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ONSOZ

Turkiye'nin Avrupa Birligi'ne (AB) katilim
muzakerelerinin temelini olugturan Muzakere Cerceve
Belgesi ile Turk ve AB toplumlari arasinda kalici baglar
kurmanin gucli bir sivil toplumla mimkin olabilecegi
anlayigi 6nem kazanmigtir. Bu nedenle sivil toplum,

AB miktesebatina uyum ve sivil toplum diyalogu
temelinde yurGtilen mizakere strecinin énemli bir
aktort konumuna gelmistir.

Sivil Toplum Sektori kapsaminda 2014 yilinda
programlanan Sivil Toplum Destek Programi Birinci
Dénemi (CSSP-I) ile STK'larin karar alma streclerine
daha etkin katiimini, kamu - sivil toplum iliskilerinin
yerel ve ulusal dizeyde gelistirilmesini ve STK'larin
yonetim, savunuculuk ve iletisim becerilerinin
desteklenmesini hedefleyen projeler hayata
gecirilmektedir.Birinci dénemin devami niteliginde
2015 yilinda programlanan Sivil Toplum Destek
Programi iki (CSSP-II) hayata gecirilmistir. “Haydi
Turkiye Bisiklete!” projesi de CSSP-1I kapsaminda fon
almaya hak kazanmistir.

‘Haydi Turkiye Bisiklete!” projesi kapsaminda kent ici
ulagimda bisiklet kullanimina yonelik aktif ve dogru
iletisim kampanyasi ile farkindalik artirilmasi; yerel
yonetim, merkezi yonetim ve STK temsilcilerinin
katilimi ile bir yandan ilgili paydaglarin kapasiteleri
gelistirilirken bir yandan da sektérler arasi isbirligi
kiltirinin pekistirilerek aktif bir isbirligi ve
tartisma ortami saglanmasi hedeflenmistir. Proje ile
belediyelerin ve STK'larin iletigsim ve savunuculuk
becerileri artirilmaktadir.

Proje suresince gerceklestirilen tim faaliyetlerin

ve deneyimin bir sonucu olarak, yerel iletigim
kampanyalari aracihiyla gerceklestirilen tartigmalar,
kazanilan bilgi ve deneyimler, yapilan degerlendirmeler
ve uygulamalar “Haydi Turkiye Bisiklete Proje Raporu”
ile aktarilmaktadir. Hazirlanan rapor, “Sivil Toplum
Kuruluslari ve iletisim”, “En lyi Kampanya Uygulamalar”
“Izmir, Eskisehir ve Lileburgaz Kampanyalari”

ve “Oneriler” olmak iizere dért ana boélimden
olusmaktadir.

Hazirlanan raporun, proje dahilinde secilen pilot
uygulama alanlari disinda, kent i¢i ulagimda bisikletli
ulagimi desteklemek ve gelistirmek isteyen diger
yerel yonetim birimleri ile bu konuda destek saglamak
isteyen sivil toplum kuruluglarina da fikir vermesi ve
yon gosterici olmasi beklenmektedir.

Dr. Giineg Cansiz
Direktor - WRI Turkiye Surduralebilir Sehirler



PREFACE

The notion of forming permanent relations between
Turkish and EU societies have gained importance

with the Negotiation Framework Document which
constitutes the basis of the negotiations of Turkey's
accession to the European Union (EU). For this reason,
civil society has become an important part of the
negotiation process which is carried out on the basis
of alignment with the acquis communautaire and civil
society dialogue.

With the First Phase of the Civil Society Support
Programme (CSSP |) within the scope of Civil Society
Sector planned in 2014, projects that aim to increase
the participation of the NGOs to the decision-making
processes, improve the relations of civil society at the
local and national levels and support the management,
advocacy and communication skills of the NGOs have
been put into practice. As a continuation of the first
phase, the Second Phase of the Civil Society Support
Programme (CSSP Il) planned in 2015 has been
implemented. The “Get Turkey Cycling!” project is also

one of the 31 projects that received funding within the
scope of CSSP II.

“Get Turkey Cycling!” project aims at raising
awareness about cycling as a commuting mode

with active and correct communication campaign;
improving the capacities of related partners while
reinforcing the cross-sectoral collaboration culture
with the participation of representatives from local
governments, central government and civil society
organisations, and as a consequence ensuring an
active collaboration and discussion environment. With
this project, the communication and advocacy skills of
CSOs and the governments have been improved.

As a result of the activities and the experience
gained during the project, discussions that have been
started with the local communication campaigns,

the knowledge and experiences gained, and the
assessments and implementations are shared

with the “Get Turkey Cycling Project Report”. The
report consists of four main sections: “civil society
organisations (CSOs) and communication”, “the best
campaign practices”, “Izmir, Eskisehir and Liileburgaz
Campaigns” and “Recommendations”.

This report is expected to provide insight and guide
the local government units -other than the pilot
municipalities within the project- that want to support
and improve cycling as an urban commuting mode and
the CSOs that want to support this cause.

Gunes Cansiz
Director - WRI Turkey Sustainable Cities



HAYDi TURKIYE BiSIKLETE
PROJESIi HAKKINDA

World Resources Institute (WRI) Turkiye Strdurilebilir

Sehirler, “Haydi Turkiye Bisiklete” Projesi ile aktif ve
dogru iletisim kampanyasi ile kent ici ulagimda bisiklet
kullaniminin artirilmasini hedeflemektedir. Proje
kapsaminda Dutch Cycling Embassy (DCE) ile kurulan
ortaklik, Hollanda’nin bu konudaki bilgi birikimini
Turkiye'deki belediyelere ve sivil toplum kuruluslarina
aktarma firsati yaratmistir.

Projenin ana hedefleri:

« Aktif ve dogru bir iletisim kampanyasi ile kent
icinde bisiklet kullaniminin artirilmasi,

+ Yerel yonetim, merkezi yonetim ve STK
temsilcilerini hedefleyen projede ilgili
paydasglarin kapasitesinin artirilmasi ve sektérler
arasi igbirligi kulturinun guclendirilmesi,

« Teorik egitimi takip eden uygulamalar
sayesinde kamu sektori ve STK ile isbirligi
icinde hazirlanan iletisim kampanyalari
sonucunda iyi uygulamalarin olusturulmasi,

- Sivil diyalogu saglayarak ve STK'lari karar
ve politika olusturma strecine dahil ederek,
yerel yonetimler ve STK'lar arasinda bisiklete
iligkin bir isbirligi kaltura gelistirilmesi.

Projenin ana faaliyetleri:

Nisan 2019'da baslayan projenin, asagidaki sekilde
gosterildigi gibi alti ana faaliyeti vardir (Sekil .1).

Sekil 1: Projenin ana faaliyetleri

ABOUT “GET TURKEY CYCLING”
PROJECT

World Resources Institute (WRI) Turkey Sustainable
Cities aims to foster cycling as a commuting mode

in urban areas using communication campaigns. The
partnership with Dutch Cycling Embassy in the project
helped to harness the Dutch know-how within the
communication campaigns designed by municipalities
and local cycling communities.

Main aims of the project are as follows:

+ Increasing the use of bikes in urban areas via an
active and accurate communication campaign;

+ Improving the capacity of relevant stakeholders and
reinforcing the cross-sectoral collaboration culture
in the project targeting representatives from local
administration, central administration and NGO;

- Creating best practices as a result of
communications campaigns prepared in
collaboratively by with public & NGO sector, thanks
to the practice following the theoretical training;

« Cultivate a culture of collaboration between
local governments and CSOs around cycling by
ensuring civil dialogue and including the CSOs
in the decision and policy making process

Main activities

The project starting in April 2019 has six main
activities, which are demonstrated in the figure below
(Figure.).

Figure.1: Main activities of the project
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Proje kapsaminda 6ncelikle, aktif iletisim kampanyasi
ile kent ici ulagimda bisiklet kullanimini yayginlastirmak
uzere halihazirda faaliyetler yuriitmekte olan ve
gelecekte de bu konuda caligmalar yapacagini beyan
eden Izmir, Eskisehir ve Lileburgaz pilot uygulama
alani olarak secilmistir.

Proje pilot uygulama alanlarinin belirlenmesinin
ardindan DCE ile Hollanda'daki iyi uygulamalari
gozlemlemek ve yetkililerden bilgi almak Gzere
Hollanda ¢alisma ziyareti & egitim diizenlenmistir. Bu
calismaya, izmir ve Eskisehir Buytiksehir Belediyeleri
ile Lileburgaz Belediyesi yetkilileri, bu kentlerde yer
alan ve en fazla liye sayisina sahip bisiklet dernekleri
temsilcileri, Cevre ve $ehircilik Bakanligy, ilbank

ve Turkiye Belediyeler Birligi temsilcileri katilim
saglamistir.

Calisma ziyareti & egitimin temel amaci, katilimcilarin
iletisim ve savunuculuk kapasitelerini guclendirmek,
bosluk ve ihtiyaglari belirlemek, kargilikh fikir
aligverisinde bulunmak, sektorler arasi deneyim ve iyi
uygulamalarin paylasilarak bisiklet kullanimini tegvik
etmek ve tesvik araglari/yontemleri Gzerine fikir
gelistirmektir.

Iki giin siiren galigma ziyareti & egitim, DCE
tarafindan tasarlanan iyi uygulamalarin sunuldugu

ve kentlerde ulagim tiri olarak bisikletin tegvik
edilmesi konusundaki bosluklarin belirlenmesi igin
yuvarlak masa tartismasinin yGrataldigu bir formatta
gerceklestirildi. Egitim agirlikli olarak su sorulara
odaklandi: “Ne tir iletisim faaliyetleri ve kampanyalari
yurutultyor, paydaglarla bu konuda nasil igbirligi
yapiliyor?”, “Dikkate alinmasi gereken temel ihtiyaclar
ve kisitlamalar (politik, finansal, kilttrel vb.) nelerdir?”,
“Bu konuyu destekleyen ana aglar nelerdir?”, “STK'larin
ve bu alandaki ilgili paydaslarin kapasitelerinin
gelistirilmesi konusunda ne tur eylemler ve egitim
programlari mevcut?”. Egitim programi sirasinda,
iletisim kampanyalarina, paydas platformlarina ve
hedef gruplarin davranigsal yonlerinin 6nemine de
oncelik verildi.

The project started by launching the collaboration
with three municipalities in developing active
communication campaign on urban cycling. Izmir,
Eskisehir and Lileburgaz are selected as the

pilot cities among cities that have an existing bike
infrastructure and plans to expand it.

The second main activity of the project was “the Field
Study in Netherlands (training programme and gap
analysis) to observe the best practices in Netherlands
with the Dutch Cycling Embassy (DCE). The
participants were from the pilot municipalities, relevant
cycling NGOs in those cities, Ministry of Environment
and Urbanization, Turkish Bank of Provinces and Union
of Municipalities of Turkey.

The main aim of study visit was to strengthen

capacity building of the participants with regards to
communication and advocacy skills, to identify the
gaps and needs, exchange ideas, experience and
share good practices for cross-sectorial cooperation to
promote cycling and to reflect on tools and methods
to promote cycling. This was not just a study visit but
also a capacity-building program, a comprehensive
cross-sectoral contact making opportunity and a
dissemination activity.

The two-day visit was a combination of a training
designed by the Dutch Cycling Embassy where

they presented good practices as well and round
table discussions to identify the gaps (challenges)

in promoting cycling as a transport mode in Turkish
cities. The training mainly focused on the “What kind
of communication activities and campaigns are carried
out, how stakeholders cooperate in this?”, “What are
the main needs and constraints (political, financial,
cultural, etc.) that should be considered?”, “What are
the main networks that promote this issue?”, “What
kind of actions and training programs exist with
regards to capacity building of CSOs and relevant
stakeholders in this field?”. During the training
program, priority was given to the importance of the
communication campaigns, stakeholder platforms and
behavioral aspects of target groups.



Egitim programinin ardindan, Tirkiye'de bir ulagim turd
olarak bisiklet kullanilmasindaki bogluklari belirlemek
icin Turk katilimcilarla bir calistay gerceklestirildi.
Calistayda her katilimci, Turkiye'de ve kentlerinde
bisiklet kullanmanin mevcut durumu ve gelecegi
hakkinda fikirlerini agikladi. Katilimcilar, Turkiye'nin
hala gelismemis bir bisiklet altyapisina sahip oldugu
konusunda hemfikir oldular. Kentlerde bisiklet
kullaniminin gelistirilmesi icin bir ¢caba oldugunu ancak
tum kurumlarin birbirinden habersiz calistig belirtildi.
Gelecekte bisikletle ilgili projelerin bir grup sinerjisi
ile sirdurtlmesi ve sistematik bir yapi olugturulmasi
gerektigi ifade edildi.

Turkiye'de bisiklet kullanma algisi ve bisiklet
kullanimina karsi olan tutum hakkinda genel bir
degerlendirme yapabilmek amaciyla katilimcilara
3 soru soruldu. Katiimcilara yoneltilen sorular ve
cevaplari agsagidaki tabloda 6zetlenmektedir.

The training program was followed by a workshop with
Turkish participants to identify the gaps on cycling
as a commuting mode in Turkey. In the workshop,
each participant explained their ideas on the current
situation and future of cycling in Turkey and in their
city. The participants have agreed that Turkey still
has an undeveloped cycling infrastructure. There is
an effort, but all institutions are working individually.
In the future, the cycling related projects should be
sustained with a group synergy and a systematic
structure should be created in the future.

In order to have a general conversation regarding
the perception of cycling and attitudes towards
cyclingin Turkey, 3 questions are asked to the
participants. The table below summarizes the
questions directed to the participants and their
answers.

“Insanlarin neden bisikleti bir ulagim araci olarak

“Kentlerde/iilkemizde bisikletli ulagimi

“Herkesin ise/okula

tercih etmedigini diisiiniiyorsunuz?”

+ Insanlar ulagim tanimini bilmiyor.

- Genellikle bisiklete binmenin bir spor ya da
eglence aktivitesi oldugu dustnultyor.

- Topografya, iklim, kiltir gibi engeller var.

- Bisikletin dustk gelir grubuna yénelik bir
ulagim araci olduguna dair bir algi var, ayrica
baziinsanlar icin bisiklet satin almak zor.

- Kentlerde, bisiklet park yeri sorunu var.

yayginlastirmak icin hangi argiimanlar
kullanilabilir?”

- Bisiklete binmeyi bilmeyen insanlar
icin bisiklet dersleri dizenlenebilir.
Bisiklet i¢in ‘O’ vergi
dizenlemesi yapilabilir.

Sosyal medya ve iletisim kampanyalari
arac olarak kullanilabilir.

- Farkindalik yaratmak icin bisiklet
etkinlikleri ve festivaller diizenlenebilir.

bisikletle gidebildigi bir
kentin sakinleri nasil insanlar
olurdu?”

+ Cevreye ve dogaya duyarl
« lyi bir zihinsel sagliga sahip
+ Stressiz

+ Verimli

- Kendine glivenen

“Why do you think people don’t prefer cycling

as a commuting mode?”

« People don't know the exact
definition of transportation.

« People generally think that cycling
is a recreational and leisure activity.

« There are barriers such as the
topography, climate, culture.

« There is a perception that the
bicycle is a means of transportation
mode for the lower income group
and sometimes, bikes can be
hard to afford for some people.

« There is a lack of bicycle parking areas.

“What would be the right arguments to
promote cycling in our cities/Turkey?”

- Bicycle lessons can be
organized for people who do
not know how to
ride a bicycle.

- Zero tax regulation can
be managed for bicycle.

« Social media and
communication campaigns
can be used as a tool.

« Activities and festivals can
be used to raise
the awareness.

“How would you describe
the residents of a city where
people cycle to their work/
school?”

- Sensitive to
environment
and nature,

+ With a good
mental health,

« Stress-free,

. Efficient,

- Open to self
improvement.




Bosluk analizinin son béliminde, katilimei gruptan,
Turkiye olcegi ve kentler icin birer vizyon gelistirmeleri
istenmistir.

Turkiye vizyonu “Ulke capinda bisiklet kullaniminin
tesvik edilmesi” olarak belirlenmis ve bu konunun
cesitli tegvik mekanizmalari ve yasal dizenlemeler ile
desteklenmesi gerektigi; yeterli altyapi hizmetlerinin
sunulmasi ve iletisim modellerinin gelistirilmesi
gerektigi de bildirilmistir. Kent dlgeginde ise Izmir,
vizyonunu “Kent i¢i ulagimda bisiklet kullanim payini
artirmak” olarak tanimlamis ve bu vizyonun bisiklet
slren insan sayisini artirarak, bisiklet altyapisini
iyilestirerek, bisiklet paylagim sistemini toplu ulagima
entegre ederek ve izmir bisiklet stratejisi hazirlayarak
desteklenmesi gerektigini bildirmistir. Eskisehir de
Izmir gibi vizyonunu “Kent ici ulagimda bisiklet kullanim
payini artirmak” olarak tanimlamig ve vizyonun, bisiklet
yollarinin kalitesini ve miktarini artirarak, bisiklet strts
egitimleri duzenleyerek, yerel basinda bilinglendirme
kampanyalari gelistirerek desteklenmesi gerektigini
ifade etmistir. Lileburgaz ise “Bisiklet yollarinin ilce
geneline yayilmas|” vizyonu ¢ercevesinde yapilmasi
gerekenlerin bisiklet seridi uygulamalarini artirmak,
hibe destek programi uygulamalari gelistirmek, bisiklet
master planini hazirlamak oldugunu ortaya koymustur.

Bir diger ana faaliyet “Kentlerde Stratejik iletisim
Egitimi ve Kampanya Gelistirme”dir. izmir'de 18-19
Eylul'de, Eskisehir'de 17-18 Ekim'de, Lileburgaz'da

ise 28-29 Kasim'da belediye temsilcileri ve bisiklet
topluluklarindan temsilciler igin stratejik iletigim
egitimi ve kampanya fikri gelistirmeye yonelik calistay
dizenlenmistir. Egitimlerin her biri, hem teorik (sivil
toplumun iletigim temelleri, hedef kitle belirleme,
sdylem belirleme, bir kampanya planlama, iletigim
stratejisinin temelleri, medya ve mesaj arasindaki

iliski, kampanya 6zeti hazirlama, ajans yonetme) hem
de uygulama (SWOT, Mart-Nisan 2020'de yapilacak
kampanyalarin planlanmasi igin ¢alistay) bélimlerinden
olugsmus ve kampanyalar hazirlanirken danigman olarak
da gorev alan sosyal fayda iletisimi konusunda guicla bir
gegmise sahip olan Stratejik iletisim Ajansi uzmanlar
tarafindan verilmistir.

In the last part of the gap analysis, the participant
group asked to develop a vision for Turkey and for
their cities.

It is declared that the vision for Turkey should be
“Promoting cycling in the nationwide” and this

vision should be supported by improving incentive
mechanisms, legal regulations, infrastructure and
developing communication models in the country
scale. In the cities scale, izmir identified its vision as “to
increase the share of cycling in urban transportation”
and this vision should be supported by increasing

the number of people riding bicycles, improve the
cycling infrastructure, integrate bicycle sharing
system with public transportation and preparing izmir
bicycle strategy. Eskisehir identified its vision as “to
increase the share of cycling in urban transportation”
and the vision should be supported by Increasing

the quality and quantity of bicycle lanes, improving
cycling educations, developing awareness raising
campaigns in the local press. Lileburgaz identified
its vision as “Spreading cycling routes throughout the
county” and supported the vision by increasing bike
lane applications, developing grant-support program
applications, preparing bicycle master plan.

Another main activity was the “Strategic
Communication Training in Cities & Developing
Campaigns”. Strategic communication training and
workshop to develop campaign idea was organized
on September 18-19 in izmir, October 17-18 in Eskisehir
and November 28-29 in Luleburgaz for officials in the
municipality and representatives from local cycling
communities. The training lasted two days focusing
on both theory (communication foundations of civil
society, identifying target audience, identifying
discourse, planning a campaign, foundations of
communication strategy, relationship between medium
and message, preparing campaign brief, managing an
agency) and practice (SWOT, workshop to plan the
campaigns to take place in March-April 2020). The
training was delivered by the experts from Strategic
Communication Agency with strong background on
social good communication who would also continue
as mentors while preparing the campaign.



Egitimlerin ardindan, belediyelerin kentte bisiklet
kullanimini tegvik etmeleri, kendi kampanyalarini
gelistirmeleri ve uygulamalari icin danigmanlik streci
baslamig; Mart ve Nisan aylarinda baglatmak tzere
kampanyalar hazirlanmistir. Ancak Turkiye'de 11
Mart'ta vuku bulan ilk COVID-19 vakasinin ardindan
alinan énlemler kapsaminda bu kampanyalarin
tarihleri ertelenmistir. Ote yandan, Haziran ayinda
Izmir Biytksehir Belediyesi ile Lileburgaz Belediyesi
COVID-19 déneminde saglikh bir ulagim araci olarak
bisikleti 6n plana ¢ikaran bir kampanyayi hayata
gegirmistir.

Bu rapor, proje kapsaminda edinilen bilgi ve tecriibeyi

yayginlastirmak icin proje kapsamindaki son etkinliktir.

Raporun takip eden bolimlerinde, kentlerde verilen
egitimlerin 6ztnl olusturan sivil toplum kuruluglari
icin iletisim temeline dair ayrintilar paylagilmaktadir.
Ardindan, raporda diinya genelinde uygulanan iyi
uygulama 6rneklerine ve proje kapsaminda kentlerde
gelistirilen kampanya fikirlerine yer verilmektedir.
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Following the local trainings, mentorship process
started for municipalities to develop and implement
their own campaign to promote urban cycling. The
cities prepared their campaigns to launch in March
and April. However, following the first COVID-19
case taking place in Turkey in March 11, 2020, these
campaigns were postponed within the scope of health
measures. However, in June 2020, izmir Metropolitan
Municipality and Lileburgaz Municipality realized

a campaign highlighting bike as a healthy transport
option during COVID-19.

And this report is the last activity under the project

to disseminate the knowledge and experience gained
throughout the project. In the following section of this
report, details on the basis of the communication for
civil society organizations are shared, which form the
essence of the trainings delivered in the cities. This
section is followed by best practices on campaigns
from the world and the case studies of the campaigns
organized under this project in three pilot cities.




SiVIL TOPLUM KURULUSLARI VE
ILETiSIM

Sivil Toplum Neden lletisim Yapmali? (Sivil
Toplumun Reklami mi Olur?)

Sivil toplum, ézellikle Turkiye'de iletisime

yonelik yatirim yapmakta cogu zaman ¢ekingen
davranmaktadir. Halihazirda kisith kaynaklarla baytk
degisim yaratmaya calisirken insan kaynagi ayirmaktan,
kampanyaya bitce ayirmaya kadar iletisime yapilan
yatirim ¢ogunlukla sivil toplumun zorlukla elde ettigi
finansal kaynagi harcamak gibi gérinmektedir. Ancak,
ozellikle farkindalik gelistirmek ve davranis degisikligi
yaratmak icin iletisim yapilmalidir. Bunun yaninda,

sivil toplum kuruluslari, kendilerine destek veren ve
kendileriyle is birligi yapan insanlarin sayisini artirmak
amaciyla da iletisim yontemlerine yatirim yapmalidir.

Sivil toplumun, iletisime yeterli dnem vermemesi
durumunda, 6zellikle reklam gibi ciddi bir insanhk
birikimini de icinde tasiyan, disiplinler arasi bir alani
hi¢c kullanmamis ve bu alani ticari iletigsime birakmig
olacaklardir. Sayisiz mesajin stirekli olarak gesitli
mecralarda tekrarlandidi bir diinyada fark edilmek icin
iletisim yapmak artik bir gerekliliktir.

Insan;

Fark eder(se) > bilgi edinir
Bilir(se) > ilgilenir

(ya dailgilenmez)
ilgilenir(se) > sempati duya(bili)r
Sempati duyar(sa) > destekler
Destekler(se) > isbirligi yapar
isbirligi yapar(sa) > guclendirir

isbirligi, ticari reklamda satin alma davranisi, sosyal
fayda reklamciliginda ayni hedef icin caligmak
demektir. Stk’lar kendilerine destek veren ve
isbirligi yapanlarin sayisini artirmak istiyorlarsa
iletigsim zorunludur.

Why should the Civil Society communicate?
(Is the advertisement of Civil Society
possible?)

Most of the time, especially in Turkey, civil society
hesitates to invest in communication. While trying to
make big changes with the restricted resources at
hand, the investments made in communication starting
from increasing the human resources to budgeting for
the campaign seem mostly like spending the financial
resources the civil society acquired with difficulty.
However, especially to raise awareness and to make a
change in behaviour, communication is necessary. In
addition to this, non-governmental organisations have
to invest in communication in order to increase the
number of people who support them and cooperate
with them.

Not giving enough importance to communication
would mean that civil society would not make use of
an interdisciplinary field such as advertisement which
comprises a huge part of human capital and leave this
field to the services of commercial communication.

In a world in which countless messages get repeated
in various media, communication is a must for
recognition.

If people

Recognise > they get informed

(If) they know > they get
interested
(or do not get
interested)

(If) they get interested > they (may)
sympathise

(If) they sympathise > they give their
support

> they cooperate
> they empower

(If) they give their support
(If) they cooperate

Cooperation means buying behaviour for

the commercial advertisement and working
together for the same cause for the social
benefit advertisement. If NGOs want to increase
the number of supporters and cooperators,
communication is a must.
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Sosyal Fayda lletisimine Yénelik Metotlar

Gerceklestirilen kampanya tirinden (itibar, farkindalik,
bagis vb.) bagimsiz olarak iletigsimin baglangicinda
yapilmasi gereken, belli bash sorulara net ve kisa
cevaplar vermek ve iletisimi gerceklestiren tim ekiple
bu sorular Gzerinde uzlagmaya varmaktir. Bu yanitlar,
kampanyanin cercevesini belirleyecek, mesajlarin nasil
olusturulmasi gerektigi konusunda yol gosterici olacak
ve alt alta yazildiginda, kampanyanin “brif” dokiimanini
olusturacaktir. Bunun yaninda, bu dokiiman, hem
cekirdek iletisim ekibi, hem de bu ekibi besleyecek
diger tasarimci, grafiker, ajans gibi yaratici ekipler icin
de rehber niteligi tagiyacaktir.

Brif dokiimani olusturmak icin, gazetecilikten ilhamla
4N1K (Neredeyiz, nereye gidecegiz, kime gidecegiz, ne
zaman gidecegiz, nasil gidecegiz) yontemi kullanilabilir.

«  Mevcut Durum (Neredeyiz?)

Bu soruya iki yonli yanit aranmasi gereklidir. Birincisi,
meselenin durum tespiti, ikincisi de hedef kitle
nezdinde durum tespitidir.

Meselenin durum tespitinde, iletisimi yapilacak
meselenin (6rnegdin bir bisiklet yolu talebi) o anki
mevcut durumuna dair detaylar yazilir (talep durumu,
mevcut yol km'si, kaynak durumu, kampanyaya kim ne
kadar destek verebilir vb.). Mevcut durum tespitine o
anki iletisim evreninin durumu eklenir (trendler, talep
ve beklentiler vb.).

Hedef kitle nezdindeki durum tespitinde ise meselenin
algisina bakilir. Yukaridaki 6rnek Gzerinden devam
edilirse, kampanyanin yapilacagi mahallede bisiklete
dair algi nasil? Bisikletlilere yonelik bir sempati var mi?
Meselenizin yani sira, kurum olarak nasil biliniyorsunuz?
Guvenilir bulunuyor musunuz?

Bu sorularin yanitlari, kampanya sirecinde hangi
mesajlara agirlik verilecegini belirler.

+  Hedef (Nereye gidecegiz?)
Kampanya bittiginde nasil bir degisim beklendigi tek

bir ciimleyle belirlenmelidir. Kampanya siresince atilan
adimlar kampanya hedefini beslemelidir.
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Methods Regarding the Social Good
Communication

Independently of the campaign type (prestige,
awareness, donation, etc.), what should be done at
the beginning of the communication is answering the
fundamental questions shortly and settling on these
questions with the whole communication team. These
answers will set the framework of the campaign,

will be a guide to the way the messages should be
formed and when written in order, will provide the
briefing document of the campaign. In addition to
this, this document will be a guide to both the core
communication team and to the designers, graphic
designers, agents and similar creative teams.

To prepare a briefing document, 4W 1H (Where are we
now, where are we going, who are we going towards,
when will we go, how will we go) method can be used.

«  Current Situation (Where are we now?)

This question should be answered in two ways. The
first one is the assessment of the issue and the
second one is the assessment of the target audience’s
perspective.

In the assessment of the issue (for example:
demanding bike lanes), the specifics of the current
assessment of the issue (demand status, current
length of lanes, resource status, who can support

the campaign and to what extent, etc.) are written.
The current status of the communication system is
added to the current assessment of the issue (trends,
demands and expectations).

The perception of the issue is reviewed in the
assessment of the target audience’s perspective. To
continue in the line with this example, what is the
target neighbourhood’s perception of bicycles? Are
there any sympathy towards cyclists? Aside from the
issue, how are you known as an institution? Are you
regarded trustworthy?

The answers of these questions will determine the
messages that will be focused on during the campaign
process.

«  Aim (Where are we going?)

The change expected at the end of the campaign
should be stated with one sentence. The steps taken
during the campaign should be towards the goal of the
campaign.



+  Hedef Kitle (Kime Gidecegiz?)

Bir iletisim kampanyasinin temeli, iletigsim kurulacak
hedef kitlenin belirlenmesidir. Kitle ne kadar iyi
taninirsa mesajlari iletmek de o kadar kolaylagir. Hedef
kitle belirlenirken, bu kitlenin tek bir homojen grup
olmayacag, ozellikle sosyal fayda kampanyalarinda

cok katmanli bir hedef kitle ile karsi kargiya olundugu
unutulmamalidir. Hedef kitle belirlendikten sonra hedef
kitlenin demografik durumu, cografi dagilimi, tutumu
(Konuya nasil yaklagiyorlar? Ne kadar proaktifler? Nasil
harekete gecerler?), medyaya erigimi, kilturel arka
plani vb daha yakindan taninmalidir.

Hedef kitlenin yani sira, paydas haritasinin
olusturulmasi da bu stirecte kimlerden destek
alinabilecegi gibi kritik konularin yanitlanmasina
olanak verecektir.

+ Yoéntem (Nasil Gidecegiz?)

Kampanya suresince kullanilacak her bir mecranin
(sosyal medya, tv, gazete, brosur, billboard vs) kendine
has avantajlari ve dezavantajlari bulunmaktadir. Her
bir mecra, onunla iletisime gecen hedef kitlede farkli
duygular uyandirir. Ornegin sosyal medya her ne
kadar ¢ok hizla ve dustk butcelerle yayilma imkani
sunsa da, guvenilirlik endeksi hedef kitleler nezdinde
hala dusuktur. Gazete, dergi gibi basili mecralarda
yapilan reklamlar daha kalici olarak kabul edilir. Bu alg,
billboard, otobus duraklari vb. mecralarda biraz daha
farkli igler. Sehrin en gérunir yerlerinde mesajini ilan
eden bir kurumun bu mesajinin arkasinda duracag:
varsayllmaktadir. Televizyon ise kurumun kampanyaya
maddi olanaklarini seferber ettigini gosterir. Bu
mecralarin coklu olarak kullanilarak butunlakld bir
algi olusturmasi ideal versiyondur. Eger butceler el
vermiyorsa, bu durumda mecralar Ust Uste gelecek
bicimde konsolide edilmeye caligilmalidir. Mecra
secimlerinde tasarimlarin uyumlu olup olmadigi
mutlaka kontrol edilmelidir. C)rnegin, bir billboard,
énlnden gecgen araglarin icindeki kisilerce géralur.
Bu da hedef kitlenin mesaji gorip anlamak igin birkag
saniyesi var demektir. Bu durumda kisa metinli, kolay
algilanir tasarimlar cok daha etkin ve verimli olacaktir.

+ Target Audience (Who are we going
towards?)

The fundamental of a communication campaign is to
determine the target audience that will be contacted.
The better the audience is known, the easier it will be
to transfer the messages. While the target audience
is determined, the fact that this audience will not be
a homogeneous group but, especially for social good
campaigns, will be a multi-layered target audience
should not be forgotten. After the target audience is
determined, the demographic status, the geographical
distribution, the stance of the target audience (How
do they approach the topic? How proactive are they?
How do they take action?), their access to the media,
their cultural background, etc. should be understood.

Besides the target audience, creating a map of
stakeholders will also enable to answer the critical
topics such as from whom you can receive support
during the process.

«  Method (How will we go?)

Every media used during the campaign (social media,
TV, newspaper, brochure, billboard, etc) have its

own advantages and disadvantages. Every medium
evokes different feelings in the target audience that it
reaches. For example, although social media provides
fast propagation with low budget, its reliability index
is still low. Advertising in newspapers, magazines and
other printed media is considered to be more lasting.
This perception is a different process for billboards,
bus stops, etc. It is expected from an institution that
has advertised its message in the busiest places

of the city to stick by this message. Television
advertisements show that the institution mobilises

its financial resources for the campaign. Using these
media together to create a whole perception is ideal.
If the budgets are not enough, these media should be
consolidated in order to overlap. The designs should
definitely be in accordance with the media type. For
example, a billboard is seen by people who pass it
while driving in a car. This means the target audience
has a few seconds to see and understand the message.
In this case, short messages with easily perceived
designs will be more effective and efficient.
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Kavramlar Haritasi ve Komsu Kavramlar

Her kurumun, konunun ve kampanyanin bir
kavramlar haritasi vardir. Ornegin bisiklet yolu talep
ediliyorsa daha aktif bir yasam, daha erisilebilir

bir kent gibi kavramlar, temel kavramlar haritasini
olusturur. Bir de bu haritanin komsu kavramlari
bulunur; drnegin iklim krizine kargi duyarli olmak,
cevreyi dnemsemek bisikletin komgu kavramlaridir.
Bu komsu kavramlar, cogunlukla temel meseleye
sempati duyan kamuoyunun iliskilendigi genel
kavramlarla belirlenmektedir. Bu nedenle kampanya,
mecralari belirlerken bu kavramlar da g6z 6niinde
bulundurulmalidir.

Bisiklet kampanyalarinda iki egilim > Sen de gel ...
hakkimizi ver ...

Sen de gelciler > Bisiklet komunitesinin hacmini
artirmak isteyen, sen de gel diyen kampanyalar.

Kendine dikkat etgiler > Bisikletlilerin kaza,
dikkatsizlik gibi sorunlarina odaklananlar. (Hollanda
gibi bisiklet kullaniminin yogun oldugu yerlerde

yaygin)

Hakkimizi verciler > Bisiklet kullanimina ve

bisikletlinin ihtiyaclarina yonelik taleplerinin kamu
yonetiminden istendigi kampanyalar. (Turkiye gibi
bisiklet aliskanhginin zayif oldugu yerlerde yaygin)
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Concept Maps and Related Concepts

Every institution, topic and campaign has a concept
map. For example, if bike lanes are demanded,
concepts such as a more active life, a more accessible
city constitute the concept map. These concepts also
have related concepts; for example, being sensitive to
the climate crisis and caring about the environment are
related concepts of cycling. These related concepts
are usually determined with the general concepts
that are related to the public who is concerned with
the key issue. For this reason, while determining the
campaign media, these concepts should be taken into
consideration.

The two tendencies of cycling campaigns > Join us
... give us our rights ...

The Join Us Group > The campaigns that want
to enhance the cycling community, that tell the
audience to join them.

The Take Care Group > The campaigns that focus
on the cycling crashes and negligence issues.
(Common in places that have a high rate of cycling
such as the Netherlands.)

The Give Us Our Rights Group > The campaigns
that have demands from the local government
regarding cycling and the necessities of cyclists.
(Common in places that have a low rate of cycling
such as Turkey.)



Kampanyanin Séylemi

Bir kampanyanin basarisi, ona ayrilan kaynaklar
kadar kurdugu séylemin glcuyle de belirlenir.
Iletisim her sorunun ilaci olamaz. Ancak iletisim pek
cok seyi degistirebilir. Ister insanlari yiiz yiize ikna
ederken, ister kitle iletisim araclariyla kampanya
yaparken, insanlarin iletisim kurma yontemi,
asirlardir Aristo’'nun retoriginden beslenmektedir.
En temelde, kargimizdakini herhangi bir davranis-
tutum degisikligine ikna etmek istiyorsak, t¢lu bir
mekanizmayi hayata ge¢irmemiz gerekmektedir:

1- Ethos: Konu hakkinda konusan kisginin-kurumun
guvenirligi saglanmalidir. Hedef kitle size saygi duyuyor
mu? lyi bir karakter oldugunuza inaniyor mu? Sizi
guvenilir buluyor mu? Konustugunuz konu tzerindeki
otoritenize inaniyor mu? Kampanyayi yaparken, daha
yeni kurulmusg bir kurum olabilirsiniz veya hedef
kitleniz henuz sizi tanimiyor olabilir. Bu durumda,
“ethos”u guglendirecek taktikler kullaniimalidir.
Mesajin tutarliligini géstermek icin anektodlar ve vaka
ornekleri ile hedef kitlenin gtvenilir buldugu dogru
kaynaklardan alinti ve istatistikler kullanmak, hedef
kitlenin anlamayacadi teknik bir Gsluptan kaginmak
“ethos”u gu¢lendirecek taktikler olarak kullanilabilir.

2- Pathos: Pathos, kampanyanin mesaji ve vaatleri

ile hedef kitle arasinda kurulan bagin duygusudur.
Kampanyanin iddiasiyla pozitif duygular iligkilenmelidir.
Bu nedenle duygulara hitap eden bir séylem
kullaniimalidir. Bunu gli¢lendirmek amaciyla analoji

ve metaforlar kullanilabilir, hikayeler anlatilabilir.

Canli, coklu duygular uyandiracak kaliplarin secilmesi
de kampanyayi daha etkin hale getirecektir. Ancak
ayni zamanda kullanilan kelimelerin hedef kitledeki
duygusal/politik/kultirel yikine asina olunmalidir.

Bu duygu bagini yaratabiliyor muyuz? Kitlelerimizi
meselemize adayabilir miyiz? Kampanya bagliklari hangi
duygulari uyandiriyor? Karsitlarinizi tanimlayisiniz
hangi duygulari uyandiriyor? Gérinusiniz (kampanya
gorselligi) hangi duygulari uyandiriyor? Mesajiniz hangi
duyguya sesleniyor?

Discourse of the Campaign

The success of the campaign is determined with

the power of its discourse as much as its resources.
Communication cannot solve every problem. However,
communication can change many things. Whether

it is convincing people face to face or campaigning
through media, the communication methods of

people have lived on Aristotle’s rhetoric for centuries.
Essentially, if we want to persuade someone to change
their attitude-stance, we have to accomplish these
three elements:

1- Ethos: The reliability of the person-institution who
speaks on the subject should be ensured. Does the
target audience respect you? Do they believe that
you have a good character? Do they trust you? Do
they believe your authority on the subject? You can
be a newly established institution as you carry out the
campaign. In this case, you should employ strategies
that will strengthen your “ethos”. In order to highlight
the consistency of the message, using anecdotes and
case examples with quotations and statistics from
sources that the target audience finds reliable and,
also, avoiding using a technical discourse that the
target audience would not understand can be some of
the strategies that will strengthen “ethos”.

2- Pathos: Pathos is the emotion of the attachment
between the campaign message and its goals and the
target audience. Positive feelings should be associated
with the goal of the campaign. For this reason, the
discourse of the campaign should appeal to the
audience’s emotions. To intensify this notion, you can
use analogies and metaphors or tell stories. Vibrant
patterns that can evoke multiple feelings will make
the campaign more active. However, the emotional/
political/cultural meaning of the words used in the
campaign should be taken into consideration.

Can we create this emotional attachment? Does our
audience dedicate itself to our cause? Which emotions
do the campaign topics evoke? Which emotions do
the campaign topics evoke? Which emotions does
your appearance (campaign’s visuals) evoke? Which
emotion does your message appeal to?
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3- Logos: Logos, kampanya mesajinin mantigini

ifade etmektedir. Ortaya konulan ¢dziim 6nerisi ve
aksiyon arasinda tutarlilik bulunmalidir. Bu amagla,
ortak bir zihin haritasi kullanilmali, anlagilir, mantikl,
gercekei ve tutarli olunmalidir. iletisim basamak
basamak olusturulmalidir. Kargilagtirmalar, analojiler ve
metaforlar kullanmak; canli detaylar ve deneyimlerden
yola ¢ikmak, soru sorarak kitlenin digtinmesini
saglamak; istatistikleri ve olgulari temel almak, kaynak
belirtmek; karsit géruslere atifta bulunarak dayanaklari
curitmek kampanya mesajinin tutarliligini saglamada
arag olarak kullanilabilir.
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3- Logos: Logos expresses the logic of the campaign
message. There should be consistency between the
suggested solution and the action. For this purpose,
you should use a common mind map while being
straightforward, logical, realistic and consistent.
Communication should be constituted step by step.
Using comparisons, analogies and metaphors; taking
vivid details and experiences as basis, asking questions
to compel people to think; using statistics and facts as
basis, referencing; addressing opposing views in order
to confute them can be used as means of ensuring the
consistency of the message.
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Hollanda & Amsterdam Netherlands & Amsterdam
Amag Guvenli bisiklet altyapisi olusturma'’ Aim Creating safe cycling infrastructure!
Yil 1970’ler Year 1970s
Kisi/Kurum-Taraf Stop de Kindermoord and By Stop de Kindermoord and the Cyclists’ Union
the Cyclists’ Union (Cocuk Cinayetini Durdur ve
Bisikletliler Birligi)
1 https://www.theguardian.com/cities/2015/may/05/amsterdam- 1 https://www.theguardian.com/cities/2015/may/05/amsterdam-
bicycle-capital-world-transport-cycling-kindermoord bicycle-capital-world-transport-cycling-kindermoord;
Bruntlett M., Bruntlett C. 2018, Building the Cycling City- The Bruntlett M., Bruntlett C. 2018, Building the Cycling City- The
Dutch Blueprint for Urban Vitality Dutch Blueprint for Urban Vitality

17



Kampanya arka plani 1960’larda Hollanda,

kent planlamasi yaklagimini ara¢ odakli bir hale
getirerek; bisiklet kullanimi yerine araba kullanimini
onceliklendirdi. Bu degisimle, on yil icinde, trafik
carpigmalarinda hayatini kaybedenlerin sayisi 3.300’e
ulasti ve bu sayinin %12'den fazlasi cocuklardan
olugsmaktaydi. Bu durum, en tnlust “Cocuk Cinayetini
Durdur” anlamina gelen “Stop de Kindermoord” gibi
bircok protestoya yol acti.

Bisiklet gosterilerine ev sahipligi yapan bu protestoda,
cocuklar icin glvenli oyun alanlari olugturmak igin
kaza kara noktalari igsgal edildi ve sokaklar araclara
kapatildi. Ardindan bu protesto, daha az araba ile daha
iyi mahalleler talep etmek icin Hollanda Hikiumeti
tarafindan finanse edilen bir kamu hareketine donustu.

Kampanyanin amaci

« Daha glivenli kent planlamasi icin, hiz
tumsegi ve viraj uygulamalari ile araglarin
hizlarini dugtirmek gibi sokaklari insan dostu
hale getirecek fikirler gelistirmek.

- Bisiklet gezileri duzenleyerek ve bisiklet
kullanicilarinin sorunlarini belirleyerek
bisikletler i¢in daha fazla alan talep etmek.

« Artan trafik carpigmalarina ve tagit emisyonlarindan
kaynaklanan hava kirliligine dikkat cekmek.

Cikt11973 yilinda Hollanda petrol ambargosu
altindaydi, bu da benzin kithgina ve yakit fiyatlarinda
artisa neden oldu. Bu sebeple vatandaglar bisiklet
kullanimina yeniden adapte olmak zorunda kaldilar
ve bdylece daha guivenli sokaklara sahip olmak icin
kolektif bir istek dogdu. Ayni zamanda Hollanda
Hikimeti de “Otomobilsiz Pazar Guni” uygulamasi
baslatti.

Yavas yavas, Hollandali politikacilar bisiklet kullanmanin
bircok avantajini fark etti ve ulagim politikalarini
degistirdi. 1980’lerde Hollanda kasabalari ve sehirleri
sokaklarini bisiklet dostu hale getirmek icin dnlemler
almaya baslad.
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Background In 1960’s, Netherlands was going through
a shift from cycling to cars, replacing the whole city
design approach with a car-centric one. Following

this shift, within only a decade, the traffic casualties
rose up to 3,300 deaths, more than 12% of which was
composed of children. This severe number of life loss
led to a series of protests, and the most famous one
was “Stop de Kindermoord” meaning “Stop the Child
Murder”.

This protest hosting many bike demonstrations,
occupied the blackspots and organized car-free
streets for safe playing areas for children have
eventually turned into a public movement -subsidized
by the Dutch Government- to demand better
neighbourhoods with fewer cars.

Aim of the campaign

« Developing ideas for safer urban planning
which entails people friendly streets with speed
bumps and bends to reduce the car speeds.

- Demanding more space for bicycles by organizing
bike rides and identifying the cyclist problems.

« Drawing attention to increasing number of traffic
casualties and air pollution from vehicle emissions.

Outcome In 1973, the Netherlands was under oil
embargo, which led to a gasoline shortage and
increase in the fuel prices. The citizens were then
forced to readapt themselves to bicycles, resulted

in a collective desire for safer streets. At the same
time, the Dutch government also launched “Car-Free
Sunday” policy.

Gradually, Dutch politicians realized many advantages
of cycling, and their transport policies shifted. In the
1980s, Dutch towns and cities began introducing
measures to make their streets more cycle-friendly and
therefore becoming safer for all road users, and for
cyclists in particular.



Boston

Amag Suriculerin araglarini bisiklet ve arac trafigi
arasindaki bariyere park etmesini 6nlemek?

Yil 2015
Kisi/Kurum-Taraf Jonathan Fertig

Kampanya arka plani 7 Agustos 2015 Cuma giinu
Anita Kurmann, bisiklet seritlerinin genellikle ara¢
struculeri tarafindan goz ardi edildigi Massachusetts
Bulvar’nda bisiklet kullaniyordu. Bisiklet kullandig
sirada bir kamyon sofori kendisine carpti ve kaza
sonucu Anita Kurmann hayatini kaybetti. Bu trajik
trafik kazasinin ardindan sehir hikimeti bazi gtvenlik
onlemleri uygulamaya s6z verdi. Ancak surec yeterince
hizli degildi. Sehirdeki baska bir bisiklet kullanicisi olan
Jonathan Fertig, DIY (Do It Yourself-Kendi Bagina Yap)
ile turuncu ingaat konileri ve saksi cicekleri kullanarak
bisiklet seritlerine taktiksel sehircilik (tactical urbanism)
yontemi ile dnlem alarak, dikkat cekti. Fertig'in
eylemlerinin ardindan sehir harekete gecti ve glivenlik
onlemlerini uyguladi.

Kampanyanin amaci

+ Kitle kaynakli calisma ile Boston bélgesindeki
bisiklet seritlerine gecici ¢oziimler uygulamak.

Cikti Eylemleri sirasinda Fertig sosyal medyayi

da kullandi ve sosyal medya paylagimlarinda
DemandMore (#DahaFazlaTalep) etiketini kulland.
Boston'da baglayan kampanya, insanlarin ayni hashtag'i
kullanmaya bagladigi New York ve San Francisco'daki
topluluklar arasinda da populer oldu.

Fertig'in midahalesinden sonra, kentin Fertig'in
gegici ¢ozimlerini resmi ve fiziksel dnlemlere
donlstirmesiyle Boston kenti sokak glvenligini
olduk¢a ciddiye almaya baglad.

2 https://usa.streetsblog.org/2017/05/22/after-bostons-mayor-
blames-crash-victims-pop-up-comics-push-for-better-bike-lanes/

Boston

Aim To prevent drivers from parking in the barrier
between bikes and auto traffic?

Year 2015
By Jonathan Fertig

Background On Friday, August 7, 2015, Anita Kurmann
was riding her bicycle on Massachusetts Avenue, in
which the bike lane stripes are usually ignored by

the car drivers. While riding her bike, she was hit by
a truck driver. And as a result of the crash, she lost
her life. Following this tragic traffic crash, the city
government promised to implement some safety
measures. However, they were not quick enough.And
Jonathan Fertig, another cyclist in the town, took the
initiative to implement DIY bike lanes with orange
construction cones and potted flowers, an act of
tactical urbanism. Following Fertig’s actions, the city
took action and implemented the safety measures.

Aim of the campaign

+ Implementing temporary solutions to bike
lanes in Boston area via crowdsourcing

Outcome During his actions, Fertig also used social
media and included #DemandMore hashtag. The
campaign started in Boston became popular within the
communities in New York and San Francisco, where
people started to use the same hashtag.

After Fertig's intervention, the city of Boston notably
took street safety more seriously as the city converted
his temporary installations into official and physical
measures.

2 https://usa.streetsblog.org/2017/05/22/after-bostons-mayor-
blames-crash-victims-pop-up-comics-push-for-better-bike-lanes/
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Vancouver

Amag Bisiklet dostu bir kent yaratmak?

Yil 2008-devam ediyor

Kisi/Kurum-Taraf Gregor Robertson & DVBIA

Kampanya arka plani Gregor Robertson, Belediye
Bagkani olduktan sonra, 2020 yilina kadar Vancouver'i
“Dinyanin En Yesil Kenti” haline getirme vizyonuyla
caligmalarina baglamistir. Bu amacla, kent yénetimi, cok
sayida trafik carpismasinin meydana geldigi alanlarda
daha guvenli altyapi icin sokak iyilestirme calismalari
gerceklestirmistir. Bunun yaninda daha glvenli altyapi
talep eden bisiklet kullanicilari da bircok protesto
gerceklestirmistir.

Kampanyanin amaci

- Bisiklet altyapisi ile trafikte gtivenlik
endigelerinin giderilmesi.

Cikti Sehir yonetimi, ulasim sorunlarini hafifletecek
bisiklet agini genigletmek icin 9 yil caligmistir.
Vancouver Sehir Merkezi is Gelistirme Dernegi
(DVBIA), belediye baskaninin kent merkezini yonetme
yontemine karsi ¢cikmig ve “Re-Imaging Downtown”
adli bir halkin katilimi caligmasi diizenlenmistir. Hem
ziyaretcilere hem de bolge sakinlerine 25 yil icinde
sehir merkezinin daha dayanikli ve rekabetci olmasinin
nasil saglanabilecegini sorulmus, 11 bin kisiye yapilan
anket sonucunda katilimcilarin baytk bir kisminin daha
yurinebilir, bisiklet kullanilabilir ve insan odakli bir kent
merkezini tercih ettigi ortaya ¢ikmistir. Katilimcilarin
sadece %6'si otomobiller icin daha fazla yer talep
etmistir. Bu calisgmanin ardindan, DVBIA bisiklet
altyapisini desteklemeye ve tesvik etmeye baglamistir.
Vancouver'da bisiklet paylagim sisteminin gelistirilmesi
gerektigi savunulmus ve HUB Cycling yillik “Bisiklet
Dostu Is Odiilleri” ne ev sahipligi yapilmistir. Ayrica
gece bisikleti, bisikletle ilgili film geceleri, alisverise ve
ise bisikletle gidip gelme etkinlikleri dizenlenmistir.
Tum bu galigmalar sonucunda Vancouver'da bisiklet
payi yaklagik ylizde 300 artmistir.

3 https://bikehub.ca/bike-events/bike-awards
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Vancouver

Aim Creating bike-friendly city?
Year 2008-ongoing

By Gregor Robertson & DVBIA

Background Vancouver is a city where the citizens
are leading an active lifestyle. Upon becoming the
mayor, Gregor Robertson started to make Vancouver
“World's Greenest City” by 2020, which required
more people to cycle as a commuting mode and
reducing the congestion. To make this happen, the
city management worked on street improvement for a
safer infrastructure, starting from the notorious bridge
where many traffic collision and many “critical mass”
protests of cyclists demanding safer infrastructure
took place.

Aim of the campaign

+ Addressing the safety concerns in the
traffic via cycling infrastructure.

Outcome The city management worked for ¢ years
to expand the bike network that would alleviate

the transportation problems. In the meantime, the
The Downtown Vancouver Business Improvement
Association (DVBIA) opposed how the mayor was
handling the city center. And they organized a public
engagement process called “Re-Imaging Downtown”.
They asked both to visitors and residents what would
make a more resilient and competitive city center in
25 years. Having surveyed 11 thousand people, the
result was the majority of the people preferred a more
walkable, bikeable and people-oriented downtown.
And only 6 percent demanded more space for cars.

In return, DVBIA started to support and promote
bike infrastructure, championed the arrival of bike
sharing system to Vancouver and hosted HUB Cycling
annual “Bike-Friendly Business Awards”. They are
also organizing Bike the Night, bike shorts (film night
related to cycling), bike to shop days and bike to work
week events. Throughout all of this pushback and
opposition, Vancouver has experienced an authentic
bikeboom, with the modal share increasing by nearly
300 percent.

3 https://bikehub.ca/bike-events



BIKE IT!

Bremen

Amag iletisim kampanyasi ile bisiklet kullanimin
iyilestirmek?

Yil 2015
Kisi/Kurum-Taraf: Hikimet projesi

Kampanya Arka Plani Yaklagik %25'lik bir bisiklet
trafigi payina sahip olan Bremen, Avrupa’nin en ¢ok
bisiklet kullanilan G¢tinct kentidir. “Bisikletle Bremen!”
kampanyasi ile yerel hiikiimet bisiklete daha fazla
eglence katmak ve ulagimda bisikletin payini artirmak
istemektedir.

Kampanyanin amaci

« Bremen icin bisiklet markasi
olusturmak: “Bisikletle Bremen!”

+ Vatandaslarin ve ziyaretgilerin dikkatini
cekmek icin pratik yeni Grtinler gelistirmek

« Bremen'de kent ici yasam kalitesi icin
bisikletin bir ulagim araci olmasi

Cikti Bremen'de bisiklet konusunda guicli bir marka
olusturulmustur. Aktif kent hayati ve kirsal alanin
huzurlu atmosferinin bir karigimini sunan yeni ve ¢ekici
bisiklet turlari basladi. “Bremen Bisiklet Vatandaglar”
adli bir mobil uygulama gelistirildi ve bu uygulama
25.000'den fazla kisi tarafindan indirildi.

“Bisikletle Bremen!” Kampanyasi bisiklet yarislari, kisa
film geceleri gibi kendi etkinliklerini de dizenledi.
Ayrica halk tarafindan bisiklet ve agik hava sergisi
gibi diger etkinlikler de desteklendi. Etkinlikler kent
merkezinde bisiklet kullanmanin yeni taraflarini
gosterirken, kenti ve bisiklet kullanimini ilging hale
getiren yeni gorseller olusturuldu.

4 https://www.bikecitizens.net/bremen-bike-it-pro-cycling-
campaign/

Bremen

Aim To improve cycling by using a communication
campaign*

Year 2015
By Government project

Background With a bike traffic share of approximately
25 percent, Bremen is the third most cycling city in
Europe. With “Bremen bike it!” campaign, the local
government desired to add more fun in cycling and
increase the share of cycling.

Aim of the campaign

« Building cycling brand for Bremen, which is “Bremen
bike it!” and Bremerhaven bike it! Furthermore

« Creating practical new products to
attract citizens and visitors

+ Making cycling the means of transport
for urban quality of life in Bremen.

Outcome The city has established a strong brand
on cycling in Bremen. New and attractive bike tours
started in the city, offering a mix of active urban life
and peaceful atmosphere of rural area. A mobile app
called “Bremen Bike Citizens” was also launched and
had been downloaded over 25,000 times.

“Bremen bike it!” has its own event series such as
delivery bike race, short film night rides. Bremen Bike
it also supports other events like the Critical Mass,
the bike and outdoor exhibition and so on. The events
shows new side to cycling in the town, they generate
new images, that we use to make the town and cycling
even more interesting.

4 https://www.bikecitizens.net/bremen-bike-it-pro-cycling-
campaign/
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BIKENYC.ORG

Kampanya, New York sokaklarindaki bisiklet sirctlerinin ve sehirdeki bisikletle ilgili mesajlarin da yer aldigi havadan gekimleri igeriyor.
The campaign features aerial shots of bike riders on New York streets, combined with statements about cycling in the city.
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New York

Amag Bisiklet stirmeyi ve iyi bir insan olmay tegvik
etmek®

Yil 2012

Kisi/Kurum-Taraf Ulagim Alternatifleri icin Anne
Iletigim Ajansi

Kampanya arka plani 2012 yilinda Ajans Anne,

bisiklet kullanimini desteklemeye kendini adamig bir
savunuculuk kurulusu olan Transportation Alternatives
(Ulagim Alternatifleri) icin bir kampanya tasarlad.
Kampanyanin amaci ise, daha fazla New York’lunun
gunluk seyahatlerinde bisikleti kullanimini tegvik
etmekti. Kampanya sadece bisiklet kullanimina
odaklanmayip, ayni zamanda yurime ve diger toplu
ulagim turlerinin kullanimini da tesvik etti.

Kampanyada bisiklet etkinlikleri, ipuclari ve firsatlari
hakkinda bilgi veren bir websitesi olan BikeNYC.org
kullanildi. Biyuyen bisiklet hareketini desteklemek
icin cesitli reklamlar sehir sokaklarinda yayinland.
Reklamlar ayrica halki sehirdeki bisikletliler icin
etkinlikler ve sosyal bisiklet strugleri gibi yuzlerce
secenek hakkinda bilgi veren BikeNYC.org'u ziyaret
etmeye tegvik etti.

5 https://www.feeldesain.com/bike-like-a-new-yorker.html,
https://www.bike.nyc/
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New York

Aim To promote cycling and being a nice human
being®

Year 2012
By Agency Mother for Transportation Alternatives

Background Agency Mother designed a campaign for
Transportation Alternatives, an advocacy organisation
committed to supporting cycling. Cycling is the fastest
growing mode of transportation in New York City and
the aim of the campaign was to encourage even more
New York citizens to choose cycling for daily commute.
The campaign not only focused on cycling but also
walking and using other public transport modes in the
city.

The campaign used BikeNYC.org, a website providing
information on bike events, tips and deals. Print
advertisements and billboards are posted throughout
publications and city streets supporting the growing
bike movement. The advertisements were also
encouraging people to visit BikeNYC.org which aspires
to become a destination for the city’s bikers, providing
information on events and hundreds of options for
social biking.

5 https://www.feeldesain.com/bike-like-a-new-yorker.html,
https://www.bike.nyc/



BISIKLETLI ULASIM ILETISIM
KAMPANYALARI

IZMIR, ESKISEHIR ve LULEBURGAZ
BISIKLETLI ULASIM ILETISIM
KAMPANYALARI

Izmir Bisikletli Ulasim Kampanyasi

WRI Turkiye Surdurulebilir Sehirler kampanya icerigi
gelistirmek amaciyla 17-18 Eyliil 2019 tarihlerinde izmir
Blyuksehir Belediyesi ve bisiklet odagindaki yerel

sivil toplum kuruluglarinin katiimiyla stratejik iletigim
egitimi duizenlemistir. Egitim dahilinde gerceklestirilen
SWOT analizi ile izmir'in bisiklet kullanmaya yénelik bir
cagri kampanyasi yapmaya hazir olmadigi konusunda
hemfikir olunmustur. Bir cagri kampanyasi icin
altyapinin iyilestirilmesi, bu kampanyaya imza atan
belediyenin cagriya uymayi isteyen hedef kitlelerin
gtivenligini saglamasi gerekmektedir. Ote yandan,
trafik kultira de hentiz bisikletlilerin kitlesel olarak
trafikte yer almasini desteklememektedir. Bu nedenle
atslye calismasi sonucunda Izmir'de éncelikli olarak
bisiklet ve bisikletlilere yonelik bir “Farkindalk
Kampanyas!” yapilmasina karar verilmistir.

Bu kampanyanin ana ekseni, trafikte yer alan motorlu
tasit strticulerini bisikletlileri diiginmeye davet
etmek ve bilin¢lendirmek, bisiklet kullanicilarini
bilinglendirmek, trafik denetcilerini (zabita, trafik
polisleri) bisikletlilerin trafikteki guvenliklerini
destekleyecek sekilde farkindalik ve biling
olugturmaktir.

Kampanyanin birincil hedef kitlesi motorlu tagit
strtculeri, bisiklet surtculeri, trafik denetgileri;
dalga etkisindeki hedef kitle ise yayalar, politika
uygulayicilari, yerel ve merkezi yénetim ile kamuoyu
olarak belirlenmistir.

Kampanya kapsaminda birincil hedef kitle icerisinde
yer alan motorlu tasit sirtcllerine yonelik mesajlar
“fark et, bilgilen ve uygula”; bisikletlilere yonelik
mesajlar “bilgilen, uygula, yayilmasini sagla”; trafik
denetcilerine yonelik mesajlar “bilgilen, denetle,
destekle” ekseninde gelistirilmistir.

IZMIR, ESKISEHIR and LULEBURGAZ
BICYCLE TRANSPORTATION
COMMUNICATION CAMPAIGNS

izmir Bicycle Transportation Campaign

WRI Turkey Sustainable Cities held a strategic
communication training on September 17-18 2019

in order to develop campaign content with the
participation of izmir Metropolitan Municipality and
cycling-oriented CSOs. With the SWOT analysis
conducted within the scope of training it was agreed
upon that izmir is not ready for a campaign call to
use bicycles. For a campaign call, the infrastructure
should be improved and the municipality carrying out
the campaign should ensure the safety of the target
audiences who want to answer the call. On the other
hand, the traffic culture does not support the mass
involvement of cyclists either. Therefore, as a result
of the workshop, it was decided to hold primarily an
“Awareness Campaign” for bicycles and cyclists in
[zmir.

The main axis of this campaign is to raise awareness
among the motor vehicle drivers in traffic and to
invite them to think of cyclists, to raise awareness
among cyclists, and to raise awareness among traffic
inspectors (municipal police, traffic police) in a way
that supports the safety of cyclists in traffic.

The primary target audience of the campaign was
determined as motor vehicle drivers, cyclists and
traffic inspectors; the target audience through
ripple effect was determined as pedestrians, policy
implementers, local and central government and the
public.

Within the scope of the campaign, messages
regarding the primary target audience were
developed on the axis of “notice, be informed, apply”
for motor vehicle drivers; “be informed, apply, spread”
for cyclists; “be informed, inspect, support” for traffic
inspectors.
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Kampanya materyallerinin hazirlanmasi strecinde
verilen mentorluk desteginde ise ana odak;
kampanyanin tonunun pozitif, uyarmaktan ziyade davet
eden nitelikte kurgulanmasi; trafik kurallarinin sadece
ogretici ozellikleri degil, trafikte bisiklet farkindahg:
yaratan nitelikleri de vurgulanarak tim hedef kitleleri
bisikletli bir hayati da disinmeye davet eden bir
uslup benimsenmelidir. Kampanyanin “cagr” yapacag:
mecralarda (6rnegin billboard, raket vb) bu tslup
benimsenirken; bilin¢lendirme igin kullanilacak brostr
gibi mecralarda ise daha cok bilgi veren bir tslup
Snerilmistir.

Kampanya kapsaminda 5 farkli billboard ve afisg
tasarimi, 2 farkli rozet ve sticker ve 1adet de brogur
tasarimi calisilmistir. Billboard ve afis tasariminda
trafikte bisikletlilerin korunmasina yonelik olarak
verilecek mesajlar su sekilde belirlenmistir:

+ Yavaslamak yasatir

« Fark etmek yasatir

- Dikkat yasatir

« Korumak yasatir

« Paylagmak yasatir

Kampanya kapsaminda hazirlanan brogtrde ise
bisikletlilerin trafikte glvenli bir sekilde hareket

edebilmesi i¢cin uyulmasi gereken temel kurallar 6n
plana ¢ikarilmistir.
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Main focus of the mentoring provided during the
preparation of campaign materials was to set the tone
of the campaign as positive and inviting rather than
warning and to emphasize on not just the informative
aspects of the traffic rules, but the features that
promote bicycle awareness in traffic in order to adopt
a style which invites all of the target audiences to think
of a life with bicycles. While this style is adopted for
the media on which the campaign will make its “call”
(e.g. billboard, racket etc.), an informative style was
suggested for the media such as brochures that will be
used to raise awareness.

For the campaign, 5 different billboard and poster
designs, 2 different badge and sticker designs and 1
brochure design were created. The messages selected
for the protection of cyclists in traffic in billboard and
poster designs are as follows:

+ Slowing down saves lives

+ Noticing saves lives

- Caution saves lives

+ Keeping the distance saves lives

« Sharing saves lives

In the brochure that was designed for the campaign,
fundamental rules that should be followed for cyclists
to move safely in traffic are emphasized.




Asagida sirasiyla sticker, rozet, afis ve billboard Below are examples of sticker, badge, poster and
tasarimlarindan 6rnekler paylagilmistir. billboard designs, respectively.

i -

f‘.‘_"‘":'.;.‘ _ s F A . /
YAVASLAMAK YASATIR [ FARK ETMEK YASATIR ]

| BiSIKLET DOSTU

8 mwy B L &

l's.'lrL posTe/|

N

HAYDi TURKIYE BiSIKLETE
a8 - A E

PR )

25



,.J...

PM"LA$MAK YASATIR

-} Br v & A

26



27



Eskisehir Bisikletli Ulagim Kampanyasi

WRI Turkiye Surduralebilir Sehirler kampanya icerigi
gelistirmek amaciyla 17-18 Ekim 2019 tarihlerinde
Eskisehir Buyuksehir Belediyesi ve bisiklet odagindaki
yerel sivil toplum kuruluglarinin katiimiyla stratejik
iletisim egitimi dizenlemistir. Egitim dahilinde
uygulanan SWOT analizi ile Eskigehir’in heniz bisiklet
kullanmaya yonelik bir cagri kampanyasi yapmaya hazir
olmadigi tespit edilmistir. Bir cagri kampanyasi igin
oncelikle alt yapinin iyilestirilmesi ve hedef kitlelerin
guvenliginin saglanmasi gerekmektedir. Ote yandan,
Eskisehir'in diger kentlerden ayri olarak “benzersiz
bir bisiklet kiltiri"ne sahip oldugu géralmustir. Bu
nedenle atdlye caligmasi sonucunda:

« Eskisehir’in koklu bisiklet kiltirine vurgu
yapan, (Bisiklet kiltirinG hatirla ve sahiplen!)

« Bu kilturi gelecege tagiyan,

« Gegmisten gelecege bisikletli Eskisehir
konumlamasini kullanan bir farkindalik
kampanyasi yapilmasina karar verilmistir.

Bu kampanyanin ana ekseni, ge¢cmisteki bisiklet
kaltarand gorinur kilacak, bu gegmisi gelecege
tagiyacak guindelik 6rnekleri gosterecek ve cok
katmanli bir mesaj-mecra kullanimina sahip olacak
sekilde kurgulanmistir. Kampanya, bir yanda
Eskisehir'in bisiklet tarihine dair bir fotograf sergisinin
oldugu, bir yanda ise sosyal medyada bisikletli
fotografini yeniden canlandir cagrisiyla, gencleri
bisikleti glinimuze tagimaya cagiran farkli parcalari
birlestirmistir. Ana mesaj ise “Eskisehir ge¢misten
gelecede bir bisiklet sehridir.” olarak kurgulanmistir.

Bu kampanya en genis anlamiyla bir “Kent Kultird
Gururu” kampanyasidir. Bu nedenle en genis kitlede
tum Eskisehirliler bu kilturle gururlanmaya, bu kaltart
hatirlamaya cagrilmaktadir. Kampanyanin alt mesaji
ise bisiklet kullanmayan heveslileri ve hevesli olmaya
yatkin kitleleri ginluk hayatlarinda bisiklet kullanmak
icin 6zendirmeye yoneliktir. Bu nedenle, Eskisehir'deki
bisikletin giinltk bir pratik olmasi da g6z éniinde
tutularak hedef kitle beyaz yakalilar, isciler, 6grenciler,
eski tip esnaf, emekliler ve ev kadinlari olarak
belirlenmistir. Kampanyanin ana mesajlari ise “Hatirla,
sahiplen, yasat” olarak dugtntlmustur.
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Eskisehir Bicycle Transportation Campaign

WRI Turkey Sustainable Cities held a strategic
communication training on October 17-18, 2019 to
develop campaign content with the participation

of Eskigehir Metropolitan Municipality and bicycle-
oriented CSOs. With the SWOT analysis conducted
within the scope of training it was agreed upon that
Eskisehir is not ready for a campaign call to cycle. For
a campaign call, the infrastructure should be improved
and the safety of the target audiences should be
ensured. On the other hand, unlike other cities,
Eskisehir has a “unique bicycle culture”. Therefore, as a
result of the workshop:

« An awareness campaign emphasizing on
the deep-rooted bicycle culture of Eskisehir
(remember and embrace your bicycle culture!)

« Carrying this culture to the future,
+ Using the positioning of “Eskisehir on bicycles from
past to future” was decided to be carried out.

The main axis of this campaign is designed to make
the cycling culture of the past visible, to show the daily
examples that will carry this past to the future and to
utilize a multi-layered message-medium. The campaign
united different parts that call our youth to carry

the bicycle to the present day with a photography
exhibition on the history of bicycle on one hand, and
the call to recreate your photograph with your bicycle
on social media on the other. The main message is
constructed as “Eskisehir is a bicycle city from past to
future”.

This campaign, in its broadest sense, is a “City Culture
Pride” campaign. For this reason, all the people of
Eskisehir are called to be proud of this culture and
remember it. The underlying message of the campaign
is to encourage the enthusiasts who are not cycling
and the masses who are prone to be enthusiasts to use
bicycles in their daily lives. Therefore, by keeping in
mind to make cycling a daily practice in Eskisehir, the
target audience was chosen as white collar employees,
workers, students, old type of tradesmen, retirees and
housewives. The main messages of the campaign are
given as “Remember, embrace, cherish”



Kampanya materyallerinin hazirlanmasi strecinde
verilen mentorluk desteginde &zellikle bisikletin
Eskisehir icin sadece “nostaljik” bir duyguyla
kusatilmamasi, mutlaka bunun gelecede de yansiyacak
bir kiltir oldugunun yansitilmasi gerekliligi
belirtilmistir. Bisikletli ulagim kampanyasinda ana odak,
tarihi bir kaltir unsurundan ziyade, kéklu bir gegmisi
olan ve gelecege dair bir umut olarak belirlenmistir.

Kampanya kapsaminda 2 farkli billboard ve afig
tasarimi, rozet ve sticker ile 1adet brosur tasarimi
cahgilmistir. Billboard ve afis tasariminda Eskisehir'in
bisiklet kultirina hatirlatmaya yonelik yapacagi

sergi icin bisiklet cagrisina yer verilmistir. Kampanya
kapsaminda hazirlanan brostrde ise Eskisehirlilere
bisikletli ulagimin faydalarini hatirlatmak amaglanmistir.
Bunlarin yani sira, hem bu kampanya hem de Eskisehir
Blyuksehir Belediyesi'nin bundan sonraki tim bisiklet
6zelindeki calismalarinda kullanmak tzere “Bisikletini
Hatirla” temali bir logo tasarlanmistir.

Asagida sirasiyla billboard, afis, sticker ve rozet
tasarimlarindan érnekler paylagilimistir.

Within the mentoring provided during the preparation
of campaign materials, it was stated that specifically
the bicycle should not be surrounded by just a
“nostalgic” feeling for Eskisehir, and this culture

must be reflected as a culture that will have effect

in the future as well. The main focus in the bicycle
transportation campaign was determined as a hope
for the future with a deep-rooted past rather than a
historical culture element.

For the campaign, 2 different billboard and poster
designs, badge and sticker designs and 1 brochure
design were created. In the billboard and poster
design, a call for bicycles was incorporated for the
exhibition to remind the Eskisehir’s bicycle culture. In
the brochure designed for the campaign, Eskisehir
residents were reminded about the benefits of using
cycling as a commuting mode. Furthermore, a logo
with “Remember Your Bike” theme was prepared

to use both in this campaign and in all Eskisehir
Metropolitan Municipality’s bike related work in the
future.

Below are examples of billboard, poster, sticker and
badge designs, respectively.
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ESKISEHIR’IN KOKLU
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Eskisehir bisikletli ulagim iletisim kampanyasi Mart ayi
basinda sosyal medya, billboard ve afigler vasitasiyla
halki bisikleti hatirlamaya cagirarak baglamistir. Halkin
konu ile ilgili farkindaligini arttirmak amaciyla ve strece
birebir halki da dahil ederek ge¢mis yillarda kullanilan
bisikletlerin ya da o yillarda bisikletleriyle ¢ektirdikleri
fotograflarin belediyeye ulastirilarak gerceklestirilecek
“Bisikletini Hatirla Sergisi” ne (Online ve bir mekanda)
katki sunulmasi istenmistir. Kampanyanin yayginlagmasi
icin EBB sosyal medya hesaplarindan da ¢agri
yapmistir. “Bisikletini Hatirla Sergisi” ve kampanyaya
eslik edecek diger faaliyetler COVID-19 krizi nedeniyle
ileriki bir tarihe ertelenmistir.
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Eskisehir’s bicycle transportation communication
campaign started in early March by making a call

to remember bike via social media, billboard and
posters. To increase the public awareness and to
involve the citizens in the process directly, they were
asked to contribute to the campaign either with

their bikes from the past or with their photos from

the past with their bikes, which would be used in the
“Remember Your Bike Exhibition” (both online and in
an indoor place). To popularize the campaign, Eskisehir
Metropolitan Municipality made a call from their social
media accounts. Nonetheless, “Remember Your Bike
Exhibition” and other accompanying activities had to
be postponed due to COVID-19 crisis.



Lileburgaz Bisikletli Ulasim Kampanyasi

WRI Turkiye Surdurulebilir Sehirler kampanya icerigi
gelistirmek amaciyla éncelikli olarak 28-29 Kasim

2019 tarihlerinde Lileburgaz Belediyesi ve bisiklet
odagindaki yerel sivil toplum kuruluglarinin katilimiyla
stratejik iletisim egitimi dlizenlemistir. Egitim esnasinda
katilimcilara SWOT analizi yapilmig ve Lileburgaz'da
belediye ve bisikletli sivil toplumun olusturdugu éncu
ruhun ve uygulamalarin tabana yayilmakta zorlandigi
ortaya ¢ikmig; bu 6ncilagun yeni bisikletliler yaratmak
uzere Luleburgaz halkina sirayet ettirilmesi gerektigi
vurgulanmigtir. Bu nedenle, Lileburgaz kampanyasi
yapilanlari anlatmak ve Lileburgazlinin kent kimligine/
gururuna seslenerek bisikleti bu kimligin bir parcasi
haline getirecek bir sahiplenme kampanyasi olarak
kurgulanmistir.

Laleburgaz'in bisiklet 6zelinde bugiine kadar
yapilanlarini, bisiklet dinyasindaki “ilk ve tek”lerini
buttncil bir yaklagimla anlatarak herkesi bisiklet
etrafinda birlestiren bir sahiplenme kampanyasi
olusturulmasi gerekliligi ortaya ¢cikmistir. Ana mesaj
ise “Luleburgaz bisikletin dncu kentidir” olarak
kurgulanmistir.

Bu kampanya en genis anlamiyla bir “Kent Kultird
Yaratma” kampanyasidir. Bu nedenle en genis kitlede
tum Lileburgazlilar bu kaltirle gururlanmaya, bu
kulturd sahiplenmeye cagirilmaktadir.

Ancak kampanyanin alt mesaji, bisiklet kullanmayan
heveslileri ve hevesli olmaya yakin kitleleri gtnluk
hayatlarinda bisiklet kullanmak i¢in 6zendirmeye
yoneliktir. Bu nedenle, Lileburgaz'da bisikletin giinlik
bir pratik olmasi da géz 6niinde tutularak beyaz
yakalilar, isciler, 6grenciler, emekliler, esnaf, ev kadinlari
ve devlet memurlari hedef grup olarak belirlenmistir.

Kampanyanin ana mesajlari ise “Fark et, sahiplen ve
yagat” olarak belirlenmistir.

Lileburgaz Bicycle Transportation Campaign

WRI Turkey Sustainable Cities primarily held

a strategic communication training on 28-

29 November 28-29, 2019 in order to develop
campaign content with the participation of
Lileburgaz Municipality and bicycle-oriented
CSOs. During the training, SWOT analysis was
conducted with the participants and it was found
that the pioneering spirit and practices of the
municipality and bicycle CSOs had trouble in
spreading to people outside of these circles.
Hence, Lileburgaz campaign was devised to be
an embracement campaign that will tell what has
been done and will address the city identity/pride
of Lileburgaz residents and make cycling a part of
this identity.

It has become a necessity to create an embracement
campaign that unites everyone around bicycle by
explaining what has been done in Lileburgaz on
cycling and telling its “first and unique deeds” in the
world of cycling with a holistic approach. The main
message is identified as “Luleburgaz is the leading city
of cycling”.

This campaign, in its broadest sense, is a “City Culture
Creation” campaign. Therefore, all the people of
Lileburgaz are called to be proud of this culture and
to embrace it.

However, the underlying message of the campaign

is to encourage the enthusiasts who are not cycling
and the masses who are prone to be enthusiasts to
cycle in their daily lives. Therefore, by keeping in mind
to make cycling a daily practice in Lileburgaz, the
target audience was chosen as white collar employees,
workers, students, retirees tradesmen, housewives and
civil servants.

The main messages of the campaign are determined
as “Notice, embrace and cherish”.
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Kampanya materyallerinin hazirlanmasi strecinde
verilen mentorluk desteginde temel olarak
gunumizden bisikletli fotograflar kullanilirken, bu
fotograflarda mimkiin oldugu kadar “gundelik hayatin
icinde bisikletli” karelerinin kullaniimasi, kaskli-taytli-
gunes gozlukli-yans bisikletli bisikletci stereotipinden
uzak durulmasi énerilmistir.

Kampanya kapsaminda 5 farkli billboard ve afig
tasarimi, 3 farkli rozet ve sticker ve 1adet de brostr
tasarimi caligilmistir. Billboard ve afis tasariminda
Luleburgaz'da hakim olan bisiklet kiltiri tGzerine su
mesajlar verilmistir:

« Turkiye'nin ilk ve tek bisiklet
akademisi Luleburgaz'da.

« Bisiklet taksilerimiz hizmetinizde!
- Luleburgaz'da 3 yilda 12.000 kisi bisiklete bindi.
« Akademi'de 21 Glkeden 70 kisi Gcretsiz konakladh.

« Bisiklet Planimiz hazirlaniyor,
sizin bisikletiniz hazir mi?

Within the mentoring provided during the preparation
of campaign materials it has been suggested to use
mostly photographs of cyclists from present day and
especially to use “cyclists in the daily life” shots as
much as possible while avoiding the stereotypical
cyclist image with the helmet-tights-sunglasses and
racing bicycle.

For the campaign, 5 different billboard and poster
designs, 3 different badge and sticker designs and
1brochure design were created. In billboard and
poster designs, following messages were given on the
prevalent bicycle culture in Lileburgaz:

« Turkey’s first and only bicycle
Academy is in Luleburgaz.

« Bicycle taxis are at your service!

+ 12.000 people have ridden a bicycle
in Lileburgaz in 3 years.

- 70 people from 21 countries have had free
accommodation in the Academy.

« Our Bicycle Plan is being prepared.
Is your bicycle ready?

Liileburgaz’in
B’si Bisiklet
T wpuninill v -

et Akademis

@ I » o) ;t‘"-,'f =8

Lilleburgaz’in
B’si Bisiklet
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Kampanya kapsaminda hazirlanan brogtrde ise
hem Belediye Baskaninin bisikletli ulagimi ne kadar
6nemsedigi hem de Lileburgaz'in bugiine kadar
bisikletli ulagim alaninda yaptigi yatirimlar én plana
cikarilmistir.

Asagida sirasiyla afis ve billboard tasarimlarindan
ornekler paylasgilmistir.

In the brochure designed for the campaign, both the
significance attributed to bicycle transportation by the
Mayor and the investments made by Lileburgaz on
bicycle transportation so far were featured.

Below are examples of poster and billboard designs,
respectively.
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COVID-19 TEMALI
BISIKLETLI ULASIM
ILETISIM KAMPANYALARI

Proje kapsaminda, bir énceki bélimde detaylari
aktarilan izmir ve Lileburgaz kampanya uygulamalari
COVID-19 salgini nedeniyle gindemin, ihtiya¢ ve
onceliklerin degismesi ile ileriki bir tarihe 6telenmistir.

Salgin surecinde, insanlarin kentlerde toplu tagima
kullanimina daha mesafeli yaklagsmaya baslamalari,
ozel arag talebinin gozle gorulir bir artis gostermesi,
belediyelerin yirime, bisiklet gibi aktif ulagim tirlerine
yatirim yapma istekleri géz 6nlne alinarak ve proje
iceriginin salgin dénemi ve sonrasinda olusacak
talep ve beklentilerle uyumlulugu gézetilerek izmir
Blyuksehir Belediyesi ve Lileburgaz Belediyesi
tarafindan ek bir kampanya gelistirme fikri kabul
goérmustur. Temel odag, salgin sirasinda disari ¢cikma
mecburiyeti olan insanlar icin saglkli bir ise gidip
gelme secenegi olarak bisikletli ulagima odaklanan
kampanya kapsaminda “Haydi Tirkiye Bisiklete!”
ekibi ile koordineli calisilarak yeni kampanya icerik ve
materyalleri hazirlanmistir.

Her iki kentin kampanya materyallerinin hazirlanmasi
strecinde yine temel olarak kampanyanin tonunun
pozitif; uyarmaktan ziyade davet eden nitelikte
kurgulanmasina 6zen gosterilmistir.

Her iki kampanyada da izmir Buyiiksehir Belediye
Bagkani Tung Soyer ve Lileburgaz Belediye Baskani
Dr. Murat Gerenki kendi kentlerinde kampanyanin yizi
olmus ve ekipleriyle birlikte kampanyaya birebir destek
vermiglerdir.
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BICYCLE TRANSPORTATION
CAMPAIGNS WITH COVID-19
THEME

The implementation of the campaigns explained in
detail in the previous section had to be postponed
as COVID-19 pandemic affected the country agenda,
needs and priorities.

During the pandemic, the citizens started to keep
public transportation at a distance, and the demand
for private car increased radically. Taking the
willingness of municipalities to invest in acive transport
modes like walking and cycling, and the coherence

of the project content with the demands and
expectations both during and after the pandemic into
consideration, the idea to have an additional campaign
was accepted by izmir Metropolitan Municipality and
Lileburgaz Municipality. The idea for the campaign
focussed on bicycle transportation as a healthy a
commuting option for the people who have to go out
during the pandemic. In collaboration with “Get Turkey
Cycling” project team, the new campaign content and
materials were prepared.

While preparing the campaign material for both cities,
special attention was paid to have a positive campaign
tone and to have a inviting mode rather than warning
tone.

In both city campaigns, Tun¢ Soyer -the mayor of
izmir- and Dr. Murat Gerenli -the mayor of Lileburgaz-
were the face of the campaign in their cities, and both
mayors and their teams supported the campaigns.




Izmir COVID-19 Temali Bisikletli Ulagim
lletisim Kampanyasi

Izmir COVID-19 temali bisikleti ulagim iletigim
kampanyasi kapsaminda bilboard ve afis tasarimlar

ile kisa bir video tasarimi gerceklestirilmistir.
Tasarimlarda “Salgin gunlerinde disari cikmak zorunda
kaldiginizda bisikletli ulagim mesafenizi korur!” ana
temasina odaklaniimis ve “Saglik icin bisiklet” slogani
kullanilmistir.

Kampanya kapsaminda hazirlanan bilboard ve afis
tasarimlari:

Izmir COVID-19 Bicycle Transportation Com-
munication Campaign

Within the scope of izmir COVID-19 bicycle
transportation campaign, billboard, poster and short
video designs were realized. The main message

in the designs was “bicycle transportation keeps
your distance when you have to go out during the
pandemic!” and the slogan was selected as “Bike for

Health!”.

Here are the billboard and poster designs under the
campaign:
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izmir bisikletli ulagim iletisim kampanyasi 21 Mayis
2020 tarihinde, kentin cesitli noktalarina bilboardlarin
asilmasiyla baslamistir. 3 Haziran Dinya Bisiklet
Gund'nde ise yine kentin cesitli yerlerine bilboardlar
ve afigler asilmis; hazirlanan tanitim videosu halkin
rahatlikla gorebilecegi noktalarda led ekranlardan
paylasiimis; sosyal medyada ise izmir Biiyiksehir
Belediye Bagkani Sn. Tung Soyer'in resmi Instagram,
Facebook ve Twitter hesaplarinin yani sira; izmir
Blyuksehir Belediyesi Yaya ve Bisiklet Sefligi'ne

ait Yaya ve Bisiklet hesabindan da paylagimlar
gerceklestirilerek kampanyanin duyurulmasi
saglanmistir.
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izmir bicycle transportation communication campaign
started on May 21, 2020 by hanging the billboards in
the city. On June 3, World Bicycle Day, the posters
and further billboards were hanged in the city, the
short video was demonstrated in led screens in
visible places in the city, and social media posts were
shared from Tung Soyer’s -the Mayor of izmir- official
Instagram, Facebook and Twitter accounts and from
izmir Metropolitan Municipality Pedestrian and
Bicycle Chiefdom’s Instagram account to promote the
campaign.




Lileburgaz COVID-19 Temali Bisikletli Ulagim
lletisim Kampanyasi

Lileburgaz COVID-19 temali bisikleti ulagim iletigim
kampanyasi kapsaminda da bilboard ve afis tasarimlari
gerceklestirilmistir. Billboard ve afig tasariminda
izmir'le benzer sekilde “Salgin giinlerinde disari ¢ikmak
zorunda kaldiginizda bisikletli ulagim mesafenizi korur!”
ana temasina odaklanilmis, slogan olarak da “Saghginiz
icin bisikleti secin!” tercih edilmistir.

Kampanya kapsaminda hazirlanan bilboard ve afis
tasarimlar::

Lileburgaz COVID-19 Bicycle Transportation
Communication Campaign

Within the scope of Lileburgaz COVID-19 bicycle
transportation campaign, billboard and poster designs
were realized. The main message in the designs was
-similar to Izmir's message- “bicycle transportation
keeps your distance when you have to go out during
the pandemic!” and the slogan was selected as

“Choose Bike for Your Health!”.

Here are the billboard and poster designs under the
campaign:
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Lileburgaz bicycle transportation campaign started on
June 3, 2020 -World Bicycle Day. The billboards and
posters were hanged around the city and posts were
shared from the municipality’s social media accounts.

-

S.ﬁhéimz lgl
bisikleti secin!

lisari cikmak
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Lileburgaz bisikletli ulagim iletigsim kampanyasi

3 Haziran 2020 tarihinde Diinya Bisiklet Gini'nde
uygulanmaya baglanmistir. Kentin cesitli yerlerine
hazirlanan bilboard ve afigler asilmis; belediyenin
sosyal medya hesaplarinda paylagimlar yapilmistir.
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BISIKLETLI ULASIM
KAMPANYALARINA DAIR
GENEL ONERILER

Bisikletli iletisim kampanyalari gelistirilmesi stirecinde
dikkat edilmesi gereken konular kisaca asagidaki gibi
siralanabilir:

- Kampanyanin icerigini hazirlamadan 6nce hedef
kitlenizin karsi karsiya oldugu sorunlari dogru tespit
etmeye calisilmali ve verilecek mesajlarda onlarin
bu ihtiyaclar gézetilmelidir. Bu sekilde, kampanya
basladiktan sonra hedef kitlenin sahiplenip
kampanyayi yayginlastirmasi cok daha hizli bir sekilde
gerceklesecektir.

« Bisiklet kampanyalarinda bisikletlilerin “sportmen”
goriuntustnin kullanilmasi, bisikletin genis kitlelerde
bir ginlik ulagim araci olarak kabullenilmesini
engellemektedir. Bu nedenle, kampanyada,
gunumuzden bisikletli fotograflari kullanilirken,
bu fotograflarda mumkin oldugu kadar “gtindelik
hayatin icinde bisikletli” karelerinin kullaniimasi,
kaskli-tayth-gtines gozIukli-yaris yapan bisikletci
stereotipinden uzak durulmasi gerekmektedir.

- Bisikletli yagamin isaret ettigi degerler sistemi
ayni zamanda “daha esitlik¢i” bir zihin haritasinda
yer almalidir. Ozellikle kadinlarin gérinirlagi bu
anlamda 6nem tagimaktadir. Bisikletli fotograf
kullanilacaksa kadin ve erkegin birlikte yer aldig
kareleri tercih etmek yararhdir.

« Trafik kesmekesi icinde bir bisikletliyi gostermek
yerine kullanilacak gorsellerin daha “yasanabilir” bir
sehir vadetmesi kampanyanin uzun vadeli “bisikleti
6zendirme” hedefi acisindan daha dogru olacaktir.

The issues to be considered during the development
of cycling communication campaigns can be briefly
listed as follows:

+ Before preparing the content of the campaign,
the problems your target audience face should be
identified accurately and their needs should be kept
in mind in the messages to be given. In this way,
after the campaign starts, it will be much faster for
the target audience to embrace and spread the
campaign.

+ Using the “sportsman” image of cyclists in bicycle
campaigns prevents the bicycle from being accepted
as a way of daily commute by large masses. For
this reason, “cyclists in the daily life” shots should
be used as much as possible while avoiding the
stereotypical image of racing cyclists with helmet-
tights-sunglasses.

+ The ethos pointed out by bicycle life should also be
included in a “more egalitarian” mind map. Especially
women'’s visibility has a crucial part in this respect. It
is beneficial to use shots that show men and women
together if a photo with bicycles is to be used.

+ The promise of a more “livable” city of images to be
used instead of showing a cyclist in the traffic chaos
will be more accurate in terms of the campaign'’s
long-term “promoting bicycle” goal. The language
of the campaign should be daily, accessible and
hopeful.
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+ Kampanyanin dili gindelik, erisilebilir ve umutlu
olmalidir.

« Kampanya pozitif tonda, uyarmaktan ziyade davet
eden nitelikte kurgulanmall, trafik kurallarinin sadece
ogretici ozellikleri degil, trafikte bisiklet farkindahg:
yaratan nitelikleri de vurgulanarak tim hedef kitleleri
bisikletli bir hayati da diiginmeye davet eden
bir Gslup benimsenmelidir. Kampanyanin “cagri”
yapacagi mecralarda (6rnegin billboard, raket vb) bu
uslup benimsenirken, bilinglendirme icin kullanilacak
flyer gibi mecralarda ise daha ¢ok bilgi veren bir
uslup kullanilmalidir.

+ Kampanyaya maruz kalan kitleyi bir sucluluk/
bilgisizlik donglusine sokmaktan ziyade, bisikletlilerin
guvenle ulagim saglayabilecegi bir kentin dogal
paydaslari olarak konumlandirmak daha 6zendirici
olacaktir.

- lletisim tek seferlik bir eylem degil, streklilik arz
eden bir eylemler bitiinidir. Bu nedenle kampanya
materyallerinde her sey tek bir gorsele sigdiriimaya
caligilmamali; basamak basamak ilerlenmelidir.

« Kampanyanin hazirlandi§i ve askiya cikacag tarih
arasinda iletisim glindemi degismis olabilir. Boylesi
bir durumda, kampanya sahibi kurumun baskin olan
iletisim konusuna mutlaka dikkat etmesi ve gerekirse
bu yeni glindem dogrultusunda kampanya icerigini
esnetmesi ya da glincellenmesi gereklidir.
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+ The campagin should have a daily, accessible and

hopeful language.

The campaign should be designed in a positive tone,
inviting rather than warning, and should have a style
that invites all target audiences to consider a life with
bicycles by not only emphasizing just the informative
aspects of the traffic rules but also the features of
them which create bicycle awareness in traffic. While
adopting this style on the media that will present

the campaign’s “call” (e.g. billboard, racket etc.), an
informative style should be used for the media such
as flyers that will be used to raise awareness.

+ Rather than putting the audience exposed to

the campaign into a cycle of guilt/ignorance, it
would be more encouraging to position cyclists as
natural stakeholders of a city where they can safely
transport.

« Communication is not a one-time action, but a

collection of continuing actions. Hence, it is better to
move forward step-by-step rather than trying to fit
everything in a single image.

« The communication agenda may have changed

between the date the campaign was prepared and it
was planned to roll out. In such a case, the institution
carrying out the campaign should definitely pay
attention to the pressing communication issue and

if necessary, it should flex or update the campaign
content in accordance with this new agenda.




HAKKIMIZDA
WRI Turkiye Surdirdlebilir Sehirler

WRI Turkiye Surdurulebilir Sehirler Washington DC
merkezli bagimsiz, kiiresel bir aragtirma kurulusu

olan WRI'in sehirler Gzerine ¢aligan Turkiye ofisidir.
ABD, Afrika, Cin, Brezilya, Endonezya, Hindistan ve
Meksika'daki ofisleriyle beraber yerel ve merkezi
yonetimlerle calisarak erisilebilir, esitlik¢i, saghkli ve
direncli kentlerin olusturulmasina destek verir. 1982
yilinda kurulmus olan WRI, 38 yillik arastirma ve saha
deneyimi ve 900’den fazla uzmani ile kentlerimizi
herkes icin daha yasanabilir ve strdurulebilir hale
getirmek icin caligmalar yuritmektedir. WRI Turkiye
Surdurulebilir Sehirler, bugtine kadar Turkiye'de 16
kente, Afrika’da 6 kente, Avrupa’da 2 kente ve Asya'da
1 kente bisiklet, yayalastirma, metrobus, yol guvenligi,
hava kalitesi, toplu tagima ve binalarda enerji verimliligi
konularinda destek verdi.

Dutch Cycling Embassy

DCE surdurulebilir bisiklet hareketliligini hedefleyen
kamu-dzel agidir. Hollanda Bisiklet kilturinin énemli
bilesenleri olan 6zel sirketlerin, STK'larin, arastirma
kuruluglarinin, merkezi ve yerel yonetimlerin sundugu
bilgi, deneyim ve uzmanligi kapsayici sekilde temsil
eder.

DCE farkli paydaslar arasinda araci gérevi gorur:

« ‘devletler arasi’ degisim (bilgi paylagimi)

- ‘ozel sektor-devlet’ (bisiklet parklari ve bisiklet
tesisleri gibi konularda danigmanlik ve insaat)

. ‘ozel sektorler arasi’ (bisiklet parcalari)

. ‘Ozel sektor-tiketici’ (bisiklet sanayisi).

WRI Turkey Sustainable Cities

WRI Turkey Sustainable Cities is Turkey office of
World Resources Institute (WRI) -Washington DC
based independent, global research institute- focusing
on cities. With offices in Africa, Brasil, China, Ethiopia,
India and Mexico, it works with local and central gov-
ernments to ensure accessible, equal, healthy and resil-
ient cities. Established in 1982, WRI combines its over
three decades of research and field experience and
over 90O experts to make our cities more livable and
sustainable for all. WRI Turkey Sustainable Cities has
supported 16 cities in Turkey, 6 cities in Africa, 2 cities
in Europe and 1 city in Asia on cycling, pedestrianiza-
tion, BRT, road safety, air quality, public transportation
and building energy efficiency.

Dutch Cycling Embassy

The Dutch Cycling Embassy is a public private
network for sustainable bicycle inclusive mobility.
They represent the best of Dutch Cycling: knowledge,
experience and experts offered by private companies,
NGOQO's, research institutions, national and local
governments.

The Dutch Cycling Embassy acts as an intermediary
between a number of different parties:

- ‘government to government’ exchange (e.g.
knowledge-sharing)

+ ‘business-to-government’ (incl. consultancy and
construction of bicycle parking and other facilities)

« ‘business to business’ (e.g. bicycle parts)

+ ‘business to consumer’ (e.g. bicycle industry).
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Sivil Toplum Destek Programi ikinci Dénemi

(CSSP )

Birinci donemin devami niteliginde hayata gecirilen
Sivil Toplum Destek Programi ikinci Dénemi, 4 milyon
avro butcesiyle daha gucla bir sivil diyalog, katilim

ve itibar icin STK'larin kapasitelerini gelistirmeyi
hedefliyor.

ikinci ddnemde STK’larin,

« |dari ve finansal strdurulebilirliginin saglanmasina,
« lletigsim ve savunuculuk becerilerini artirmaya,

+ Yerel, ulusal ve uluslararasi diizeyde karar alma
streclerine katilimlarinin gelistirilmesine,

- Seffafligini ve hesap verebilirligini gticlendirmeye

Aktif vatandaghgin yayginlastirilmasinda roltiniin
artirlmasina oncelik veriliyor.

Program kadin, cocuk, genclik, dezavantajli gruplar gibi
farkli hedef kitlere yonelik saglk, tarim, egitim, cevre,
gida, medya gibi genis bir yelpazede faaliyet gosteren
STK'lara ulagiyor.

Sivil Toplum Destek Programi ikinci Dénemi
kapsaminda ;

« Tirkiye'nin 12 ilinden 31 proje hibe almaya hak
kazandi.

« Ortaklik sarti bulunmamasina ragmen 18 projenin es-
faydalanicisi var.

- Hollanda, Almanya, italya ve Avusturya’dan
esfaydalanicilar da Turk ortaklariyla programa
katilyor.

Sivil Toplum Destek Programinin teknik
uygulamasindan Avrupa Birligi Bagkanligi sorumlu
olup, Merkezi Finans ve Ihale Birimi Programin
ihale makamidir.
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Civil Society Support Programme |l
(CSSP-II)

In continuation of the first phase, the Second Phase
of the Civil Society Support Programme aims at
enhancing the capacities of CSOs for a stronger civil
society dialogue, participation and reputation with a
budget of 4 million euro.

In the second phase, the following priorities are
supported;

+ ensuring administrative and financial sustainability,
- enhancing communication and advocacy skills,

« improving participation in decision-making
processes at local, national and international levels,

- strengthening transparency and accountability,

« increasing the role of active citizenship.

The program reaches out to various target groups
such as women, children, young people and
disadvantaged groups through CSOs working on
a wide range of fields such as health, agriculture,
education, environment, food, and media.

Under the Second Phase of the Civil Society Support
Programme,

« 31 projects from 12 provinces of Turkey were
awarded with grant.

- Although there is no requirement for partnership, 18
projects have co-beneficiaries.

 Co-beneficiaries from the Netherlands, Germany,
Italy and Austria also join the Programme with their
Turkish partners.

Directorate for EU Affairs is the responsible institution
for technical implementation of the Second Civil
Society Support Programme and the Central Finance
and Contract Unit is the Contracting Authority of this
programme.



TESEKKUR

Bu proje raporu 2019 yili Sivil Toplum Sektéra Sivil
Toplum Destek Programi-Il finansman destegi ile
hazirlanmstir.

Proje surecinde teknik ve idari destek saglayan AB
Baskanligi ve MFiB'ne; projeye sunduklari icerik ve
organizasyon desteklerinden dolayi Edward Douma ve
Ronald de Hass 6zelinde proje ortagi DCE'ye; DCE ile
tanigmamiza vesile olan ve proje boyunca desteklerini
esirgemeyen sayin Hollanda istanbul Bagkonsolosu
Bart van Bolhuis ve Hollanda istanbul Baskonsoloslugu
ekibine; proje pilot sehirleri olarak belirlenen ve
projenin faaliyetlerinin gerceklestiriimesinde buyuk
emekleri bulunan izmir Buytiksehir Belediyesi (IBB),
Eskisehir Buyuksehir Belediyesi (EBB) ve Luleburgaz
Belediyesi (LB) yonetimlerine ve projenin birebir

tim detaylari ile ilgilenen Dr. Ozlem Taskin Erten'e
(iBB), Fulya Pinici'ye (EBB), ve Zeynep Altan’a (LB);
projenin saha ziyareti ve egitim faaliyetlerine katilim
saglayan ve kampanya gelistirme streclerinde

ilgili belediyelerle birebir calisarak icerik ve

fikir destegi saglayan Bisikletli Ulagim Dernegi
(BISUDER), Eskisehir Bisiklet Dernegi (Vel Esbid),
Lileburgaz Bisiklet Motosiklet Genglik Spor Kulibu
Dernegine (LUBIDER) ve projenin birebir tiim
detaylari ile ilgilenen Aysel Atas (BISUDER), Rahime
Celen (Vel Esbid), inan¢ Zorlutuna’ya (LUBIDER);
Amsterdam’da gerceklestirilen saha ziyaretine ve
stratejik iletisim egitimlerine katiimlarindan dolayi
Cevre ve Sehircilik Bakanligs, iller Bankasi ve Tiirkiye
Belediyeler Birligi temsilcilerine; izmir, Eskisehir

ve Lileburgaz'da gerceklestirilen stratejik iletisim
egitimlerine katilimlarindan dolayi Persembe Aksami
Bisikletcileri'ne, Teos Bike'a, Eskisehir Buylksehir
Belediyesi Kent Konseyi Calisma Grubu'na, Bisikletliler
Dernegi Eskisehir Temsilciligi'ne, Eskisehir Dagcilik ve
Doga Sporlari Kulibi'ne, Lileburgaz Kent Konseyi'ne,
Bisikletliler Dernegi Lileburgaz Temsilciligi'ne ve
Hedef Doga Sporlari Grubu'na; proje kapsaminda
sagladiklari stratejik iletisim egitimi ve kampanyalara
mentorluk desteklerinden &tiri Myra iletisim
Ajans’'ndan Damla Ozliier ve Rauf Késemen'e
tesekkurd borg biliriz.

Bu yayin Avrupa Birliginin maddi destegi ile
hazirlanmistir. icerik tamamiyla WRI Tarkiye
Surdurilebilir Sehirler sorumlulugu altindadir ve
Avrupa Birliginin goruslerini yansitmak zorunda
degildir.

This project report has been prepared with the
support of 2019 Civil Society Sector Civil Society
Support Programme-Il.

We owe a great debt of gratitude to the Directorate
for EU Affairs and CFCU for providing technical

and administrative support during the project;

for the content and organizational support they
offered to the project, to the project partner DCE

and specifically to Edward Douma and Ronald de
Haas; to honourable Netherlands Consul General of
Istanbul Bart van Bolhuis for acquainting us with the
DCE and giving his support throughout the Project
and the staff of the Netherlands Consulate General

in istanbul; izmir Metropolitan Municipality (IMM),
Eskisehir Metropolitan Municipality (EMM) and
Lileburgaz Municipality (LM) administrations, which
were designated as project’s pilot cities and had great
efforts in realizing the activities of the Project, and

to Dr. Ozlem Tagkin Erten (IMM), Fulya Pinici (EMM)
and Zeynep Altan (LB) for taking care of every detail
of the project; to BISUDER (Cycling for Transport
Association), Eskisehir Bicycle Association (Vel Esbid),
Lileburgaz Bicycle Motorcycle Youth Sports Club
Association (LUBIDER) for participating in the field
visits and training activities of the project and providing
support on content and ideas by working with the
relevant municipalities in the campaign development
processes and to Aysel Atas (BISUDER), Rahime
Celen (Vel Esbid), inang Zorlutuna (LUBIDER) for their
support to the project; to Ministry of Environment and
Urban Planning, Bank of Provinces and representatives
of the Union of Municipalities of Turkey for their
participation in the field visit held in Amsterdam and
strategic communication training; to Thursday Evening
Cyclists, Teos Bike, Eskisehir Metropolitan Municipality
City Council Working Group, Cyclists Association
Eskisehir Branch, Eskisehir Mountaineering and
Nature Sports Club, Lileburgaz City Council, Cyclists
Association Lileburgaz Branch and Hedef Outdoor
Sports Group for their participation in the strategic
communication trainings held in Izmir, Eskisehir and
Lileburgaz; and to Damla Ozliier and Rauf Késemen
from Myra Communication Agency as the trainers of
strategic communication training and mentors of the
campaigns within the project.

This publication was produced with the financial
support of the European Union. Its contents are

the sole responsibility of WRI Turkey Sustainable
Cities and do not necessarily reflect the views of the
European Union.
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