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FEATURES OF POSITIONING
OF GERMAN UNIVERSITY LIBRARIES ON OFFICIAL WEBSITES

The purpose of the work is to study the features of advertising and information
presentation of the activities of university libraries in Germany on official
websites.

The methodology uses an analytical method, a method of description,
comparison and generalization. The application of the principles of integrity and
structure makes it possible to consider the site as the main corporate business
card of the library.

The scientific novelty of the work is the study of theoretical knowledge and
practical skills on the peculiarities of presenting the activities of university
libraries in Germany on the Internet.

Conclusions. The study showed that, through the official website, university
libraries effectively practice branding and image technologies, position
their corporate culture and implement the corporate mission of their higher
education institution.

Keywords: corporate culture, branding, image, positioning, website,
technology, university, library business, library, libraries of Germany, institution
of higher education.
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OCOBJINBOCTI NO3ULIKOBAHHS YHIBEPCUTETCbKUX
BIBJNIOTEK HIME44YMHWU HA ODILIMHNX BEBCAUTAX

AxTyanbHicTb. CyyacHi TpaHchopmaLiitHi npouecu B YkpaiHi, Lo BinbyBaloTb-
CSl B CMCTeMi BULLLOT OCBITW, 3yMOBUAN KapanHabHi 3MiHW B poboTi yHiBEpCH-
TeTcbkmx Gibniotek. Kpim noBHOro nepedopmartyBaHHs 6ibnioTedHnx nocnyr
Ta CepBiciB, CYTTEBO 3MIHIOETLCS «0ONMYYs» 6ibnioTekn, GopMyeTbes ii HOBMIA
iMimpK. BrBYEHHS 11 y3aranbHEHHS! LOCBIAY NO3WLiloBaHHS EBPONENChKMX 6ib-
nioTek, aHani3 3arafibHOEBPONENCLKNX TEHAEHLR LLI0A0 iMiaKyBaHHS B 6ibnio-
TEYHII cnpaBi € BRXIMBUM 15 NOAAMBLLOTO PO3BUTKY BITYN3HAHUX 6iGnioTek i
NS [OCArHEHHS HUMK 3aranbHOro yCnixy.

Meta ctaTTi — npoaHaniayBaTv 0COGAMBOCTI MO3MLjOBAHHS YHIBEPCUTET-
cbkmx 6ibnioTek HimewuynHn Ha odiliiHnx BebGcaiTax.

MeToponorisa. [n9 BUKOHAHHS OOCAIAKEHHS BUKOPUCTAHO aHaNiTUYHWUIA Me-
TOZ, METOAM OMUCY, 3ICTABNEHHS Ta y3arajbHEHHS.

Peaynbratn. OnucaHo 0co6MBOCTi NO3ULLIOBAHHS YHIBEPCUTETCLKIX 6iGio-
Tek HiMey4nHmn B iHTEPAKTUBHOMY MPOCTOPI Yepe3 OilinHWIA cainT, npoaHani-
30BaHO TEXHOJIOrii NO3ULLitoBaHHS 6iGNi0oTe4HOT ycTaHOBM Ta niaxoam oo 6iénio-
TEYHOr O IMIIXMENKIHTY B HiMey4mHi.

HoBu3Ha. Y ubomy fochigKeHHi BrepLue 3ailicCHeHo aHania 0cob6mMBoCTel Nno-
31LOBAHHS CaWTIB YHIBEPCUTETChKUX BibnioTek HimeuunHun.

MpakTuyHe 3HayeHHa. MaTepiann Ta BUCHOBKM LOCAIOXKEHHA MOXHa BUKO-
PUCTOBYBATU [/151 PO3BUTKY BiTYM3HSIHKX BiBNI0TEYHUX YCTAHOB 3aKnafiB BULLLOT
OCBITW, ANa oNTUMI3aLji 3araneHoi cTpaTerii no3uuitoBaHHs 6ibnioTekn 3BO Ta
[LNS 3anpOBaXEHHS HOBYX MiAXOMIB WOA0 OPEHAMHIY, iMiXXyBaHHS LUX ycTa-
HOB B YKpaiHi.

BucHoBku. CyyacHa yHiBepcuTeTCbka 6ibnioteka cTae He nunLle MiCLEeM aky-
Mynsuii Ta 36epiraHHs iHbopmaLii, a 1 CBOEPIAHOO Bi3UTHOK KapTKOK HaB-
yasbHOro 3aksafy, OAHWM 3 FONIOBHUX PECYPCiB, WO 3abeanevye iMigkese
No3uLitoBaHHS YCTaHOBW. [JOCNiaXeHHs Ta aHani3 AocBiay no3uLitoBaHHs 6i0-
nioTek yHiBepcuTeTiB HiMeyynmHn fonomoxe onTuMi3yBaTyt TexHosorii GpeH-
[OVHTY Ta iMigXXyBaHHS BiTYUM3HAHUX BibnioTek, cnyrysaTMume OCHOBOIO ans 3a-
rafibHOro PO3BMUTKY YCTAHOBM i i iHTErpaLlii B EBpONenCobKniA, CBITOBUIN OCBITHIN
i HAYKOBWIA MPOCTIP.

KniouoBi cnoBa: kopriopatnBHa KysbTypa, OPeHAVHr, iMigX, Mo3uLiloBaHHS,
caiT, TexHosnorii, yHiBepcuteT, 6ibnioteka, 6ibnioTekn HimeyyuHn, 3aknan
BULLIOT OCBITW.

Introduction. The successful operation of library institutions, which has

actively moved into a new information and communication environment, is
largely determined by the attention paid to branding and image of these
major centers of public preservation and use of information. Of particular
importance is the correct positioning of libraries of higher education
institutions, which play a significant role in shaping the image of the
educational institution.

In modern conditions of active practice of distance learning, web site

has become the main corporate business card of the library of the higher
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educational institution. The use of the library site provides the institution

with the following communication and marketing benefits:

— provides access to its own library products to a wide range of users on
the network;

— provides constant and effective advertising of the library in the
international information community Internet;

—  promotes the development of new information services;

— contributes to the effective implementation of information and cultural-
educational function of the library;

— increases the information culture of users.

Related works. The issue of using effective techniques, branding and
image technologies in the library business attracts the attention of both
Ukrainian researchers and foreign scholars. One of the first, the question
of library promotion began to study a group of German scientists led by
P. Borchard, who proposed their marketing concept for public libraries,
the key task of which was to determine the target audience (Borchard et
cet., 1993). The main factors of formation of style and image of the book
collection are determined in L. P. Chorna’s work, the short characteristic of
each factor is given (Chorna, 2013). The mechanisms of using the latest PR
tools in creating the image of a modern library are analyzed by I. V. Bova
and T. V. Martsun (2018). The design and style of the website, a competent
way of presenting information, constant updating are defined as necessary
components of promoting and improving the image of the library in the work
of J. V. Samokhina (Samokhina).

Also, the subject of research of the image of libraries and its role
in the formation of the corporate environment of the university were
the scientific investigations of M. Yu. Matveev (2006), T. M. Kostyrko
(2011), V. G. Drygailo (2000). The study of certain aspects and problems
of information technology in the positioning of libraries are reflected in the
works of N. S. Redkina (2011), M. Y. Matveev (2011), B. Mathews (2009)
and many others.

The state of scientific development of the problem testifies to its
relevance. At the same time, a study of foreign experience in positioning
libraries in an interactive space based on the site seems to be in demand.
Accordingly, the purpose of the article is to analyze the current practice
of positioning the largest libraries of German universities in an interactive
space through the official website, to identify technologies for positioning a
library institution; to systematize approaches to library branding and image-
making in Germany.

The definition of the tasks outlined in the title of the article involves
the following steps in solving them, which leads to the use of the following
search and analytical methods:
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— search and definition of general tendencies in the practice of positioning
of university libraries of the Federal Republic of Germany through
official sites;

— identification of approaches to image activities, which are practiced in
the activities of German university libraries through web resources;

— research of features in positioning of elements of corporate style of
libraries of universities of Germany.

Features of positioning the largest libraries of German universities in
the interactive space through the official website. For a detailed analysis
of the use of image tools to promote the university library, its products and
services, a sample of the sites of the twelve best libraries of higher education
institutions in Germany was formed. We consider it appropriate to provide
data on the sites of the largest libraries of German universities in the form of
brief overviews.

1. Universititsbibliothek Rostock — the library of Rostock University
is a scientific institution in the structure of this institution of higher
education. Internet address: www.ub.uni-rostock.de. Location — Rostock
(Mecklenburg-Vorpommern).

2. Universitétsbibliothek J. C. Senckenberg (UB) — the library of the
JG Zenkenberg University of Goethe University in Frankfurt am Main.
Internet address: www.ub.uni-frankfurt.de.

3. Niedersichsische Staatsund Universitétsbibliothek Gottingen —
Lower Saxon George August State and University Library in Gottingen
(SUB Gottingen). Internet address: www.sub.uni-goettingen.de.

4. Universititsund Landesbibliothek Miinster — Wilhelm University
of Westphalia Library in Miinster and North Rhine-Westphalia State State
Library Lower Saxon George August State and University Library in
Gottingen (ULB Miinster — Universititsund Landesbibliothek). Internet
address: www.ulb.uni-muenster.de/bibliothek /index.html.

5. Séchsische Landesbibliothek — Staatsund Universitatsbibliothek
Dresden — Saxon State and University Library in Dresden (SLUB Dresden —
Die Sichsische Landesbibliothek — Staatsund Universititsbibliothek
Dresden). Internet address: www.slub-dresden.de/startseite.

6. Die Universititsbibliothek der Humboldt-Universitat zu Berlin —
Humboldt University Library in Berlin. Internet address: www.ub.hu-berlin.

7. Universitétshibliothek Miinchen — Ludwig-Maximilians-University
Library in Munich (LMU). Internet address: www.ub.uni-muenchen.de/e-
medien-der-ub/index.html.

8. Universitdtsund Landesbibliothek Sachsen-Anhalt — Saxony-Anhalt
University and State Library (Universititsund Landesbibliothek Sachsen-
Anhalt — ULB). Internet address: www.sub.uni-hamburg.de.
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9. Staatsund Universititsbibliothek Hamburg — The State and
University Library in Hamburg is part of the unified state and university
library network of Karl von Ossetsky — (Staatsund Universitétsbibliothek
Hamburg — SUB Hamburg). Internet address: www.sub.uni-hamburg.de.

10. Universitétshibliothek Leipzig (UBL) — Library of the University of
Leipzig.. Internet address: www.ub.uni-leipzig.de.

11. Universitatsund Landesbibliothek Darmstadt (ULB) — University
and Land Library in Darmstadt. Internet address: www.ulb.tu-darmstadt.
de/ service/start/index.de.jsp.

12. Universitétsbibliothek Heidelberg — Heidelberg University Library
(Universitétshibliothek Heidelberg — UB). Internet address: www.ub.uni-
heidelberg.de.

The image of the organization — is the perception of the individuality
of the organization, awareness of its specific features, characteristics.
Organizations, institutions and enterprises express their individuality
through the goods and services offered, the attitude to their employees,
through their name and logos, through the quality of service.

The main components of the image of the university’s library institutions
arelibrary services (Figure1). The websites of university libraries in Germany
present all the information about the library, its activities, services, resources,
and a lot of useful information for students and researchers. The sites provide
access to the electronic catalog (with detailed information about the rules of
search in it), online information services are provided. The websites provide
access to the electronic catalog (with detailed information on the rules of
search in it), online information services are provided. Websites also provide
round-the-clock online access to full-text databases. Sections and rubrics
follow the main task facing university libraries: to fully meet the information
needs of scientists, teachers and students.

The main image information product of the university library is the
electronic catalog (EC), which fully reflects the active library fund and is
the basis for fulfilling various information requests of users. Access to the
virtual electronic catalog is provided on the websites of university libraries.
Search in the EC is available from the site 24 hours a day, 7 days a week from
anywhere in the world. For efficient and fast search on the sites, the rules of
using the EC are set.

Electronic document delivery (EDD) is one of the important information
services that is actively used by scientists and university students. The main
impact on the development of EDD has: the spread of global information
networks, technological innovations such as interactive remote information
retrieval systems compatible with electronic systems for ordering copies of
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Figure 1. Example of positioning library services on a fictional website.
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documents, automatic request processing, media, electronic publications,
hardware and software for scanning and text recognition.

EDD in the university libraries allows the user to receive a digital copy
of the article, fragment or section of the book from the funds of the university
library by e-mail. In order to provide information services to remote users,
library sites have an online service that performs one-time requests from
virtual users related to the search for a variety of information. Chatservice is
especially popular in cyberspace.

The final point, the pinnacle in creating the image of the library
organization is the corporate style. Corporate identity is a set of constant
artistic, textual and other elements (constants) in all advertising develop-
ments of firm and in means of advertising. The elements of corporate style
include: brand name, brand font (logo), brand block, brand slogan (slogan),
corporate color (colors), corporate font set, other corporate constants.

Based on the analysis of the official websites of library institutions of
German universities, we can conclude that for their positioning in the
Internet space, libraries use different combinations of corporate identity
elements. However, a mandatory element of positioning the image of the
library is a logo — a symbol used to individualize the services of the library.

The logo for positioning the organization combines words, pictures,
color combinations. In this case, the logo of university libraries combines the
logo and colors of the organization (Figure 2).
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Figure 2. Registration of the logo on the websites of the libraries
of JG Zenkenberg University, Goethe University in Frankfurt am Main
and the University of Rostock.

A firm block is a traditional combination of several elements of corporate
style, and may contain a logo or logo, the name of the organization, postal,
bank details, a list of goods and services, the advertising symbol of the
company, the slogan.

Figure 3 shows the firm block with a list of contacts, which is presented
on the website of the library of the JG Zenkenberg University of Goethe-
University in Frankfurt am Main. A study of other official websites shows
that the branded block of university library sites must includes: the full

DMUOTMEK CRuME  ITANDORTE  LAMMLUNGEN | MERVCE  URORUMS  DELOTMIRIMVONAT  EMOUIN  #ACOROMA

NEWS
Welcome to University Library Johann Christian Senckenberg

SERVICE INFORMATION

UNIVERSITY

Figd}e 3. The -image of the compahy block on the website of the library of the
JG Zenkenberg University of Goethe University in Frankfurt am Main.
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address of the institution, contact phone numbers, all available channels of
online communication.

Among other elements of the corporate style of the university library, we
analyzed the corporate color (colors) and corporate font set.

Branded color scheme adds individuality to the image of corporate style,
makes it more spectacular, easy to remember, has an emotional effect. The task
of image-makers is to choose a color for the corporate style so that it evokes
strong associations with the activities of the organization. The corporate
colors of German university libraries, in most of the analyzed sites, are blue
and white, which is the best option for perception according to experts.

Logos are made in this color scheme, as well as the official websites of
most libraries are decorated (Figure 4). The blue color creates a feeling of
reliability and confidence. Also, blue is the color of eternity, mystery, deep
peace and intuition. It is the color of heaven, it is associated with human
purity and spiritual exaltation. White — is considered the “perfect”, “dream
color”. It combines many shades: both the brilliance of light and the cold of
ice. It is a symbol of lightness, purity and embodiment of light. White can
be liked by people with different characters. You should also pay attention
to color saturation and the gradient that is present in the design. They add
harmony to this laconic combination of blue and white.

5UB current

SUB current

Compulsory 3G proof in the winter semester 2021/22

The special collecti how heant

Figure 4. Corporate colors on the websites of the Ludwig-Maximilian
University Library in Munich (LMU) and the Lower Saxon George August
State and University Library in Géttingen (SUB Géttingen).



51

Branded font set shows and emphasizes the features of the visual image of
the organization. The main requirements for fonts: clarity, clarity, simplicity
of graphic forms. These requirements are explained by psychophysical
features of perception. Font clarity is also determined by the contrast ratio of
the font color to the background color. Integrity, compositional coherence in
the construction of the font also play an important role. The main indicator
of the effectiveness of the font is its readability. All font requirements are met
on university library websites. Calibri group fonts are used. The fonts are
dominated by minimalism.

Conclusions. Today, when on the one hand, the university library aims
to meet the information needs of students and employees of the institution,
and this situation covertly limits the “recruitment activities” of the library
itself, reduces the ability to influence the number of users; on the other hand,
there is a general decrease, for various reasons, interest in reading, because
preference is given to video or audio products, it is advisable to practice
effective technologies of branding and image in the library business. The
experience of Germany shows that the official website of the university
library can become the main corporate business card of the institution, which
will ensure the positioning of the corporate culture of the higher education
institution and its corporate mission.

Prospects for further research. A promising area of further research in
the positioning of university libraries in Germany is the analysis of the photo
image of library institutions.

References

Borchard, P, Flodel, S., Milz, M., Reinhardt, K. (1993). Concept of marketing for public
libraries. www.twirpx.com. http://www.twirpx.com/file/352727/. [In Russian].

Bova, E. V., Martsun, T. V. (2018). Modern PR-tools in shaping the image of the
library. Model biblioteky XXI stolittia: International Scientific and
Practical Internet Conference, June 15, 2018, Kharkiv. http://conf.nlu.edu.
ua/libmodel/index. [In Ukrainian].

Chorna, L. P. (2013). Style and image of the library. Factors of formation, Library in
educational space. Biblioteka v osvitnomu prostori: informatsiinii biuleten,
15, 6-14. KhNU. [In Ukrainian].

Drugaylo, V. G. (2000). The image of the university library. On the example of
NTB NTUU “KPI”. Biblioteki i associacii v menjajushhemsja mire: novye
tehnologii i novye formy sotrudnichestva. (Volume 1, pp. 90-94). [In Russian].

Mathews, B. (2009). Marketing Todays Academic Library. A Bold New Aproach to
Communicating with Student. American Library Association. books.google.
com.ua. bit.ly/2yJLiUA. [In English].

Matveiev, M. U. (2006). Research of problems of the image of libraries in foreign
countries (1980-2000s). Bibliotekovedenie, 6, 92-96. [In Russian].



52 ISSN 2410-5333 (print), ISSN 2522-1132 (online) Bichuk XJAK. Bunyck 60. 2021

Matveiev, M. U. (2011). Problems of creating the image of traditional libraries in
the electronic environment. cyberleninka.ru http://cyberleninka.ru/article/n/
problemy-sozdaniyaimidzha-traditsionnyh-bibliotek-v-elektronnoy-srede.

Redkina, N. S. (2011). “Library in the clouds”, or Possibilities of using advanced
information technologies. Nauchnye i tehnicheskie biblioteki, 8, 44-54. [In
Russian].

Samokhina, J. V. Creating the image of a modern library. nbuv.gov.ua. http:/nbuv.
gov.ua/sites/default/files/msd/1111sam.pdf. [In Ukrainian].

Kostyrko, T. M. (2011). The place of the library in the formation of the corporate
environment of the Higher Educational Institution. Bibliotekoznavstvo.
Dokumentoznavstvo. Informolohiia, 2, 12—18. [In Ukrainian].

Hapiitmna o penkoaerii 13.09.2021



