OZET

Kurumsal kimlik ve marka degeri olusurken, markaya deger kazandiracak olan
miisterinin, Oncelikli olarak i¢ mekani nasil algiladig1 ve yeme igme aligkanliklar
belirleyici olmaktadir. Alginin, mekansal algiya doniistiigli nokta da olusan kimlik
marka degeri i¢in dnemlidir. Algisal siire¢ duyum duyularimizla sekillenir ve hafiza
da olusan mekansal kurguyu kisiden kisiye degistirerek cesitlendirebilir. Ayni
mekanda birden fazla birey bulundugunda mekanin her bireyin {izerinde biraktig1 iz
farkl olacaktir.

Mekan olusturulmadan 6nce belirlenen hedef kitle dogrultusunda mekéan kimligi
olusturulur. Ragbet gostermesi beklenen kitlenin yemek igme aligkanliklari, gegmisten
giiniimiize kadar siiregelen ihtiyaglari, kiiltiir ve yas grubu son derece dnemlidir.
Oncesinde biitiin bunlar ele alimarak olusturulan mekansal tasarimin, sonrasinda
misterinin mekan: tercih etme sebepleri ile uyusmasi mekanin marka degeri
olusturmasina katki saglayacaktir. Donatidan désemeye, aydinlatmadan mekansal
kurguya kadar hedef kitle baz alinarak tasarim olusturmak, mekan dili acisindan
biitlinciil olmay1 gerektirecektir. Bu yaklasimin en kiigiik detaylarda bile hakim
olmasi, mekan kimligi agisindan 6nemlidir. Mekanin gelen kitle de uyandirdig his,
nasil algiladigi, mekan icerisinde kiminle ne siklikla ne i¢in bulunmak istedigi gibi
sorular markaya yon verip, degisime veya biiylimeye gotiirecektir. Sik gelmesi ve
markay1 bir iist noktaya ¢ikarmasi beklenen kitleden gelen talep ile, yapilan tasarim
amacina ulasacaktir. Bu noktada mekan algilanabilirligi, olusturulmak istenen kimligi
ile 6n plana ¢ikacaktir.

Bu calismada, i¢ mekanda algi ve kimlik etkilesimi iizerinden Kasibeyaz restoran
zincirinin Akvaryum subesi 6rneklem olarak ele alinacaktir.
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SUMMARY

While corporate identity and brand equity are formed, how the customer, who will add
value to the brand, perceives the interior and the eating-drinking habits are
determinant. Identity formed at the point where perception turns into spatial perception
is important for brand value. The perceptual process is shaped by our senses and
memory can diversify the spatial fiction that occurs in memory by changing it from
person to person. When there is more than one individual in the same space, the

impression left on each individual will be different.

Before the space is created, the space identity is created according to the target
group.Eating habits, the needs of the past and present, culture and age group of the
custemers, which are expected to show interest in, are extremely important. Spatial
design, which was created by considering all these factors, will comply with the
reasons why the customer chooses the space and will contribute to the creation of the
brand value of the space. Creating a design based on the target group, from equipment
to flooring, from lighting to spatial setup, will require to be holistic in terms of space
language. It is important for this identity to be dominant even in the smallest details.
The feeling that the space arouses in the incoming people, questions such as how the
customer perceives the space, with whom and how often and for what reasons they
want to be in that space will lead the brand and lead to change or growth. With the
demand from the target group, which is expected to come frequently and bring the
brand to the next level, the design will reach its purpose. At this point, the
perceivability of the space will come into prominence with its identity desired to be
created. In this study, Akvaryum branch of Kagibeyaz Restaurant chain will be handled

as a sample through the interaction of perception and identity in the interior.
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