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Project goals

Make Turkey the 

MOST DESIRABLE DESTINATION
in the world

Promote Turkey as a country that offers 

UNIQUE NEW  EXPERIENCES

Get rid of cliché 

“Turkey is summer only, sun, beach and all inclusive”
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Meeting point: places

Turkey is an absolutely different worlds 

crossroad

Mysterious languid EAST & WEST
rushing into the future.

Ancient cities protected by UNESCO 

and YOUTH FESTIVALS

gathering international crowd.

Sparkling SKI RESORTS

and magnificent 

WHITE SAND BEACHES
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Meeting point: people

Turkey is an amazing country that 

collects DIFFERENT PEOPLE
and welcomes them with endless 

opportunities for 

NEW EXPERIENCES

As much attractive, juicy, bright, exciting 

and intriguing ... as in a

HOLLYWOOD MOVIE

Imagine yourself in a movie with your 

FAVORITE STARS…  you can 

definitely get such experience in

TURKEY
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CO-CREATE a MOCUMENTARY

COMEDY BLOCKBUSTER about Turkey 

together with Hollywood team and target audience 

Not a commercial reel but a real movie with 

Hollywood stars: GEORGE CLOONEY 

& ANDY GARCIA from “Ocean’s 11”

Big Idea
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Big Idea

Famous HOLLYWOOD ACTORS

guarantee campaign SUCCESS, 

attract international audience attention and work as the 

BEST OPINION LEADERS

Main trick is to involve TARGET AUDIENCE into the process of a movie 

CO-CREATION which will generate a hectic sharing and bring people 

UNIQUE EXPERIENCE about Turkey

All campaign support materials are created in the style of a movie promotion campaign – trailers, 

posters, premieres
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Meeting point: Trends

Crossing of trends: SERIES that became very popular for the last 3-4 years and 

CROWD-SOURCING TECHNOLOGY 

MOCUMENTARY – is a type of film or television show usually with elements of comedy in 

which fictitious events are presented in documentary format 

USER GENERATED VIDEO made by amateurs mixed with 

PROFESSIONAL HOLLYWOOD CONTENT
to make a unique mocumentary movie
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Synopsis

GEORGE CLOONEY & ANDY GARCIA play the roles of themselves

Relaxed and confident old friends that come to Turkey to get a quality multi experiential vacation. 

People start noticing and recognizing them trying to guess: 

WHAT ARE THEY DOING HERE?

Main heroes just say: 

WE WON’T MAKE IT – WE NEED MORE PEOPLE!
They invite everybody to come to Turkey and join them in completing the mission:

take part in the movie creation & get really unique experience

The movie is created according to the model of popular projects: 

“Paris, I love you” and “New York, I love you!” and Nespresso commercials

Film directors and script writers from different countries create 

3 EPISODES ABOUT FRIENDSHIP, TRAVELLING, NEW 
EXPERIENCE

User generated content integrated into the Hollywood movie guarantees  

BIG SOCIAL RESONANCE
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Mechanics

Complete movie consists of a 3 SHORT EPISODES

which are released EVERY 3 MONTHS
All Episodes are pre-filmed but leave the space for user generated content integration

Such approach gives the time to ENGAGE TARGET AUDIENCE

to take part in various ACTIVITIES and fulfill the TASKS 
from main heroes & film-director 

step by step opening NEW OPPORTUNITIES

and getting NEW EXPERIENCE on every campaign stage 

In the end of the year a complete movie is presented on a big 

PREMIERE PR-EVENT IN TURKEY
with actors, film director and other participants
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Additional characters

Secondary heroes are PROFESSIONAL ACTORS from different countries (to cover 

all target groups).

BRIGHT RECOGNIZABLE CHARACTERS (stereotypes) of different origins, ages, 

skills, interests and genders. 

They bring fun and active wave into the movie. Their profiles should cover all Target 

audience segments.
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Meeting Point

Turkey
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1 Stage: Attention
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1 Stage: Attention

MOVIE TRAILER AND TEASER POSTERS

offline: billboards, posters in cinema theaters and travel agencies, 

movie trailer in cinemas, rear projection film in business centers

online: video sharing resources, social media seeding, 

banner ads: travel and cinema resources, project portal
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Rear projection film

– unique technology, which helps to demonstrate product at 

any time of day strikingly.

▪Attracts attention even the most sophisticated consumers.

▪Usage of such technologies allows to inform audience 

about innovation level

Can be laminated onto transparent glass or plastic

Video is projected on any glass surface in business 

and trading centers
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Project portal
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FaceBook page
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2 Stage: Interest
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2 Stage: Interest

VIRAL DIGITAL ACTIVITY “GET INTO THE TRAILER!”

MECHANICS:

Participants take video  following the given directions 

and upload on the project site

Video is integrated into the trailer (special software) 

SHARING:

Participants seed the trailer

Trailer brings new participants to the project site
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2 Stage: Interest

PREMIERE of a new Episode every 2 months:

3 stories that make up the whole film 

with user generated content

Premieres in: cinema theaters and online (vimeo, youtube, project site) 

Premieres are integrated to important international sports, arts and cultural events

POSTERS in: cinemas, travel agencies, business and trading centers

TEASER REVEAL:
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3 Stage: Search
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3 Stage: Search

PLANNING TRIP TO TURKEY to become movie co-creators via partners’ resources 

generated on the project-site

SEARCH for Treasure Hunt riddles and quests decisions
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Banner ad: lonelyplanet.com
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4 Stage: Action
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4 Stage: Action

PARTICIPATION IN CO-CREATIVE PROCESS AND TRIP TO TURKEY

USER GENERATED CONTENT

CROWD SOURCING CONTEST: “Get into the movie!”

Communication:

TAKE VIDEO IN TURKEY and become one of the movie co-creators!

Mechanics:

Participants should make video in different locations in Turkey upon the film director’s 

tasks – creative loops that can be INTEGRATED INTO THE MOVIE

Download on the project portal

SHARING:

Win online voting by attracting as much “LIKES” FROM FRIENDS as possible
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4 Stage: Action

MOBILE APP TREASURE HUNT:

Every Episode contains a task participants 

can fulfill via Mobile Application

going to Turkey and collecting photos, videos 

and information

Tourists should make photos of some 

checkpoints like "beach sunrise", "ancient 

ruins" and apply them through the Treasure 

Hunt App (social sharing included). 
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4 Stage: Action

CREATE & SHARE YOUR OWN POSTER: INTERACTIVE GAME

Users are offered to use posters elements: backgrounds, pictures of the characters 

and own photos 

MECHANICS:

Create and share your own poster: upload photos, write wording, use the elements 

you like 
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4 stage: Action

USER GENERATED MOVIE PREMIERE IN TURKEY

Format: PR event for stars, press and participants

Style: Cinema festival with the Red Carpet

Guests:

• George Clooney and Andy Garcia: communication, photo and autograph sessions

• Film Directors: movie presentation

• Secondary actors: photosessions

• Awarding Ceremony for the Authors of the best user generated video 

integrated into the movie
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Premiere in Turkey
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THE END 

THAT OPENS 

NEW POSSIBILITIES!
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Resume

Famous HOLLYWOOD ACTORS

guaranteed campaign SUCCESS, 

attracted international audience attention and worked as the 

BEST OPINION LEADERS

Taking part in a movie CO-CREATION

TARGET AUDIENCE has got 

UNIQUE EXPERIENCE about Turkey

Campaign has generated a HECTIC SHARING!
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CAMPAIGN 2
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Goals

To promote Turkey as a unique 

MILTI-EXPERIENCIAL 

destination

BREAK OLD STEREOTYPES

ENGAGE CUSTOMERS, 

make them believe our message
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Our milestones

Travelling become multi-experience process: 

“COME, SEE, SHARE”

Shared EXPERIENCE is what makes the destination image - not 
conventional advertising 

The Tourist become more empirical experienced and sophisticated, 

they want CULTURAL EXCHANGE instead of just money 
saving

Experience is about ENGAGING, not about sights exposure
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World best practices 

in engaging communication

PERSONIFICATION and “ME TO YOU” language make tourist feel unique: 
personal copy tells the story 

Raised New topics

ENGAGE INTO CONVERSATION

Make it personal: find trusted and attractive BRAND-SPEAKERS from different 
countries and ask them to share unique personal experience

Use people’s LIVE EXPERIENCE – new tourists don’t trust ads or travel agencies  

they TRUST PEOPLE

LOCALS ENGAGE TOURISTS: give locals opportunity to present their country 
and they will make tourists come!
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Live Experience

A person who has spent all of his life there, knows and 

LOVES EVERY DETAIL, every place which is not included 

in a guide-book  

Who can tell you the most private, unique, touching 

and SINCERE STORIES about a country or a city?
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Real person who would like to FEEL IT AGAIN

while sharing with others

Live Experience

Who can share experience about a country 

that has once deeply TOUCHED HIS HEART?
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A person whose OPINION is IMPORTANT to you

Live Experience

Who can give a good advice you can TRUST?
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Only REAL PEOPLE can move you 

when they SHARE their own 

LIVE EXPERIENCE & it comes 

from HEART TO HEART
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Our idea based on 

P2P COMMUNICATION

(person to person)

Our goal is to develop 

LIVE EXPERIENCE SHARING SOCIAL NET
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Communication

Become part of the project: LISTEN, WATCH AND SHARE

your own story at www.turkeylive.com

ASK LOCAL if you’ve got any question about Turkey, 

plan your trip basing on TRUE ADVISES from real people, 

use “LIVE GUIDE” to find unique places and experiences 

in Turkey

http://www.turkeylive.com/
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Participants: experts

Trusted people from different countries, SUCCESSFUL EXPERTS

in their fields share LIVE EXPERIENCE about Turkey

ATL channels (wide coverage via OOH, press, POSM – brings participants)

Jeremy Jones

Pro-rider

Olga Slutsker

World Class Fitness

Deepak Chopra

Physician, Spiritual Guru



12

Participants: tourists

TOURISTS from different countries share LIVE EXPERIENCE

on a social experience sharing net

Best stories go to press and online ads: bring new participants, grow trust

Jessica Todo Mustaf Kemal Chon Kann
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Participants: locals

LOCALS - people living in Turkey share LIVE EXPERIENCE online via 

social experience net.

Best stories go to press and online ads.  People take part in a “Turkey Live Guide” 

program: online and App

Saadet Isıl Aksoy Suat Atalik Hikmet Barutcugil
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Experts: 

LIVE STORIES

(Watch video 2)
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Experts: 

COMMUNICATION

CHANNELS
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OOH – teaser leading to the project portal



22Press: Live stories from experts that touch
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Video screens in business 

centers and trading malls

Demonstrate stories and project 

opportunities
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Project portal

LIVE EXPERIENCE SHARING NET

LIVE STORIES FROM EXPERTS
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PROJECT PORTAL

STORIES FROM EXPERTS

STORY TELLING CONTEST FOR TOURISTS & LOCALS

Create live stories about Turkey. Best stories will be used in printed and 

audio-visual ads

EXPERIENCE EXCHANGE

LIVE COMMUNICATION

Q&A ABOUT TURKEY

Planning and booking new trips via partners sites

LIVE GUIDE APP 

App download – unique excursions and live Q&A from locals
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FACEBOOK page
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Tourists: 

LIVE STORIES
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Tourists: 

COMMUNICATION

CHANNELS



32OOH - Best  stories from tourists
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PRINTED AD
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Banner ads: Live stories from tourists
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Locals:

LIVE STORIES



36



37



38



39

Locals:

COMMUNICATION 

CHANNELS
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OOH - One of the best stories from locals



41



42

Banner ad
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APP “Live guide” – Locals can subscribe as experts 

and take part in Q&A about Turkey online,

Premade excursions that cannot be found in a tour guide
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Story-telling Fest

Big road-show by main cities

Story-telling contest on the big screens

Online broadcasting from Turkey – Live stories
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RESUME

“ME TO YOU” language

&

Trusted BRAND-SPEAKERS from different countries

ENGAGED TOURISTS INTO CONVERSATION

LIVE EXPERIENCE SHARING

built TRUST & CULTURAL EXCHANGE

LOCALS participation made TURKEY a DESIRABLE MULTI-

EXPERIENCIAL DESTINATION 
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