimligi, Mekan algisi, I¢ mekan tasarimu,
Restoran-cafe tasarimi, Mekan konsepti
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ABSTRACT

THE RELATIONSHIP BETWEEN DESIGN PARAMETERS THAT AFFECT
SPATIAL PERCEPTION AND BRAND IDENTIFICATION

Burcu Tanrikut

The aim of this thesis is to reveal the connection of design variables that
shape the perception of space with the brand identity. The method of the study is
based on literature review and questionnaire. Interview, photo shoot, location
analysis were done. The study consists of 5 chapters.

In the first chapter, the place and importance of the study is explained.
However, the basic concepts related to the subject were introduced,

In the second chapter, the concepts of space and space design are explained
and the factors affecting perception are examined. Then, inferences about how the
perception of space is formed through the theories of perception based on knowledge
and sensation.

In the third chapter, the concepts of brand, brand identity and brand identity
are discussed and the concepts of brand identity and brand identity are mentioned.
The ways of reflecting the brand identity in the space design are explained through
the eating and drinking venues.

The fourth section contains the analysis parts of the thesis. Design parameters
affecting the space perception to be used in space analysis are explained. First, the
physical properties of the space began with the size, shape and position, then the
other design changes in the material, color, furniture and lighting were examined in
such a way, what kind of changes on the perception can be explained. Then, the
brand identity analysis of a current selected brand was conducted. In this process,
through the interview with the designer of the space and the photographing of the
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place, various information has been obtained about the brand and its characteristics
and history. In the last step of the chapter, how the identity of the brand is perceived
through the design parameters that direct the perception of space is tested by the user
survey method.

In the fifth and last chapter, a general evaluation has been made by presenting
the findings obtained by the survey method applied to the users and results and
suggestions are given.

Key Words: Brand identity, Space perception, Interior design, Restaurant-cafe
design, Space concept.



