
I was in the Chinese capital once before in 
2006. At that time, Beijing was completely 
baffling to me. It is a huge city that seems 
to spread in all directions. It all seemed the 
same and I rarely knew where I was or in 
what direction I was headed. I am a good, 
thoughtful map user but without my own 
clear image of the lay of the land, the maps 
of that city can seem impenetrable. Most 
Western travelers like me first experience 
Beijing from the back of a taxi, card in 
hand with a destination carefully written in 
Chinese characters so the driver will know 
where to go. Here‘s how I experienced the 
city last month. 

Morning cab ride
The cab pulls away from the protective co-
coon of my hotel, another dash across this 
enormous city, I think we are headed north, 
or is it south. I give up trying to figure that 
out as images catch my eye. When we pass 
Wangfujing, (PIX 1) the main shopping 
street, a crowd gathers for a small cerem-
ony. A phalanx of military guards in their 
crisp green uniforms with red trimmed caps 
set the stage for dignitaries who will preside 
at the opening of a new store. The formali-
ty of the guards is contrasted by the tacky 
stage with its bright red ballon arch, and 
tall red and gold plastic towers topped by 
levitating lanterns.  

We turn off the modern street and suddenly 
find ourselves on a long street lined with lo-
vely arching trees and one-story shops ser-
ving the neighboring hutongs. (PIX 2) The 
austere, low slung, gray roofed buildings 
provide a beautiful background for the tal-
ler, deep red, green, and yellow temples and 
towers which punctuate this ancient urban 
landscape. We pass a small restaurant called 
Sweet Potato Workplace.
Soon the old city gives way to broad ave-
nues lined with large apartment blocks. 
At the Egyptian temple entry to one gated 
community, a dwarf in a red silk jacket and 
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black top hat directs traffic into the com-
plex. Many of these streets are flanked with 
massive restaurants, each adorned with 
large gaudy signs, covered with bands of 
neon and topped with huge letters that 
punch the skyline. (PIX 3) Outside one re-
staurant, the staff is lined up, dark suited 
waiters on the left, white coated kitchen 
staff on the right. Their leader barks com-
mands like a marine corps drill seargant and 
they respond in unison like a bunch of new 
cadets during training. 

As we head further out, the buildings are 
taller and newer, huge blocks of them along 
the busy boulevards. Many are international 
style buildings, business centers for the ex-
ploding capitalist enterprises here. But this 
is Beijing, so some of the buildings have de-
corative tops, temple roofs 30 or 40 stories 
up in the sky. (PIX 4) One appears to be top-
ped by a giant lampshade. (PIX 5) Corporate 
logos and hotel names also dot the skyline. 
(PIX 6) 

We head to the edge of the city, more trees, 
fewer buildings. In a large forest grove, ol-
der men and women do their morning tai 
chi routines. (PIX 7)  The dancing figures 
move between the austere long lines of pale 
green trees that recede into the distance. 
Then, just before getting to the school, 
my car stops at a light. Next to us a cab 
pulls up, and a father emerges with his tiny 
daughter. He sets her on the ground, pulls 
down her pants, and lifts her up so she can 
pee on the grassy median by the road.   

At lunch we climb to a rooftop terrace 
restaurant. On the left, bright green cab-
bages are piled high on a nearby rooftop; 
over there, delicate willow trees hang over 
the stone fence by the ancient lake, (PIX 
8) misty sunlight sparkles on the gray tile 
rooftops. (PIX 9) Everywhere are mysteri-
ous smells of gases and spices, a mixture of 
pollution from the millions of cars and the 

Paris by bike

Richard Saul Wurman mentions that to be 
able to experience a city fully, people have 
to acknowledge confusion. (1990, 48) That 
is to say, order is not obligatory for envi-
ronmental design of cities. Turkey is an ex-
ample of that explanation, but in terms of 
different points. 
Environmental graphic design connects all 
the design disciplines: planners, landscape 
designers, urban designers and architects. 
To meet the needs of the public, all these 
disciplines have to work together. Wayfin-
ding design is a group work of those profes-
sionals. That is to say, sign systems encircle 
graphic design, architecture, interior design 
and other design branches for communi-
cating with people in the content of envi-
ronment. In this context, owning a certain 
visual culture is crucial. As cities expanded, 
establishing a system will be more com-
plex or even renewing the existing system 
could be sometimes difficult. Structuring 
design and supplying the needs of people 
environmentally for today and tomorrow 
ought to be the best solution in the con-
tent of wayfinding design systems for cities 
/ countries. 
Sign designing can be seen as a very signi-
ficant branch of graphic design. Chris Ca-
lori says that graphical communication of 
information in the built environment is one 
of the oldest professions in the world. (2007, 
2) However, visual communication is not as 
understandable as it has been thought. One 
should have an adequate knowledge in or-
der 2 
to perceive signs properly. Therefore, rea-
ding sign systems can be considered as 
learning a foreign language. At least, living 
with a particular sign system will work as a 
learning process as the time passes. 
Wayfinding, the act of finding way to a de-
stination is strongly related with the visual 
culture of the society. Sign system has been 
used not only for denoting the direction or 
a location, but also has been used as a way 
of entertainment and a way of symboliza-
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Richard Saul Wurman mentions that to be 
able to experience a city fully, people have 
to acknowledge confusion. (1990, 48) That 
is to say, order is not obligatory for envi-
ronmental design of cities. Turkey is an ex-
ample of that explanation, but in terms of 
different points. 
Environmental graphic design connects all 
the design disciplines: planners, landscape 
designers, urban designers and architects. 
To meet the needs of the public, all these 
disciplines have to work together. Wayfin-
ding design is a group work of those profes-
sionals. That is to say, sign systems encircle 
graphic design, architecture, interior design 
and other design branches for communi-
cating with people in the content of envi-
ronment. In this context, owning a certain 
visual culture is crucial. As cities expanded, 
establishing a system will be more com-
plex or even renewing the existing system 
could be sometimes difficult. Structuring 
design and supplying the needs of people 
environmentally for today and tomorrow 
ought to be the best solution in the con-
tent of wayfinding design systems for cities 
/ countries. 
Sign designing can be seen as a very signi-
ficant branch of graphic design. Chris Ca-
lori says that graphical communication of 
information in the built environment is one 
of the oldest professions in the world. (2007, 
2) However, visual communication is not as 
understandable as it has been thought. One 
should have an adequate knowledge in or-
der 2 
to perceive signs properly. Therefore, rea-
ding sign systems can be considered as 
learning a foreign language. At least, living 
with a particular sign system will work as a 
learning process as the time passes. 
Wayfinding, the act of finding way to a de-
stination is strongly related with the visual 
culture of the society. Sign system has been 
used not only for denoting the direction or 
a location, but also has been used as a way 
of entertainment and a way of symboliza-

Halime Fisenk Zeynep Aran

tion of a particular community. Users are 
purposefully directed by the signs to being 
familiar with a place by its environmental 
graphic systems. Turkey, as a multi-cultural 
country, does not have any identified en-
vironmental graphic design / wayfinding 
system in any city or village. Although the-
re are many characteristic regions in the 
country, it is nearly impossible to see any 
environmental graphic design solutions re-
lated with the texture and culture of the 
places. Such problems and needs are solved 
only through short-term formulas. As being 
Turkish graphic designers, it is thought that 
this is a very important problem to be ana-
lyzed and solved mostly for the graphical 
culture of Turkey. While the globalizati-
on draws the world to universal design, in 
Turkey, even the capital city -Ankara- does 
not have a clear corporate identity on its 
streets and roads. Mostly each signboard is 
written in different typefaces. Environmen-
tal graphical systems change and differ in 
every location, sometimes do not have any 
wayfinding graphics. It is difficult to have 
a visual language in such a country. In this 
context, owning a certain visual culture is 
crucial. As cities expanded, establishing a 
system will be more complex or even renew-
ing the existing system could be sometimes 
difficult. The reason why we do not have 
this language is for sure because of the lack 
of visual culture in terms of signage. 3 
While data of information increases, desi-
gning the environment begins to be more 
complicated. Communication starts to be 
almost impossible with those unlimited 
data. Wherefore, an unavoidable visual pol-
lution begins to appear in all areas, streets, 
villages, cities and countries. Even though 
wayfinding design is a universal issue, it is 
believed that this issue is strongly related 
with the visual conventions of the cities and 
countries. 
In his article titled as „Information Design: 
Emergence of a New Profession“, Robert 
Horn states that the primary objectives of 

Approximately two million people in Britain 
have some form of sight problem. With the 
average age of the population increasing, 
this number can only grow. So in recent ye-
ars, various guidelines have been published 
and circulated in order to encourage gra-
phic designers to do things differently when 
preparing material for people with a visual 
disability. Since the Disability Discriminati-
on Act (DDA) of 1995 brought some force 
of law to these matters, several publications 
have attempted to tackle the issue.

i2i, produced by Action for Blind People, is 
a twelve-page set of guide-lines ‘for pro-
ducing printed materials that are accessible 
for people who are blind or partially sighted’. 
Produced in 2002 (‘to present the top level 
information of more detailed guide-lines 
established by the Royal National Institute 
for the Blind’ [RNIB]) it was initially distri-
buted only in response to enquiries. Now 
it is being distributed more actively, and a 
copy was sent to Eye for consideration. Sad-
ly, i2i is disturbing for several reasons and, 
if taken literally, will result in work of great 
typographic mediocrity . . .

. . . worst of all, it is inaccurate as a synop-
sis of other fuller presentations of current 
thinking in this field. The RNIB produces an 
information pack called See it right, twelve 
booklets covering various aspects of making 
printed information accessible. The diffe-
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the art and science of preparing informa-
tion are firstly to develop documents which 
are comprehensible, rapidly and accurately 
retrievable, secondly to design interactions 
with equipment that are natural and as ple-
asant 4 
as possible, and lastly to enable people to 
find their way with comfort and ease in 
three-dimensional spaces. (Jacobson, 1999, 
15-16) It can be easily regarded that those 
objectives do not correspond to the wayfin-
ding design system in Turkey. To be able to 
put all those themes into practice, one must 
start with researching. Communicating cor-
rectly in terms of wayfinding in first place, 
needs to search locations and key points in 
the environment for providing people per-
ceive the directions easily. Visual perception, 
psychology, cultural backgrounds, etc. have 
substantial roles in planning environmental 
designs in countries. 
As mentioned before, wayfinding design 
needs to be planned strategically. However, 
this rule is not valid for all society. The nul-
lity of this rule in for Turkey will be proved 
by visual examples from different places of 
Turkey. That is why this presentation tries to 
emphasize the habits of the society having 
a great role to determine their environmen-
tal design system. The talkativeness of Tur-
kish people orients the wayfinding design 
systems in Turkey. The first way of finding 
their way is not looking at / searching the 
sign systems. Conversely, asking the way is 
the best way of wayfinding for many Tur-
kish people.
Turkey is a visually developing country 
which has not a long graphic design histo-
ry. However we can be all like minded that 
with the letter revolution, the entire system 
was rebuilt and the graphic practices were 
reformed accordingly. In the early years of 
republic, German specialists contribute the 
design and architecture learning system in 
order to build up a higher education. On go-
ing years graphic design in Turkey was kept 
growing with its posters, book covers and 
booklets mostly. In 1970s professional in the 
field and the practicing graphic designers 
were played a big role in the rise of graphic 
design. Today in Turkey, there are various 
well-developed agencies with the designers 
who producing high quality work. 

Although wayfinding system design has not 
been confronted with any development, 
especially in universities, hospitals, airports 
and other corporations have corporate 
structure and corporate identity with per-
fectly working sign systems by their own. 
As if successful structures were stuck inside 
the buildings and the most vital system is 
not seen on the streets. 6 
Today even very simple universal sign sys-
tems are not perceivable because of the lack 
of the visual graphical culture. Unfortuna-
tely, many wayfinding design applications 
retire from being original; conversely they 
begin to be imitations and routine projects. 
Turkish graphic designers think that way-
finding design is a significant branch of 
design. This consideration regrettably could 
not occur in Turkey since 2007. 
In 2007, there had been an approach to re-
fresh the sign system of Istanbul, - the most 
crowded and most cosmopolitan city of 
Turkey - by Bülent Erkmen and Aykut Kök-
sal. This can be regarded as the first step to 
(seriously) wayfinding design in Turkey.
A new design concept has developed with 
this new wayfinding design of Istanbul for 
Turkey. As Erkmen and Köksal state, they 
intended not only to design the signboards 
particular to Istanbul typologically, but also 
to appropriate every single region in terms 
of local differences. The usage of red color 
in all background of the signboards obtains 
identity, while different background colors 
of the neighborhood names specify each re-
gion severally. They recreate the signboards 
of the streets, avenues and house numbers 
of Istanbul including the typefaces and the 
general system. The sign system of Istanbul, 
-basic communication elements of the city- 
was reformatted with the design concept 
determined by Erkmen and Köksal. Conse-
quently, they created and defined an integ-
rated system which was programmed for the 
entire city. Each piece has been discussed as 
a part of the whole design system, rather 
than being an uninformative independent 
item. In time, the concept that describes the 
signboards of Istanbul as an indicator sys-
tem, make them one of the donor elements 
which identify the city. This identification 
helps Turkish people to meet new signage 
system as well as to allow them to recognize 

signboards as design objects. Thus, this new 
sign system can be discussed as an element 
which transmits identification to the city. 
Turkish people are known with their geniali-
ty and charity. Hence, they can be represen-
ted as calm people who love talking to each 
other on any subject everywhere. (about a 
football match, traffic accident, weather, or 
wayfinding!!). They prefer asking the way 
to others rather than looking through the 
signs on roads. It is easier to find the way 
in Turkey by verbal language, rather than 
visual language. Environmental design is an 
unfamiliar issue for Turkish people. That is 
why they do not need those sign systems 
to find their way. Due to the lack of identi-
cal sign structure, to make a habit of using 
the wayfinding system as a form of solu-
tion is problematic in our country. Instead 
of looking around for the name of a street, 
a cab rank would be a better landmark for 
Turkish people while finding their way or 
memorizing a certain location. But someti-
mes, this congeniality converts wayfinding 
to wayloosing. Like Wurman emphasizes in 
Information Anxiety, people cannot percei-
ve places without a map, which provides 
them with the means to share in percep-
tions of others. Yet, map of Turkish people 
can be uttered as other Turkish people. Alt-
hough Istanbul has a new signage system as 
mentioned above, this creation cannot be 
installed to the environment correctly. It is 
possible to observe both the old and new 
signboards on the streets of Istanbul. 
In spite of everything, being a developing 
country could be shown as the answer to 

many questions. In a short time period, the 
center of cities kept changing and this has 
prevented the development of the down-
town notion in people’s mind. The 1930s in 
Ankara, city center was Ulus. But this has 
been changed as Kızılay, Tunali, Çayyolu and 
ÇukurAmbar within continuing years. Such 
rapid and center location changing growth 
has made things complicated in order to 
the formation of sign systems. The city has 
never had an identity as it has never had a 
constant city center. 
Berger claims that „Legibility is the key is-
sue affecting wayfinding, and commands 
nearly every decision a designer will make.“ 
(2005, 36) The need of legibility in signage 
is not apprehended in Turkey yet as men-
tioned above. Asking the way is still easier 
than searching the signage system. Thus, 
solving the problems in wayfinding design 
systems in any city of Turkey is not so extre-
mely critical for public. People generally are 
not concerned in the legibility, readability, 
layout, placement, color or typeface of the 
signage systems, because they do not con-
fronted with that information as a form of 
design objects. They insist on finding their 
way by asking others without any maps or 
signboards that direct / show the locations. 
We believe we can create our locations by 
the help of anything on streets, a simit sel-
ler, a yellow building, a cafe on the corner, 
a pine tree... How can it be so difficult to 
find the way with these perfect key points 
rather than strategically placed signboards / 
sign systems designed for the cities?

Richard Saul Wurman mentions that to be 
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ronmental design of cities. Turkey is an ex-
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and other design branches for communi-
cating with people in the content of envi-
ronment. In this context, owning a certain 
visual culture is crucial. As cities expanded, 
establishing a system will be more com-
plex or even renewing the existing system 
could be sometimes difficult. Structuring 
design and supplying the needs of people 
environmentally for today and tomorrow 
ought to be the best solution in the con-
tent of wayfinding design systems for cities 
/ countries. 
Sign designing can be seen as a very signi-
ficant branch of graphic design. Chris Ca-
lori says that graphical communication of 
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of the oldest professions in the world. (2007, 
2) However, visual communication is not as 
understandable as it has been thought. One 
should have an adequate knowledge in or-
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tion of a particular community. Users are 
purposefully directed by the signs to being 
familiar with a place by its environmental 
graphic systems. Turkey, as a multi-cultural 
country, does not have any identified en-
vironmental graphic design / wayfinding 
system in any city or village. Although the-
re are many characteristic regions in the 
country, it is nearly impossible to see any 
environmental graphic design solutions re-
lated with the texture and culture of the 
places. Such problems and needs are solved 
only through short-term formulas. As being 
Turkish graphic designers, it is thought that 
this is a very important problem to be ana-
lyzed and solved mostly for the graphical 
culture of Turkey. While the globalizati-
on draws the world to universal design, in 
Turkey, even the capital city -Ankara- does 
not have a clear corporate identity on its 
streets and roads. Mostly each signboard is 
written in different typefaces. Environmen-
tal graphical systems change and differ in 
every location, sometimes do not have any 
wayfinding graphics. It is difficult to have 
a visual language in such a country. In this 
context, owning a certain visual culture is 
crucial. As cities expanded, establishing a 
system will be more complex or even renew-
ing the existing system could be sometimes 
difficult. The reason why we do not have 
this language is for sure because of the lack 
of visual culture in terms of signage. 3 
While data of information increases, desi-
gning the environment begins to be more 
complicated. Communication starts to be 
almost impossible with those unlimited 
data. Wherefore, an unavoidable visual pol-
lution begins to appear in all areas, streets, 
villages, cities and countries. Even though 
wayfinding design is a universal issue, it is 
believed that this issue is strongly related 
with the visual conventions of the cities and 
countries. 
In his article titled as „Information Design: 
Emergence of a New Profession“, Robert 
Horn states that the primary objectives of 
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copy was sent to Eye for consideration. Sad-
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if taken literally, will result in work of great 
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. . . worst of all, it is inaccurate as a synop-
sis of other fuller presentations of current 
thinking in this field. The RNIB produces an 
information pack called See it right, twelve 
booklets covering various aspects of making 
printed information accessible. The diffe-
rence – in tone and content – between the-
se booklets and i2i is striking. RNIB makes 
a distinction between clear and large print, 
and guidelines are presented as just that, 
guidelines with rational explanations and 
recommendations for their use . . . 

. . . After i2i, this is a breath of fresh air, a 
reasoned and practical presentation of the 
facts. Where the general over-simplification 
of facts and hectoring tone of i2i is liable 
to put off many designers, See it right ex-
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have some form of sight problem. With the 
average age of the population increasing, 
this number can only grow. So in recent 
years, various guidelines have been publis-
hed and circulated in order to encourage 
graphic designers to do thingaverage age 
of the population increasing, this number 
can only grow. So in recent years, various 
guidelines have been published and circu-
lated in order to encours differently when 
preparing material for people with a visual 
disability. Since the Disability Discriminati-
on Act (DDA) of 1995 brought some force 
of law to these matters, several publications 
have attempted to tackle the issue.

i2i, produced by Action for Blind People, is 
a twelve-page set of guide-lines ‘for pro-
ducing printed materials that are accessible 
for people who are blind or partially sighted’. 
Produced in 2002 (‘to present the top level 
information of more detailed guide-lines 
established by the Royal National Institute 
for the Blind’ [RNIB]) it waaverage age of 
the population increasing, this number can 
only grow. So in recent years, various gui-
delines have been published and circulated 
in order to encours initially distributed only 
in response to enquiries. Now it is being 
distributed more actively, and a copy was 
sent to Eye for consideration. Sadly, i2i is 
disturbing for several reasons and, if taken 
literally, will result in work of great typo-
graphic mediocrity . . .

. . . worst of all, it is inaccurate as a synop-
sis of other fuller presentations of current 
thinking in this field. The RNIB produces an 
information pack called See it right, twelve 
booklets covering various aspects of making 
printed information accessible. The diffe-
rence – in tone and content – between the-
se booklets and i2i is striking. RNIB makes 
a distinction between clear and large print, 
and guidelines are presented as just that, 

Talia Redford

The IIIDspace Magazine is an extension of  
the information design showroom in down-
town Vienna to make its activities tangible 
and visible. For the global information design 
community the IIIDspace Magazine should 
work as an easy accessible, enjoyable reading 
and inspiring stage for dialogue.
Additionally to the ID-Journal, which has a 
scientifi c and academic approach and com-
plementary to the IIID-Circular-Letter it will 
be a kind of successor of the ID-news, which 
was published some years ago.
The IIIDspace Magazine will be available to 
all IIID-members and friends as well as to any 
community interested in information design 
but defi netly to all of you being in contact 
with the IIIDspace.
Any stories are related to the activities hap-
pening around the IIIDspace and its partici-
pants, we would like to share our excitement 
on information design and to invite all those 
being passionate about making our environ-
ment better accessible, understandable and 
appealing.
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volume:  48 pages

available as:  PDF for download
 a hard-copy-magazine
 partially as a mp3-fi le
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