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Directorate General of Promotion 

Å 44 Culture and Information Offices in 39 countries,  

Å New offices in, St. Petersburg, Sao Paulo, Sydney, Shanghai and Toronto, 

Å A new promotion strategy for a developing and growing Turkey with a respected worldwide brand 

Κ Forming the country perception correctly,   

Κ Coordination, 

Κ Sectoral efficacy. 



Directorate General of Promotion / Targets 

Å To enhance and strengthen the brand identity of our country, 

Å To make the brand value sustainable by ensuring continuity and stability at promotion, 

Å What we are doing to increase the success at marketing the tourism products: 

Κ Advertising campaign 

Κ Digital and social media campaigns 

Κ Exhibitions 

ΚJoint activities with the private sector 

ΚCultural Diplomacy 

ΚSupporting the cultural and art projects 



Directorate General of Promotion / Targets 

Å Over 100 countries with a budget of USD 50 M, 

Å On traditional channels like print media, outdoor, radio etc., 

Å A global image campaign which is wholistic, monophonic and contains our entire values;        

   Turkey Home. 



Advertising Campaign 

Samples of Creative Works 








