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BASLARKEN

BASLARKEN

Gunumuzde marka, tuketicilerin talep ve ihtiyaclarini karsila-
maya yonelik davranislarini etkileyen en temel faktérdur. Degi-
sen rekabet, pazar sartlari, reklam-medya kullanimi ve tuketici
tercihleri gibi pek ¢ok etken sebebiyle, sirketlerin en 6nemli
rekabet araci halini almistir.

Marka tasarimi ve kimligini dogru kurgulamak zihinde kalici ol-
mak acisindan oldukga 6nemlidir. KUresel rekabette tuketicinin
zihninde fark yaratabilmek icin algi, marka imaji ve itibar tc¢lusu
dogru yonetilmelidir. Bu farki yaratabilen firmalarin bircogu-
nun, maddi varliklarindan daha buyUk bir marka degerine sahip
oldugunu gortyoruz.

Suarduralebilir marka anlayisi satis sonrasi hizmetler, devamlilik,
arun ve hizmet kalitesi gibi gelisim ve guvenilirlik 6gelerini icer-
mektedir. MYD ailesi olarak, markamiza yeni dederler ekleyerek
yaninizda olmaya devam edecegiz.

"Kimyasalda degisim zaman..”"

BEGINNING

Brands today are the most fundamental factor affecting
consumers’behavior in meeting their demands and needs.
Brands have become the most important competition tool
for companies due to many factors such as changes in
competition, market conditions, advertising and media usage,
and consumer preferences.

Designing the brand and correctly creating its identity is
very important for the brand to be imprinted in the minds of
consumers. To be able to make a difference in the minds of
global consumers, perception, brand image and reputation
must be managed correctly. Many of the companies that
made this difference have a bigger brand value than their
material assets.

A sustainable brand concept includes development and
reliability elements such as after-sales services, continuity,
product and service quality. As the MYD family, we will continue
to be with you by adding new values to our brand.

“Time to change in chemistry”
Mustafa TORUN

www.mydtorn.com.tr



BRAND and BRANDING

Uriinlerin
yayginlagsmasiyla o
kadar fazla sayida
secenek ile karsi
karsiya kaliyoruz ki,
farklarini algilama
veya daha ¢cok
degder verdigimizi
secme yetimiz
sekteye ugruyor
cogu zaman. Peki
secimlerimizi nasil
yaplyoruz, sizce?

With the increase
of products, we
are faced with

S0 many options
that our ability is
often impaired to
detect differences
between products
or choose the
ones we value
more. But, how

do you think

we make our
choices?
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Degerli okuyucular, kafaniza takilan bir

sey olursa ya da yaziyla ilgili soru sormak,
yorumda bulunmak isterseniz gekinmeyin,
lutfen hemen iletisime gecin benimle. Bugun
konumuz marka ve markalasma.

Oncelikle marka nedir? sorusuyla baslaya-
lim dilerseniz.

Ben bu soruya size Kotler'den falan alinti
yaparak cevap verebilirim; ama tarzim degil
alinti yapmak. Onun yerine, kitaplari okumaniz
icin size birakarak kendi yorumumu yapmayi
tercih ederim. Uriin fabrikada Uretilen bir mal,
marka ise tuketicinin satin aldigi bir hikayedir.

Dear readers, if something is not clear or if
you want to ask questions or make a com-
ment about this article please do not hesitate
to contact me. Today our topic is brands and
branding.

First, let’s start with this question: whatis a
brand?

| can answer this question by quoting it from
Kotler or someone else, but citing is not my
style. Instead, | prefer to make my own interp-
retation and leave the books to you. The produ-
ctis a commodity produced in the factory, and
the brand is a story that the consumer buys.
You know, when we say everyday “we have to



Hani her gun diyorsunuz ya mal satmamiz lazim, bu ay hede-
fin uzagindayiz diye, iste mal 0 mal. Siz satiyorsunuz. Markayi
ise musteri aliyor. Ur(n fabrikada Uretilen bir mal iken, marka
glven ve iliskiden olusan bir kavram. Ur(n bir obje; marka

ise kisilik. Urin tuccar tarafindan satilir; marka ise musteri
tarafindan satin alinir. Urtin rakip tarafindan kolaylikla kopyala-
nirken, marka essizdir.

Cok fazla segenek var, nasil karar veriyoruz?

Urlinlerin yayginlasmasiyla o kadar fazla sayida secenek ile
karsi karslya kaliyoruz ki, farklarini algilama veya daha cok de-
Jer verdigimizi segcme yetimiz sekteye ugruyor cogu zaman.
Peki segimlerimizi nasil yapiyoruz, sizce?

Cocugunuza oyuncak alirken de firmaniza fotokopi kagidi alir-
ken de markalar devreye giriyor; Urun, sektor hic fark etmiyor.
Markalar secim yapmamiza yardimci oluyorlar. Markalar, bu
gurultulu ve kalabalik ortami kirip musteri olarak bizim segim
yapmamizi yonlendiren essiz bir degere sahipler.

Peki markalar secimlerimizi nasil etkiliyor dersiniz? iste bu
soru, marka ile Urun arasindaki temel farki olusturan unsur
ile aciklanabilir: Eklenen deger. Eklenen degeri ben tuketici-
lerin dile getirmekte gugluk ¢ektigi duygusal degerler olarak
yorumluyorum. Bir anlamda tecrube de denilebilir.

Beyniniz tecriibelerle disinir

iste marka bence musteri tecribesidir. Tecriibe nedir derse-
niz; akilda tutulan yerdir. Bir marka tecrtbesi mantiksal ya da
duygusal olabilir. Tadi nasil, sesi nasil, rengi hosunuza gitti mi
sorularina verdiginiz cevaplar mantiksaldir. Bu isi dogru yerler-
de 6grenmis pazarlama profesyonellerine gore, belli bir seviye
altina inmedikge ¢cok da 6nemli degdildir, bu Grinan rasyonel
faydalari. Esas olan duygusal tecrubedir. Size nasil hissettiri-
yor sorusuna verdiginiz cevaplardir mali marka yapan. iste bu
konuda pozitif bir cevabin degeri essizdir.

Bir 6rnek verelim. DUnyanin en Unlt motosiklet markalarindan
birini, teknolojik olarak incelediginizde, bu konuda uzman-
saniz, pozitif tek bir sey bile sdyleyemezsiniz. Urin bildiginiz
kotudar. Ne hizlidir, ne konforludur, ne motoru gelismistir ne
de herhangi bir teknolojik Ustunlugu vardir. Ancak bu markay!,
cilginlik ve fanatiklik boyutunda yasam tarzi haline getirmis
kullanicilarina bakinca bunun higbir 6nemi olmadigi asikardir.
0 markanin yillik raporlarindan birinde agik¢a “Eski ve basaril
markamizin altinda yatan sir insanlara Urun veya hizmet-

ten gok bir tecribe vermemizdir” yazmaktadir. O gurultula,
titresimli, eski teknoloji ve rahatsiz motor markasinin Uzerine
bindiginde insanlar kendilerini farkli kisiliklere ve zamanlara
oturturlar, bunu yaparken de tecrubelerinden faydalanirlar.

sell more” or "this month we are far from the sales target” we
are talking about products. You are selling products. But the
customer purchases the brand. While the product is a com-
modity produced in the factory, the brand is a concept based
on trust and association. The product is an object and the
brand is a personality. The product is sold by the dealer and the
brand is purchased by the customer. While the product is easy
to be copied by a competitor, the brand is unique.

There are so many options, but how do we decide?

With the increase of products, we are faced with so many
options that our ability is often impaired to detect differences
between products or choose the ones we value more. But, how
do you think we make our choices?

Brands always play an important role whether you are buying
toys for your child or buying copying paper for your company.
Brands help us to make choices. Brands have a unique value
that break this loud and crowded environment and direct us to
make our choice as a customer.

How do you think brands affect our choices? This question can
be explained by an element that creates the main difference
between the brand and the product: added value. | interpret
added value as emotional values that consumers have trouble
expressing. In a sense it can also be called as experience.

Your brain thinks through experiences

I think brand is the customer experience. What is experien-
ce? Itis a place that stores information in the mind. A brand
experience can be logical or emotional. The answers you give
to the questions about how the product tastes, sounds or how
did you like its color are logical. According to marketing profes-
sionals who have learned this in the right places, the logical
benefits of a product are not very important, provided that
they do not go below a certain level. The essence is emotional
experience. The brand is created by the answer to the questi-
on: how does it make you feel? That is why a positive answer
to that question is vital.

Let's give an example. If you are an expert on motorcycles and
you are examining one of the world’s most famous motorcycle
brands from its technological aspects, you will not be able to
say a single positive thing. The product is as bad as it can get.
It's neither fast nor comfortable, doesn’t have a state of the art
engine or any technological superiority. However, looking at the
users who have made this brand a lifestyle with fanaticism, it
is obvious that those qualities are not important at all. One of
the annual reports of that brand clearly states “The secret un-
derlying our old and successful brand is the fact that we give
people an experience rather than a product or service” When
people mount on that noisy and vibrating old technology and
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Tekstil Kimyasallari/ Textile Chemicals

Hani o geziye gitmistik de orada yemekte Ahmet/Ayse ile
tanismistim. Sonra beraber sabaha kadar sohbet etmistik. Ah
0 gunler. Bos verin o gunleri, her hatirada o motosiklet markasi
biraz daha reklam yapar, her reklam da o hatiralari canlan-
dinr. Unutmayin: Reklamin insanlarin markaniz hakkinda

ne dusundugunu degistirecegini
dusunmek oldukga romantik bir
dusuncedir. Gergek sudur ki; reklam
insanlarin markaniz hakkindaki
dusuncelerini degistirmez, sadece
markanizi dustnmelerini saglar.

Hadi bir marka yarativerelim

Buraya kadar markanin ne ol-
dugundan bahsettik. Peki simdi
diyeceksiniz ki Evren kardesim
hadi bana marka yap. Bu soruyu
bana degil de Ulkemizde surtsune
bereket marka uzmani, marka danismani ya da egitmene
sorarsaniz ‘Geliriz 6nce bir arama konferansi yapariz, sonra
arununuzuan SWOT analizini gikaririz. Burada elde ettigimiz
sonuclara gore bir strateji belirleriz’ gibi beylik laflar styleye-
ceklerdir kuvvetle muhtemel. Bazilarinizi duyar gibiyim. “Birak
kardesim Allah askina, sekiz ayimizi ve yogun mesaimizi bir
marka stratejisi Uzerine harcadik ve sonunda degisen tek sey
logo ve sloganimiz oldu” der gibisiniz.

Ben size sadece bir kag soru sorar ve bunlari sizin, sadece
sizin cevaplamanizi beklerim.

1) is stratejileriniz arasinda markalasma var mi, GEREKLI Mi,
yapacak enerji ve sabriniz var mi?

2) Urlnun(zy satarak tatmin ettiginiz ihtiyag nedir?

3) Neyi gercekten gok iyi yapiyorsunuz?

Acik konusalim. Gercekten markalasmak istiyor musunuz?
Gergekten inaniyor musunuz? Oyle ise gliveneceginiz bir
uzmana ihtiyaciniz vardir. Sizinle birlikte galisip sizinle birlikte
kafa yoracak, size yol arkadasligi yapacak, dogru cevaplari bul-
manizi saglayacak bir uzmana. Marka ve pazarlama konularini
herkes ¢ok iyi bilir sirketlerde. En kolay karisilacak, en kolay
fikir yrutulecek konulardir. Paketimiz sari olsun, etiket neden
beyaz, rakibin Uzerinde barkod var bizim de olsun...Bitmez de
tukenmez de... Gergekten marka istiyorsaniz bu isi bir ehline
birakmaniz gerekir. Konu ambalajiniz veya logonuz degil, mus-
terinize ne dediginizdir. Musterinize mesajiniz, verdiginiz s6z
ve anlatacaginiz hikayedir. MUsterinize katacaginiz tecrubedir.
Bunlari tasarlamadikga istediginiz kadar logo yapin, ambalaj
tasarlayin. Zaten her kafadan ses ¢iktigi igin o isleri yapmak o
kadar zordur ki yolda yorulur yilarsiniz.

www.mydtorn.com.tr

uncomfortable motorcycle, they enter different personalities
and times, and benefit from their experience in doing so. Like:
“I went there for a while and met this girl/guy during the din-
ner. Then we chatted from dusk till dawn. Good old days.” For-
get about those days, every memory creates more advertise-
ments about the motorcycle brand, and every advertisement
triggers those memories. Remem-
ber: It's a very romantic idea to think
that advertising will change what
people think about your brand. The
truth is advertising does not change
people’s thoughts about your brand,
it only allows them to think about
your brand.

Let’s create a brand

So far, we talked about what the

brand is. We will now ask from the
cosmos to create a brand for us. If you ask this question not to
me but to those many people who claim to be brand experts,
brand consultants or instructors in your country, they will give
you all the common answers such as “First let's make an exp-
loration conference and then a SWOT analysis for your produ-
ct. We will determine a strategy based on the results we have
gathered.” | already hear some of you saying: “We have already
spent eight months and intense efforts for our brand strategy,
and ultimately we ended up with a new logo and motto.”

What I can do is to ask some questions and | expect only you
to answer them.

1) Do you have branding among your business strategies, is it
NECESSARY, and do you have the energy and patience to do
it?

2) What is the need you satisfy with the product you sell?

3) What are you doing really well?

Let's be clear. Do you really want to become a brand? Do you
really believe this? If so, you need an expert you can trust. An
expert who will work and think with you, who will guide you,
and help you to find the right answers. In companies, everyone
knows the concept of brands and marketing very well. These
are the easiest things to talk about. “Our package should be
yellow”, “why is the label white?” “our rivals use a barcode, so
should we".. These are endless... But if you want to create a
brand you really need to leave it to an expert. What matters

is not your package or logo, but what you are saying to your
customer. The message to your customers is the story you
tell and the promise you give to them. It is the experience you
provide. Without these, the number of logos you create or the
number of packaging you design do not matter. It is already
very difficult to do those things because everyone around you



Markalasma yalnizca reklam yaparak logoyla, sloganla olmaz.
Reklam pazarlama karmasinin icinde sadece bir eleman olup,
markanin hikayesini anlatma sanatidir.

De te fabula narrator: Anlattigim sizin hikayenizdir.

Velhasil-1 kelam derler eskiler, yani 6zet olarak; MARKA dedi-
giniz sey bir hikayedir. Hele hikaye guzelse, guzel anlatmayi
da becerirseniz, herkese her seyi satabilirsiniz. Talep yoksa
da talep yaratirsiniz. Dillere destan olmus, her yerde 10 yildiz
almis bir restorana gidip de “icinizden bu yemek bayle bir
restorana yakisiyor mu yahu” dediginiz ama inanilmaz mutlu
ayrildiginiz olmadi mi hi¢? Olmustur mutlaka, oradaki yemek
onemli degildir, teferruattir, oradaki hikaye énemlidir. O hikaye
kapsaminda, o hikayenin iginde size verilen rol yani deneyim
onemlidir. Size satilan, daha dogrusu satilmasi gereken iste o
hikayedir, o deneyimdir, yemegin kendisi kotl olmadigi surece
gercekten teferruattir. Eh, bir de yemek guzelse gergekten,
iste 0 zaman kaymakl kadayif. Yalniz bu hikaye konusunu

bu yazida okur bayilirsiniz, gok mantikli bulursunuz, isinize
dondugunuzde insaat demirinin hikayesi mi olur canim der
Iskontolara, fiyatlara geri donersiniz.

Yillarini marka ve pazarlama konusunda gecirmis ve dunyanin
en buyuk markalarini ybnetme sansina erismis bir profesyonel
olarak, beni gergekten etkilemistir Christian Louboutin’in ta-
sarladigr kirmizi tabanlar hikayesi. Gormussunuzdur mutlaka,
kirmizi tabanli yuksek topuklu ayakkabilardan bahsediyorum.

"Kadinlari daha cazibeli ve guzel
gostermek amacim. Onlari
olabildigince uzun gésterme-

ye calisiyorum” diyor Christian
Louboutin. iste bu Louboutin'in
musterileri olan hanimlara sundu-
gu mantiksal yani fonksiyonel bir
baska tabirle rasyonel fayda. As-
linda buyUk ¢lgtde de hanimlarin
beyinlerine enfes bir gizli mesaj.
“Guzel gbzuk ve fark yarat” mesajl.
Ama esas hikayeyi ve duygusal
mesajl dinleyin bir de. Diyor ki
ustat: “Bir erkek olarak bir kadin sizden uzaklasirken hareket
tarzina, yaruyusune ve ayakkabisina bakarsiniz. Ayakkabisinin
alti kirmizi oldugu igin de o yUrayusu ve ayakkabilari dolayisiy-
la da 0 hanimlari hic unutmazsiniz. O tabanlar ve o hanimlar
erkeklerin hafizasinda yer eder”. Ne denir ki daha?

will tell you to do something which will make you too tired to
continue on your path.

Branding cannot be achieved only with advertisements, logos
or slogans. Advertising is only one element in the marketing
mix and it is the art of telling the story of the brand.

De te fabula narrator: the story applies to you.

In short, BRAND s a story. If the story is good, and you are
good at telling it, you can sell everything to everyone. If there

is no demand, it will create demand. Did you ever go to a
restaurant that is legendary, has received 10 stars from every
critic and said, "how come they serve this dish in such a resta-
urant?’, but left there incredibly happy after all? It might have
happened, the food there is not important, it is the detail, the
story which matters. The role or the experience given to you
within that story is important. It is the story or the experience
that is or should be sold to you, and the rest are only details,
provided that the food is not bad. Well, if the food is also good,
than that is a perfect match. But in general when you read
about this story in this article, you will find it nice and very logi-
cal, but when you go back to business you might say “how can
construction iron have a story” and then go back to thinking
about discounts and prices.

As a professional who has spent years on branding and
marketing and has had the chance to run the world’s biggest
brands, | was really impressed by the story of the red soles
designed by Christian Louboutin. |
am sure you have seen them, I'm
talking about high-heeled shoes
with red soles.

"My purpose is to make women
more charming and beautiful. |
am trying to make them look as
long as possible,” says Christian
Louboutin. That is the rational
benefit presented to women by
Louboutin, in other terms the
functional and logical benefit. In
fact, itis a great secret message
to ladies’to a large extent. The message is “look beautiful and
make a difference”. But listen to the main story and the emo-
tional message. The master says: "As a man, when a woman
is walking away from you, you look at her style of movement,
her walk and her shoes. Because the shoe soles are red, you
will never forget that walk, the shoes and therefore the ladies
wearing them. Those soles and those ladies get stuck men'’s
memories.” What more can you say?
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ISIGIN RENKLI DANSI:

Tekstilde [iminesans,
itfaiyeciler ve kimyasal
isciler icin koruyucu
giysiler, atletik ve
avcilik malzemeleri,
halatlar ve kordonlar,
can yelekleri, tiyatrolar
igin halilar, ugak

ic mekanlari vb.

gibi oldukca genis
kullanim alanlarina
sahiptir.

Luminescence

in textiles have a wide
range of application
areas such as
protective clothing for
firemen and chemical
workers, athletic and
hunting equipment,
ropes and cords, life
jackets, carpets for
theaters, aircraft
interiors...
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COLORFUL DANCE OF LIGHT: ABRIEF OVERVIEW
OF LUMINESCENCE AND TEXTILE APPLICATIONS

GokyUzunde gergeklesen luminesans olaylari (solda) Aurora Borealis (kuzey kutup isiklari),
(sagda) Aurora Australis (guney kutup isiklari).
Luminescence events in the sky (left] Aurora Borealis (North Pole lights],
(right] Aurora Australis (South Pole lights).

Luminesans kelimesi Latince (Ilumen = isik)
kokenlidir ve ilk kez fizikei ve bilim tarihgisi Eil-
hart Widemenn tarafindan 1888 yilinda “Tum
IsIk gesitlerinin olusmast igin bir malzemenin
sicakliginin artirilarak akkor haline getirilmesi
sart degildir" seklinde tarif edilmis ve lumines-
cenz seklinde sdylenmistir. Akkor olan malze-
meden yayilan isik sicakliktan kaynaklandigi
icin [liminesans sik sik soguk isik olarakta
dikkate alinir.

The word luminescence is derived from Latin
(lumen = light] and it was first described in
1888 by Eilhart Widemen, a physicist and
science historian, as “it is not necessary to
increase the temperature of a material to

the level of white heat to form all kinds of
light” and coined the term “luminescenz” The
luminescence is often described as cold light,
because light emitted from the incandescent
material is caused by heat.



LUuminesansin kuantum agiklamasi ise su sekilde yapilabilir:
Elektronik olarak uyariimis bir tUrden veya cevresi ile termal
dengeye gelmesine gerek kalmaksizin titresimsel olarak uya-
rilmis turlerden i1sigin emisyonudur. Floresans ve fosforesans
[iminesansin degisik sekilleridir. Floresans, ayni spin ¢oklu-
guna sahip uyarilmis molekuler bir trden lUminesans isiginin
kendiliginden yayiimasidir. Fosforesans ise uzun émurlu
[Gminesansin tarifiicin kullanilir.

Luminesans olay! ilk spektroskopik gozlemlerden 6nce de
vardi ve dogada surekli insanoglu tarafindan goérulebiliyordu.
Kuzey (Aurora Borealis) ve GUney [Aurora Australis) Kutup
isiklar, baceklerde ve hayvanlardaki fosforesans, denizdeki
fosforesans, agaclarin Gstindeki mantarlarin fosforesansi
gibi, ciplak gézden baska bir dedektore
ihtiyac olmadan go6zlenebilen lumine-
sans olaylari uzun yillar boyunca insan-
larin ilgisini gekmistir.

Kuzey kutup isiklari (Aurora Borealis) ve
Guney kutup isiklari (Aurora Australis)
gUnesteki firtinalar sonucu meydana
gelip kutuplarda geceleri gérulen renkli
ve hareket eden isiklardir. Kuzey manye-
tik kutbu cevreleyen Aurora Borealis ve
glney manyetik kutbu cevreleyen Aurora
Australis, solar ruzgarlarla gelen hayli
yuksek oranlarda yuklu elektronlarin dunya atmosferindeki
elementlerle etkilesime girmesiyle olusur. Elektronlar yeryu-
zUnun en Ust atmosferine girdiklerinde, yerkabugu yuzeyin-
den 30 km ile 200 km yukaridaki yuksekliklerde oksijen ve
azot atomlariyla karsilasirlar. Aurora'nin rengi, hangi atomla
carpistigina ve karsi karsiya geldikleri yukseklige baghdir.

oo

Yesil-oksijen 240 km yUkseklige kadar
Kirmizi-oksijen, 240 km yuksekligin Ustu
Mavi-azot, 96 km yukseklige kadar

Mor/eflatun - azot, 96 km Ustlundeki yuksekliklerde
gorulen renklerdir.

oo

Noctiluca cinsi fitoplanktonlar giindUzleri denizde kirmizi ada-
ciklar olustururken, gece oldugunda mavi 1sik yayarlar.

Hayvanlardaki ve boceklerdeki fosforesans.
Phosphorescence in animals and insects

The quantum description of the luminescence can be made
as follows: Emission of light from an electronically stimulated
or from a vibrational stimulated light without having to come
into thermal equilibrium with the environment. Fluorescence
and phosphorescence are the different forms of lumines-
cence. Fluorescence is the self-propagation of luminescence
light from a stimulated molecular matter with the same spin
number. Phosphorescence is used to describe extended lumi-
nescence.

The luminescence phenomenon was also present before the
first spectroscopic observations and was always visible to
humans in nature. Luminescence events that can be observed
without the need for a special device other than the naked
eye; Northern (Aurora Borealis] and
Southern (Aurora Australis] Lights,
phosphorescence in insects and
animals, phosphorescence in the seaq,
phosphorescence in mushrooms on
trees attracted human attention for
many years.

Aurora Borealis and Aurora Australis

are the colorful and moving lights that

appear at nights in the poles and are
created by sun storms. The Aurora Bo-
realis surrounding the north magnetic
pole and the Aurora Australis surrounding the south magne-
tic pole are formed by the interaction of the highly charged
electrons from solar winds with the elements of the Earth’s at-
mosphere. When electrons enter the Earth’s top atmosphere,
they encounter oxygen and nitrogen atoms at altitudes 30 to
200 km above the surface of the earth’s crust. The color of the
aurora depends on which atom it collides with and its height.

o

Green-oxygen up to an altitude of 240 km
Red-oxygen, over an altitude of 240 km
Blue-nitrogen up to an altitude of 96 km
Purple/lilac - nitrogen over an altitude of 96 km.

~  Denizlerdeki
fosforesans

. = Phosphorescence

e Ot SEQS

Phytoplankton of the genus Noctiluca creates red islets in the
sea during the day and emit blue light at night.
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Tekstil Kimyasallari/ Textile Chemicals

Fosforesans mantarlar
Phosphorescent mushrooms

ik yazill liminesans olaylarina Cin literatlrlerinde rastlanir
(M.0.1500-1000). Bu referanslarda liminesans, solucanlar ve
ates boceyiile tarif edilmistir. ik yapay inorganik fosfor olan
ve Bologna tasi olarak adlandirilan luminesans madde 1603
yilinda italyan ayakkabi yapimcisi ve amator alsimist (simya-
c1) Vincenzo Cascariolo tarafindan bulunmustur. Bu merakli
simyaci bir gun Bologna sehrinin Monte Paterno kasabasinda
yurtyuse ¢cikmis ve ilging buldugu bazi agir taslari toplamistir.
Kémur ocaginda bu taslari kalsine ettikten sonra taslarin isiga
maruz kaldiginda karanlikta parladigini gézlemlemistir. Son-
ralar bu taslarin baryum sulfat icerdigi ve komur ile indirgen-
mesi neticesinde fosforesans bir bilesik olan baryum sulfite
dénustigu tanimlanmustir.

Luminesans maddenin uyariima turune goére degisiklik goste-
rir. Liminesans turleri asagidaki tabloda ¢zetlenmistir.

Biyoluminesansa o6rnek ateshocegi
Firefly as an example to bioluminescence

The first written luminescence events can be found in Chinese
literature (1500-1000 BC]J. In these references luminescence
is described by worms and fireflies. In 1603, the first artifici-
alinorganic phosphorus, the so-called Bologna stone, was
discovered by an Italian shoemaker and amateur alchemist
Vincenzo Cascariolo. This curious alchemist walks one day in
the town of Monte Paterno in the city of Bologna and collects
some heavy stones that he finds interesting. After he had
these stones calcined in the coal quarry, he observed that the
stones glowed in the dark when exposed to light. Later it was
understood that these stones contained barium sulphate and
were converted to barium sulphite, a phosphorescent com-
pound as a result of reduction with coal.

Luminescence varies based on the stimulation of the material.
The types of luminescence are summarized in the following
chart.

LUminesans Tipi / Luminescence Type

Fotoluminesans (floresans,fosforesans)
(gecikmis floresans) / Photoluminescence
(fluorescence, phosphorescence) (delayed fluorescence)

x Radyoluminesans / x Radioluminescence
Katodoluminesans / Cathodoluminescence

Elektroliminesans / Electroluminescence Elektrik alan

TermolUminesans / Thermoluminescence
tif 1sinlama)

Kemiluminesans / Chemiluminescence
Biyoluminesans / Bioluminescence
Triboluminesans / Triboluminescence
Sonoluminesans / Sonoluminescence Ultrases

Galvanoluminesans / Galvanoluminescence

KristalolUminesans / Crystalloluminescence

eslik etmesi

Maddenin uyarilma tiru
Isigin absorpsiyonu (foton)

iyonize radyasyon (X - isinlari, a, B, v )

Katot isinlari (elektron isinlari)

Enerji depolama 6ncesi sonra Isitma (6rn. radyoak-

Kimyasal reaksiyon (6rn.oksidasyon)
Canli ortamda (in vivo) biyokimyasal reaksiyonda

Surttinme ve elektrostatik kuvvetler

Isik emisyonuna bir elektrik akiminin eslik etmesiyle

Isigin emisyonuna bazi kristallerin kristalizasyonla

Excitation types of materials
Absorption of light (photon]

lonized radiation (X - rays, a, B, V)
Cathode rays (electron beams]

Electric field

Heating after energy storage (e.g radioactive

irradiation)

Chemical reaction (e.g oxidation)
In vivo biochemical reaction
Friction and electrostatic forces
Ultrasound

Light emission accompanied by an electric current

Emission of light accompanied by crystallization of
some crystals
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Bir molekul enerjiyi absorpladiginda, daha yuksek enerji sevi-
yesine ¢ikar, bu durum uyariimis hal olarak tanimlanir. Molekul
temel hale dénerken birgok farkli yol izleyebilir. Bu enerjinin
yayillimiisik veya isi seklinde; molekulun hareketini arttirarak
(titresim, donme, vb.) veya Isimasiz yollarla olabilir.

Enerji Fnergy

When a molecule absorbs energy, it reaches a higher energy
level, which is defined as a stimulated state. As the mole-

cule returns to its normal state, it can follow many different
pathways. The spread of this energy can be in the form of light
or heat, can be by increased motion of the molecule (vibration,
rotation, etc.), or can be without radiation.

Titresimsel Durulma

A A A
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Perrin-Jablonski diyagrami, absorpsiyon, floresans ve fosforesans arasindaki iliski.
Perrin-Jablonski diagram, the relationship between absorption, fluorescence and phosphorescence.

Floresans ve fosforesans ayrimi; floresansin dogrudan fotonla
uyarilmis bir tirden emisyon olusu, fosforesansin ise yasakli
iIsimali bir gegis ile diger uyariimis turden emisyon olusu ola-
rak aciklanabilir. Bilindigi gibi, floresans, floresanstan sorumlu
elektronik enerji aktariminin; elektronun spininde bir degisiklik
olusturmamasi ile fosforesanstan ayrilir.

Difference between fluorescence and phosphorescence can
be explained as fluorescence is the emission directly from

a photon-stimulated matter, while phosphorescence is the
emission from other stimulated matter with a prohibited radi-
ation. As is known, fluorescence is different from phosphores-
cence because the electronic energy transfer responsible for
fluorescence does not change the spin of the electron.
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Tekstil Kimyasallari/ Textile Chemicals

TEKSTIL UYGULAMALARI

Isik, insanlara en tanidik ve en hizli sekilde tepki veren uyarici-
dir. Luminesans malzemeler herhangi bir géranur isiga maruz
birakildiginda, karanlikta malzemeye bir sureligine luminesans
0zellik kazandiran sey, i1sik enerjisinin malzemede absorplan-
masi ve depolanmasidir.

LUuminesans malzemelerin tekstilde ilerlemesi, teknolojinin
artik tamamen islevsel bir nitelik olarak gortulmedigi moda
endustrisinde daha fazla ilgi gérmesine yol agti. Liminesans
malzemeleri olusturmanin yeni yollarinin kesfedilmesi, bazi
yenilikci ve carpici fikirleri beraberinde getirdi. Fotolumine-
sans, optikolUminesans ve elektrolUminesans malzemeler
tekstil endustrisinde kolayca uygulanabilen U¢ ana lumine-
sans malzemedir. FotolUminesans malzemeler cogunlukla
boyama prosesle-
rinde kullanilirlar.

Bugun tekstilde
[iminesans, itfai-
yeciler ve kimyasal
isgiler igin koruyu-
cu giysiler, atletik
ve avcilik malze-
meleri, halatlar

ve kordonlar, can
yelekleri, tiyatrolar
icin halilar, ugak
ic mekanlari vb.
gibi olduk¢a genis
kullanim alanlari-
na sahiptir. Tekstil
esasli parlak ve
renk degistiren
malzemeler asagi-
daki alanlarda uygulanmaktadir:

@ Guavenlik: Askeri kiyafetler, itfaiyeciler ve polisler igin 6zel
uniformalar, yol isaretgileri, guvenlik Urunleri

@ Spor: Kosu giysileri, bisikletgiler ve tirmaniscilar igin
kiyafetler

@ Eglence: Cocuk kiyafetleri, parti kiyafetleri

@ Tip: Sterilize giysiler, isik terapisi

@ ic dekorasyon: Perde, duvar kagidi, masa ortiisU gibi.

Luminesans 0zellik saglayan malzemeler, tekstil yapisinin
egilme, kesme ve katlanma kabiliyeti gibi dokunsal 6zelliklerini
koruyabilmesi igin toz gibi kiguk parcaciklar halinde olmalidir.

www.mydtorn.com.tr
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TEXTILE APPLICATIONS

Light is the most familiar and quickest stimulus for humans.
When luminescent materials are exposed to any visible light,
itis the absorption and storage of light energy in the material
which, in the dark creates a luminescent property to the mate-
rial for a period of time.

The progress of the luminescent materials in textiles has led to
greater interest in the fashion industry, where technology was
no longer regarded as a fully functional quality. The discovery
of new ways of creating luminescent materials created some
innovative and striking ideas. Photoluminescence, optically
stimulated luminescence and electroluminescence materials
are the three main luminescent materials that can be easily
applied in the textile industry. Photoluminescence materials
are mostly used in
dyeing processes.

Luminescence

in textiles have

a wide range of
application areas
such as protective
clothing for fire-
men and chemical
workers, athle-

tic and hunting
equipment, ropes
and cords, life
Jjackets, carpets for
theaters, aircraft
interiors, etc.
Bright and color
changing materi-
als are applied in
the following areas

in textiles:

@ Security: Military uniforms, special uniforms for firemen
and police, road workers, security products

@ Sports: Clothes for jogging, clothes for bicyclists and
climbers

@ Entertainment: children’s clothing, party suits

@ Medicine: Sterile clothing, light therapy

@ Interior decoration: Curtains, wallpapers, tablecloths, etc.

In order to maintain the tactile properties of the textile struc-
ture, such as bending, shearing and folding ability, materials
that provide luminescent features must be in the form of small
particles, such as dust.



Luminesans ozellikler, tekstil materyallerine ¢esitli sekillerde
verilebilir, bunlar genellikle sunlardir:

@ Kumaslari luminesans partikuller ile bir recine karisiminda
kaplama

@ Egirme asamasinda sentetik elyafa giris

@ Lif kaplama

} Optik fiberlerin kullanimi

) Isik yayan tellerin kullanimi

Q@ ¢

o

Tekstillerdeki fluoresan malzemeler en ok, 1sigin yansima
ozelligi kullanilarak, beyazlarin daha beyaz gérinmesiicin
gamasir yikama katkilarinda optik parlatici olarak kullanilir.
Tekstil Grtnlerinin bir reginede 1sik yayan malzemelerle
kaplanmasi, belki de guvenlik giysilerinde en yaygin olarak
kullanilan yontemdir. Bu retroreflektif veya floresan malzeme-
ler bir recine ile kumas Uzerine yapistirilarak giysilerde yuksek
gorunurluge sahip kisimlar olusturulur. Bu, kumasin mukave-
metini etkiler ve Uretim yontemini sinirlayarak dikisi zorlastirir,
dolayisiyla kullanimini sinirlar.

Luminescent properties can be applied to textile materials in
various forms, such as:

@ Coating fabrics with a resin and luminescent particle
mixture

@ Introduction of synthetic fibers during spinning

@ Fiber coating

@ useof optical fibers

@ Use of light emitting wires

To make whites look whiter Fluorescent materials in textiles
are most often used as optical brighteners in laundry additives
for the light reflection feature.

The coating of textiles with light-emitting materials on a resin
is perhaps the most commonly used method in safety clot-
hing. These retroreflective or fluorescent materials are glued
onto the fabric with a resin to form highly visible parts on the
garments. This affects the strength of the fabric and restricts
production methods, makes stitching difficult, thus limits its
use.
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DIJITAL

DIGITAL MARKETING

Dijital pazarlama,
toplantilarda
kullanilacak suslu bir
terim mi yoksa 21.
yuzyilda geleneksel
pazarlamanin yerini
almaya baglayan ve
piyasalarda gittikce
buyuyen bir hacme
sahip bir pazarlama
stratejisi mi?

Is digital
marketing a fancy
term to use at
meetings? Or is

it a marketing
strategy in the
21st century with
a growing volume
that started to
take the place

of traditional
marketing?

www.mydtorn.com.tr

Dijital pazarlama, toplantilarda kullanilacak
suslu bir terim mi yoksa 21. yuzyilda gele-
neksel pazarlamanin yerini almaya baslayan
ve piyasalarda gittikce buyUyen bir hacme
sahip bir pazarlama stratejisi mi? Bu konuda
bir sonuca varabilmemiz icin ilk dnce dijital
pazarlama etkinligine bakmamiz ve ardindan
geleneksel pazarlamayla kuguk bir karsilastir-
ma yapmamiz gerekmektedir.
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Is digital marketing a fancy term to use at me-
etings? Oris it a marketing strategy in the 21st
century with a growing volume that started

to take the place of traditional marketing? In
order to reach a conclusion on this issue, we
must first look at digital marketing activities
and then compare it with traditional marketing
activities.
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Tekstil Kimyasallari/ Textile Chemicals

Dunyada internet nufusu We Are Social and Hootsuite'un
2017 raporuna gore, 3.81 milyar civarindadir. Kullanicilarin
tamami tabii ki arama motorlarini ve sosyal medyayi oldukga
etkili bir sekilde kullaniyor. Dinyanin en buyuk sosyal med-
ya platformuna baktigimizda Facebook bugun 2 milyar Uye
sayisina ulasmisken aktif kullanici sayisi 1.1 milyar barajin-
dadir. E-Ticaret'in pazardaki payr gunden gune hizli bir sekilde
artmaya devam ediyor. Hatta Oyle ki e- ticaret raporlarina
baktigimizda dijitallesmenin aliskanliklarimizda yarattigi
degisiklikleri acikca gérebiliriz. TUSIAD raporlarina gore global
perakende e-ticaret hacmi 2016 itibariyla 1.6 trilyon dolar
seviyesine ulasmistir. 2011 yilinda gelismekte olan ulkeler
hacmin %32'sini olustururken, bugun bu oran %59 seviyesine
gelmistir. Buradaki en 6nemli sigramayi yaptiran arag ise mo-
bil telefonlar olmustur. Dunyadaki e-ticaret islemlerinin %44'G
mobil telefonlardan yapilirken, bugin ulkemizde internet
kullaniminin %75'i mobil telefonlardan yapilmaktadir.

Tam bu verileri g6z d6nunde bulundurdugumuzda dijital hac-
min hizli bir sekilde buyadugunu gérmekteyiz.

www.mydtorn.com.tr
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According to the We Are Social and HootSuite's 2017 report,
internet population in the world is around 3.81 billion. Of course
all of the users are able to use search engines and social me-
dia quite effectively. The world’s largest social media platform
Facebook has reached 2 billion members today, while the
number of active users is 1.1 billion. E-Commerce’s share in
the market continues to rise rapidly day by day. As a matter

of fact when we look at e-commerce reports, we can clearly
see the changes that digitalization has created in our habits.
According to TUSIAD reports, global retail e-commerce volume
reached S1.6 trillion as of 2016. While developing countries
accounted for 32% of the total volume in 2011, today this

ratio has reached 59%. The most important factor that can

be accounted for this large increase is mobile phones. 44% of
e-commerce transactions in the world are made from mobile
phones, and 75% of internet usage in our country is carried out
via mobile phones today.

When we consider all this data, we see that the digital volume
is growing rapidly.



Artik disariya gikmak yerine bir tus ile istedigimiz anda muzik
dinleyebiliyor, kitap okuyabiliyor, hatta egitim alabiliyoruz. isin
asli su ki; bundan 12 yil éncesine kadar fiziksel alisverisler
yapip sosyal ortamlarimiz tamamiyla disarida bulunurken

(ki bu tarih Turkiye'de sosyal medya kullanim aliskanhiginin
sigrama yaptigi déneme denk geliyor), bugun mobil cihazlar
ile dijitallesmis hayatimiz bu aliskanliklarimizi tamamiyla fark-
lllastirmis, dijital ortama tasiyarak alisveris, tuketim ve sosyal
ortamlardaki aliskanliklari tamamiyla degistirmis durumdadir.

TUum bu durum géz éndnde bulunduruldugunda geleneksel
pazarlamanin etkinligi, dijital pazarlama tarafindan gittikce
azaltiliyor. Bunun temel nedenlerinin basinda ise dijital pa-
zarlamadaki hedef kitleye ulasma ve analiz edebilme faktoru
yer aliyor. Ornegin, bir televizyon
reklami verildiginde veya 6nemli

bir lokasyondaki billboarda reklam
verildiginde, markanizin ismini
gorebilecek insan kitlesini hesap-
layabilirsiniz. Buradaki temel sorun
televizyonu izleyen topluluktan ka-
¢cinin hedef kitleniz oldugunu veya
billboard reklaminizi géren insan
sayisininin kacginin hedef kitleniz ol-
dugunu hesaplamanin gugluguadur.
Cunku bu konuda temel bir analiz
yapamazsiniz, ayrica oldukga da
maliyetlidir. Ancak, ginumuz dun-
yasinda dijital pazarlama olanaklari
bu konuda bize fazlasiyla yardim
etmektedir. Dijital pazarlama
sayesinde reklaminiz sadece hedef
kitlenize ulasacagindan, daha etkili
bir pazarlama faaliyeti gosterip,
gerekli analizleri oldukca rahat bir
sekilde yapabilirsiniz. Bunun yaninda, geleneksel pazarlama
ile ulasacaginiz insandan cok daha fazlasina dijital ortamda
ulasabilirsiniz.

Sonug olarak, dijital pazarlamanin gergekten de toplantilarda
kullanilacak sadece suslu bir terim olmadigr aciktir. X kusa-
ginin ardindan, etkinligini gosteren ve dijital ortama oldukga
adapte olmus Y kusagi ve tamamen dijital cagda yasayan Z
nesli algilarinin gogunlugunun, dijital ortam tarafinda yénlen-
dirilmekte oldugunu hergun izlemekteyiz. Bu nedenle, dijital
pazarlama faaliyetlerinin gerisinde kalacak her kurum piyasa-
daki rekabette geride kalacak gibi gérunuyor. Geleneksel anla-
yisin yaninda dijital mecrayi anlamamiz, iyi analiz etmemiz ve
bu yeni alanda gercekten de ¢alismalar yapmamizin, gerek-
lilikten ¢ok bir zorunluluk oldugu gercegini kabullenmemiz
gerekiyor.
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Now, instead of going outside, you can listen to music, read
books, and even receive education with a single click of a
button. The reality is 12 years ago we were physically purcha-
sing stuff and our social environment was outside (this is the
date on which a significant jump happened in social media
usage habits in Turkey), today thanks to mobile devices our
digitalized lives changed our habits completely, and moved us
to the digital environment for shopping, consuming and social
networking.

When all these developments are taken into account, the effe-
ctiveness of traditional marketing is steadily being reduced by
digital marketing. One of the main reasons for this is the ability
to reach and analyze the target audience with digital marke-
ting. For example, when a television
commercial is advertised or when
a billboard in a major location is
used for advertisement, you can
calculate the human population
that will see your brand name. The
main problem here is the difficulty
of figuring out how many of the
television viewers are among your
target audience, or how many of
the people who saw your billbo-

ard ad were among your target
audience, because it is not possible
to carry out a basic analysis on this
issue, and if it was possible it would
be quite costly. However today, digi-
tal marketing opportunities are very
helpful in this matter. With digital
marketing, your ad will reach only
the target audience, so you can
create a more effective marketing
activity and make the necessary analysis easily. In addition,
you will be able to reach far more people at the digital environ-
ment compared with traditional marketing activities.

As aresult, itis clear that digital marketing is not really just

a fancy term to be used at meetings. After the X generation,
we are seeing every day that Y generation have adapted and
are active at the digital environment and that the perceptions
of the Z generation, which live at the digital environment, are
being directed by the digital media. For this reason, any orga-
nization that will fall behind digital marketing activities could
be left behind the competition in the market. In addition to
understanding the traditional environment, we have to accept
the fact that understanding the digital environment, analyzing
it well and really working in this new field is a necessity instead
of a need.
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ISLETMELERDE i$ GUVENLIG

THE IMPORTANCE OF OCCUPATIONAL
SAFETY TRAININGS IN COMPANIES

is givenligi egitim

ve uygulamalari tim
isletmelerde olasi ig kazasi
ve meslek hastaliklar
risklerinin azaltiimasinda
blyuk 6nem tagimaktadir.

Occupational safety
training and practices
are of great importance
in reducing the risk of
possible occupational
accidents and
occupational diseases in
all companies.

www.mydtorn.com.tr

Gunumuzde, her alanda egitimin énemli oldugu
gercegi kuvvetli bir sekilde kendini hissettir-

mektedir. Bu gergege bagli olarak basta global
calisan firmalar olmak Uzere, en klguk isletme-
ye kadar egitimsiz ¢alisanin isverene ve isyerine
olumsuz etkileri gun be glin gérulmektedir. Sek-
torel farkhlk gézetmeden her alanda mesleki
egitim ve isletmeye 6zgu egitimlerin yaninda,
kalite sistemlerine verilen degerle daha da
6nem kazanan is guvenligi egitim ve uygulama-
lari tum isletmelerde olasi is kazasi ve meslek
hastaliklari risklerinin azaltiimasinda bayuk
6nem tasimaktadir.
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Nowadays, the importance of training in every
field is felt strongly. Based on this fact it can
be seen that untrained employees negatively
affect the employer and the workplace
especially in global companies but also in

the small ones. In addition to occupational
trainings and trainings specific to the business
in all sectors, occupational safety training and
practices, which is gaining more importance
with the value given to quality systems, is of
greatimportance in reducing the risk of possible
occupational accidents and occupational
diseases in all companies.



6331 sayili yasanin, genel is glvenlidi kultaruntn olusma-
sina en buyuk etkilerinden biri de; tehlike sinifina gore belirli
saatte, calisanin is guvenligi egitimi almadan ise baslamasina
musaade etmemesidir. Cok tehlikeli is sinifinda olan isletme-
lerde en az 16 saat, tehlikeli is sinifindakilerde en az 12 saat
ve az tehlikeli is sinifindaki isletmelerde en az 8 saat olarak
belirlenmis is sagligi ve guvenligi egitimleri, isveren tarafindan
calisana verilir veya verdirilir.

Uygulamada is guvenligi egitimleri, is saglidi ve guvenligi
profesyonelleri tarafindan verilmektedir. Calisanlarin is saghig
ve guvenligi egitimlerinin usul ve esaslari hakkinda yoénetmelik
geregi asgari egitim verilmesi gereken konular soyle siralan-
mistir:

1. Genel konular

a) Calisma mevzuati ile ilgili bilgiler,

b) Calisanlarin yasal hak ve sorumluluklari,

c) isyeri temizligi ve diizeni,

¢) is kazasi ve meslek hastaligindan dogan hukuki sonuglar

2. Saglik konularn

a) Meslek hastaliklarinin sebepleri,

b) Hastaliktan korunma prensipleri ve korunma tekniklerinin
uygulanmasi,

c) Biyolojik ve psikososyal risk etmenleri,

¢) ilkyardim

3. Teknik konular

a) Kimyasal, fiziksel ve ergonomik risk etmenleri,

b) Elle kaldirma ve tasima,

c) Parlama, patlama, yangin ve yangindan korunma,

d) is ekipmanlarinin gavenli kullanimi,

e) Ekranli araglarla galisma,

f) Elektrik, tehlikeleri, riskleri ve 6nlemleri,

g) is kazalarinin sebepleri ve korunma prensipleri ile teknikleri-
nin uygulanmasi,

h) Guvenlik ve saglik isaretleri,

i) Kisisel koruyucu donanim kullanimi,

j)Is saghgi ve gavenligi genel kurallari ve gtvenlik kaltard,
k] Tahliye ve kurtarma

Bu konularin disinda isletmenin yapisi ve calisan icin doga-
cak dzel kosullara uygun farkli egitimler eklenmelidir. Ayrica
galisanin farkindahgini arttirmak icin toolbox denilen isbasi
konusmalarinin yapilmas, firma genelinde iSG kiltarinin
yayllmasi agisindan énemli katkilar saglamaktadir.

One of the greatest influences on the formation of general
work safety culture of the Law No 6331 is the prevention of
the employee from starting work, if the employee has not
been trained in occupational safety for a certain amount of
hours based on the hazard classes. Occupational health and
safety trainings, which are given by the employer or delegated,
are carried out at least for 16 hours in very dangerous work
classes, for at least 12 hours in dangerous work classes and at
least for 8 hours in less dangerous work classes.

In practice, occupational safety trainings are provided by
workplace health and safety professionals. According to the
regulation on the principles and procedures of occupational
health and safety training of the employees, the subjects that
should be covered at minimum during trainings are listed as
follows:

1. General subjects

a) Information about the labor legislation,

bJ) Legal rights and responsibilities of employees,

c] Cleaning and organization of the workplace,

d] Legal consequences arising from occupational accidents
and occupational diseases

2. Health issues

a) Causes of occupational diseases,

bJ) Disease prevention principles and application of prevention
techniques,

¢] Biological and psychosocial risk factors,

d] First aid

3. Technical issues

a) Chemical, physical and ergonomic risk factors,

b) Manual lifting and handling,

c] Flames, explosion, fire and protection from fire,

d)] Safe use of work equipment,

e] Working with vehicles with screens,

f] Electricity, hazards, risks and precautions,

gJ The reasons of occupational accidents and the application
of protection principles and techniques,

h) Safety and health signs,

i] Use of personal protective equipment,

J] General principles of occupational health and safety and
safety culture,

k] Evacuation and rescue

Apart from these topics, different trainings should be added
to match the nature of the job and the specific circumstances
that the employee might experience. In addition, to increase
employee awareness, making task speeches called toolbox
provides important contributions to the spread of OHS culture
throughout the company.
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is guvenligi egitimleri, calisanlarin tehlike ve riski fark ederek
onlem alma ya da aldirma yolunda temel aliskanliklarini olum-
lu yonde degistirmektedir. Olumlu ydnde degisen davraniglar,
is yeri duzeninin saglanmasi sistematik bir calisma disiplini
getirmesi acisindan da etkendir. Calisma alaninda duzen ve
guven hisseden c¢alisan daha huzurlu ve odaklanmis sekilde
calisacak ve bu da Urunun kalitesine yansiyacaktir.

Bircok egitimci icin is guvenligi egitimleri bu amaclari tasi-
makla birlikte, calisanla dogru iletisim kurmanin da en etkili
yoludur aslinda. Yetiskin egitimlerinde de yer verilen bu konu
da, kendini egitime ait ve egitimin icinde hisseden calisan,
egitimciile (is saghgr ve guvenligi profesyoneli) diyalogunu
arttirir. Boylece firma iginde olusabilecek ya da olusmus fakat
calisanin séylemekten kagindigi bazi konularin guvenle konu-
sabilecedi ortam dogar. Bu da is kazasi ve meslek hastalikla-
rina sebep olabilecek tehlike kaynaklarinin, hem is guvenligi
uzmani, hem isveren, hem de galisan agisindan daha fark
edilebilir ve net bir hal almasini saglayacaktir.

Sonug olarak; ginumuz bilgi toplumlarinda egitimden ba-
gimsiz bir kUltar olusturmak mamkan degildir. is gavenliginin
anaokullarindan itibaren verilmesi ve benimsetilmesi gereken
bir kultur olmasi gerektigini dustnursek yorulmadan, sikil-
madan, buyuk bir sevkle is guvenligi profesyonelleri olarak
anlatmaya, edindirmeye ¢alismaya ve desteklemeye devam
edecegiz.

Occupational safety trainings positively affect the basic
habits of employees in the way of taking measures or taking
precautions by recognizing danger and risk. Positively
changing behaviors and organizing the workplace also
influences a systematic work discipline. Work will be carried
out in a more organized and secure place and thus in a more
peaceful and focused manner which will be reflected in the
quality of the product.

For many educators, occupational safety training is the most
effective way of communicating with the employee as well

as carrying these goals. This issue, which is also included in
adult education, increases the dialogue between the educator
(occupational health and safety professional] and the trainee,
who feels a part of the training. This creates an environment
in which the employee feels confident to talk some issues that
occurred or may occur in the company. This will ensure that
the sources of hazards that can cause work accidents and
occupational diseases become more noticeable and clearer
for occupational safety experts, employers and employees.

Lastly, in today’s information society it is not possible to create
a culture independent of trainings. We as workplace security
professionals think that occupational security should become
a culture to be given and adopted starting from kindergarten,
and will continue to work hard, without getting tired and with
great enthusiasm to teach, to help and support.
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BIR KISA KOSU:

A SHORT RUN: ALACATI and URLA

Son yillarda dogaya,
dogal hayata, saglikli
beslenmeye karsi
cogdalan talepler
beraberinde doga

ve saglk temali
festivallere olan
ilgiyi de arttirmis
durumda.

In recent years,
the demand for
nature and health-
oriented festivals
has increased due
to the increase in
the demand for
nature, natural
life, and healthy
nutrition.

Al \ Y ;l\

Mart ayinin kapidan baktirip, kazma kurek
yaktirdigr zamanlar ¢gocukluk yillarimizda kaldi...
Subat ayinda gigeklenen masum erik agac-

larl, zamansiz baharin habercisi gibi... Kresel
1Isinma, mevsimlerin 6zelliklerini ve zaman
dilimlerini de hissedilir ve gozle gorulur sekilde
degistirdi. Kurak gecirdigimiz kisin ardindan, do-
ganin uyanisini simgeleyen, icimizdeki gécmen
kuslari harekete geciren Nisan geldi aylardan...
Adaclara su yurudu, dallar gigeklendi.
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The cold days of March, which used to pre-
vent us from leaving our homes now remain

in our childhoods... The innocent plum trees
that flowered in February are the news of an
untimely spring... Global warming changed the
characteristics and time of seasons noticeably
and visibly. After the arid winter, April, which sy-
mbolizes the awakening of nature and triggers
the migratory birds within us, came into acti-
on... Water touched trees, branches bloomed.



Bugunlerde kisa kosu tabir edilen mesafede ziyaret edilebi- Izmir, Aegean’s pearl, is one of the most beautiful destinations

lecek en guzel destinasyonlardan biri de Ege’nin incisi essiz that can be visited in a short run. In recent years, the demand
izmir. Son yillarda dogaya, dogal hayata, saglikli beslenmeye for nature and health-oriented festivals has increased due to
karsi cogalan talepler beraberinde the increase in the demand for nature,

doga ve saglik temali festivallere olan natural life, and healthy nutrition.

ilgiyi de arttirmis durumda.
One of them is the “Alagati Herb Festival”

which takes place in the first weeks of
April every year. At the festival, which is
organized by the Municipality of Cesme,
you can participate in herb collecting
and recognizing activities and seminars
on nutrition with herbs, visit the booths
with home-made natural products, and
take your place in the conversations and
workshops carried out by distinguished
cooks and academia. You can take part
in concerts within the festival and take
lots of photos. You should not come
back without getting the book of “herb
recipes’, which introduces the region’s
dietary culture from knowledgeable
and ingenious hands. And of course you
should spend at least one night in the
wonderful atmosphere of Alagati.

Her yil Nisan ayinin ilk haftalarinda
gerceklesen “Alacati Ot Festivali” de
bunlardan biri. Cesme Belediyesinin
bahara merhaba tadinda gercek-
lestirdigi festivalde, ot toplama ve
tanima, bitkilerle beslenme semi-
nerlerine katilabilir; ev yapimi dogal
arunlerin yer aldigi standlari gezehilir,
birbirinden degerli ascilarin ve akade-
misyenlerin yer aldigi soylesi ve atol-
yelerde yerinizi alabilirsiniz. Festival
kapsamindaki konserlere katilabilir,
bol bol fotograf ¢cekebilirsiniz. Bolge
yemek kultarunun bilgili ve hanerli
ellerce aktarildigi “otlu yemek tarifleri”
kitabini almadan ve Alagati'nin muh-
tesem atmosferinde en az bir gece
gecirmeden dénmemelisiniz.

Another event that takes place in this
region famous for its olive oil dishes is at Urla towards the
end of April and is called “International Artichoke Festival” At
the festival where the local artichoke is introduced, you can
learn local cuisine, and attend the seminars and workshops of
academicians and cooks on the subject. You should not miss

Zeytinyagl yemekleri ile Unlt bolgede Nisan ayi sonunda
Urla'da gergeklesen bir diger etkinlik ise “Uluslararasi Enginar
Festivali”. Bolgeye 6zgu sakiz enginarinin tanitiminin yapildigi
festivalde, yéresel mutfaklari 6grenebilir, konuyla ilgili aka-
demisyen ve ascilarin seminer ve atélyelerine katilabilirsiniz.
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Tekstil Kimyasallari/ Textile Chemicals

Urla'nin denize ¢ikan tas evlerinin, tas doseli sokaklarinda
gezmeli ve en az bir gece de bu bélgede konaklamalisiniz.

Sevdiklerinize dogadan “firinda karigik ot tabagi” ve “zey-
tinyagli sakiz enginari” tattirmak isterseniz, her iki gezinin
sonunda da, organik ve zirai ilagsiz otlardan ve enginarlardan
mutlaka alin.

Deniz ve deniz sporlari turizminin yani sira gastronomi turiz-
minin ve tarimsal faaliyetlerin gelismesine katki saglayan bu
gezilerde; saglikli yasam icin saglikl beslenmenin puf noktala-
rini da 6grenmis oluyoruz.

Bolge etkinlikleri Cesme ve Urla Belediyelerinin web sitelerin-
den takip edilebiliyor.

Dogayi korumak ve bizlere fisildadigi sifreleri duyabilmek
dilegiyle...

Hos geldin bahar...

www.mydtorn.com.tr
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the opportunity to walk in stone-paved streets surrounded
with stone houses of Urla and see the sea and spend at least
one night.

If you like to offer your loved ones “a baked mixed herb plate” or
“olive artichokes in olive oil’ do not forget to buy organic herbs
and artichokes, which are free of agricultural pesticides.
During these trips, which contribute to the development of
tourism and agricultural activities as well as sea and marine
sports tourism, we also learn the essence of healthy nutrition
for a healthy lifestyle.

Events in this region can be followed on the web sites of Ces-
me and Urla Municipalities.

With the hope to protect nature and to hear the tips it whispers
us...

Welcome spring...
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HANGI MARKA

WHICH BRAND BELONGS TO WHICH COUNTRY?

Gunumuzde ¢ogu kez tercihlerimizi markalar belirliyor. Peki farkli ihti-
yaclarimiz i¢in tercih ettigimiz markalarin hangi ulkelere ait oldugunu
biliyor muyuz?

Today, our preferences are mostly based on brands. But, do we know
which countries those brands that we prefer for our different needs
belong to?

ABD / USA: Apple, Amd, Burger King, Black&Decker, Buick, Coca Cola,
Creative, Chrysler, Compag, Columbia, Cadillac, Camel, Cat, Caterpillar,
Chevron, Chevrolet, Calvin Klein, Converse, DKNY, Domina's Pizza,
Dell, Dhl, Dodge, Dolce&Gabbana, Dunhill, Elidor, Energizer, FedEx,
Ford, General Electric, Gap, Gillette, Gmc, Google, Gloria Jean's Cafe,
Hummer, Hp, Harley Davidson, IBM, Intel, Jacobs, Jeep, John Deere,
Johnnie Walker, Kingston, KFC, Kodak, Levis, Leg, Lincoln, Marlboro,
Mastercard, Mobil, Mercury, Mc donald'’s, Microsoft, Motorola, Mustang,
Nike, Oldsmobile, Pallmall, Parliament, Pizza Hut, Pepsi, Polo Ralph
Lauren, Pontiac, Salem, Saturn, Schweppes, Sprite, Starbucks Cafe,
Sun, Timberland, Tommy Hillfiger, Turkuaz, Ups, Viewsonic, Yahoo, 3M,
Youtube, Zippo, Wendy's, Winston, White Westinghouse, Wrangler,
Xerox,

Almanya / Germany: Audi, Aeg, Agfa, Bauer, Bauhaus, Bayer, Bosch,
Blaupunkt, Bmw, Braun, Continental, Dr Oetker, Enox, Faber Castell,
Fakir, Fissler, Fulda, Gazi, Grundig, Henkel, Hoffman, Hukla, In Pro,
King, Konig, Leitz, Loew, Lufthansa, Mercedes, Metro Market, Maybach,
Miele, Mini cooper, Mont Blanc, Morette, Nivea, Nuk, Opel, Osram, Profi-
lo, Pattex, Pelikan, Porsche, Puma, Scholler, Seat, Seba Met, Schaub
Lorenz, Siemens, Schiller, Skoda, Tchibo, Teka, Uhu, Varta, Visa, VW,
Wella

Avustralya/Australia: Quicksilver

Avusturya/Austro: Atomic, Blizzard, Fischer, Head, Kneissl, Red Bull,
Remus

Belgika/Belgium: Duracell, Esso, Pringles

Danimarka/Denmark: Carlsberg, Lever, Lego, Tuborg, Vipp
Finlandiya/Finland: Nokia

Fransa/France: Adidas, Acquaverde, Alcatel, Avon, Benzac, Benza-
gel, Benzamycin, Bic, Cartier, Carrefour, Chanel, Champion, Citroen,
Christian Dior, Cacharel, Danone, Elle, EIf, Evian, Fahrenheit, Gima,
Kerastase, Lacoste, Legrand, Lafarge, La Vache Qui Rit, Lancome, Le
Cog Sportif, Louis Vuitton, L Oreal, Michelin, Marie Claire, Nicoderm,
Novalgin, Onduline, Peugeot, Petit Bateau, Pierre Cardin, Renault,
Rowenta, Sagem, Sheaffer, Studio Line, Tefal, Total, Uniroyal, Valeo,
Yves Saint Laurent

Gliney Kore/South Korea: Hankook, Hyundai, Humax, Kaon, Kia,
Kumho, Lg, Peyss, Premier, Samsung, Ssyang Yong, Zalman

Hindistan/India: Tata

Hollanda/Netherland: Koni, Philips, Scotch & Soda, Shell
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ispanya/Spain: Barcelo, Bershka, Bolero, Camper, Dia, Zara, Fagor,
Iberia, Lois, Mango, Panama Jack, Smint

israil/Israel: Axe, Algida, Aquafina, British American Tabocco, Becel,
Burger King, Cif, Coca Cola, Carte D'or, Calve, Chesterfield, Cheetos,
Cappy, Danone, Danette, Danino, Damla Su, Doritos, Domestos,
Dove, Dunhill, Elite Cafe, Evian, Fruko, Flora, Frito Lay, Fanta, Hayat
Su, Johnsons & Johnsons, KFC, Knorr, Kent, Lipton, Lay's, Lux, L&M,
Lucky Strike, Lark, Marlboro, Magnum, Mc Donald's, Muratti, Nestea,
Omo, Pepsi Coala, Philip Moarris, Parliament, Pall Mall, Rexona, Signal,
Starbucks, Sprite, Sen-Sun, Schweppes, Turkuaz, Tamek, Unilever,
Vim, Viceroy, Virginia Slims, Yedigun, 7Up, Vim

ingiltere/England: Austin Rover, Aston Martin, Bally, Bentley, Bp,
Burberry, Cadburry's, Jaguar, Kit Kat, Land Rover, Lee Cooper, Lipton,
Lotus, Marks & Spencer, Next, Morgan, Mothercare, Range Rover, Ree-
bok, Rolls Royce, Slazenger, Tvr, Umbro, Vauxhall (Opel), Migros

isveg/Sweden: Abbtraction, Daf, Elektrolux , Ericson, ikea, Scania,
Saab, Tetrapak, Volvo

isvigre/Switzerland Arden, Blue System, Ergo, Freitag, Hamilton,
Milka, Nordstern, Oerlikon, Omega, Rado, Raymond, Nestle, Movenpi-
ck, Zenith (Saat), Rinspeed, Rolex, Rubis, Swatch, Tissot, Toblerone,
Victorinox, Wenger

italya/Italy: Alfa Romeo, Aprilia, Arflex, Ariston , Armani, Barilla, Bata,
Omp, Berloni, Benetton, Bianchi, Brembo, Bulgari, Chicco, Diesel,
Momo,Dino Bigioni, Dolce & Gabbana, Ermenegildo Zegna, Fendi,
Maserati, Ferrari, Ferroli, Fiat, Fiorucci, Gas, Gilera, Gucci, Hoover, Hugo
Boss, Indesit, Isotta, Kappa, Kinder Ferrero, Lamborghini, Lancia, Loft,
Lotto, Mercury, Mondial, Peg Perego, Piaggio, Pirelli, Prada, Rebecca,
Vespa, Simoni racing, Sparco, Stefanel, Supersprint, Versace, Sergio
Tacchini

Japonya/Japan: Aiwa, Blitz, Bridgestone, Canon, Casio, Daihatsu,
Fijutsi, Fuji, Hitachi, Honda, Infinity, Isuzu, Jvc, Kawasaki, Kenwood,
Korg, Kosei, Lexus, Lorus, Maxell, Mazda, Mitsubishi, Mugen, National,
Nec, Nikon, Nissan, Oz, Pioneer, Panasonic, Regal, Sanyo, Seiko, Scion,
Sharp, Sony, Subaru, Suzuki, Toshiba, Toyo, Toyota,

Yamaha, Yokohama

Rusya/Russia: Yandex, Gazprom, Lada, Zenit, Uaz
Kanada/Canada: Ati, Tdk, Zoom
Malezya/Malaysia: Mascorn, Petronas, Proton

Romanya/Romania: Dacia (Romanya'da kurulmustur fakat 1999
yilinda Renault markasina gegmistir), Oldcit

Tayvan/Taiwan: HTC, Adtech, Abit, Acer, Asus, Beng, Epox, Msi

Tirkiye/Turkiye: Aselsan, Kutahya Porselen, Arzum, Casper, Beko,
Arcelik, Eti, Dimes, Ulker, Demirdékam, Dyo, Kigili, LC Waikiki, Mavi,
DeFacto, Saray, Efes Pilsen, Ipekyol, General Mobile (Amerika'da
kurulmus olan bir Turk sirketi) , Trident, Sisecam, Sélen, Sarar, Vestel,
Niksar, Erikli, Banvit, Avea, Turkcell, Altinyildiz, Sutas, Pasabahce.



"Gozlerinizi kaydirmadan ayni nokta Uzerine odaklayin ve sasi
yaparak resme bakin. Resmi burnunuza degecek kadar yak-
lastinn. GéruntUyu izliyor gibi dusunun. Sakinlestikten sonra
yavas yavas resmi ylUzunuzden uzaklastirin. Resmin timune
bakmaya devam edin. Okuma uzakliginda resmi uzaklas-
tirmayi durdurun ve bakmaya devam edin. Once gorunti
bulanacak, ardindan ug¢Uncu boyuta gegerek resmin igindeki
asll gizli yaziyi gérmeye baslayacaksiniz”

Sasi Bak Sasir / Steogram

“Focus your eyes on a single spot and look to the image with
crossed eyes. Put the image right against your nose. Pretend
you are viewing the scenery. Relax and slowly move the image
away from your face. Continue to view the whole image. When
you reach the reading distance stop moving the image and
continue to watch it. The image will first become blurry and
then 3D and you will be able to see the hidden text.”
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