
The [Academic] Library as a 
Sanctuary for Convivial Encounters 

- A Cultural Branding Approach
Alev Kuruoglu  

Department of Marketing and Management 
SDU 

https://witness.theguardian.com/assignment/57f78ee7e4b05c2f1e95300a/5007685

https://witness.theguardian.com/assignment/57f78ee7e4b05c2f1e95300a/5007685


Part 1: Situating myself in 
the library

• Alev Kuruoglu, Assistant Prof 
at SDU IMM 

• PhD in Business Management 
(2015) from Bilkent University 
in Ankara, Turkey 

• Lifelong fan of libraries



(Relevant) 
Research interests

• Cultural production, affect, 
materiality and circulation:  

• Dissertation work on Kurdish 
music 

• Ongoing collaboration on 
project regarding analog 
media 

• Cultural Branding 

• Multicultural Encounters & 
Conviviality



Material Encounters and 
Circulation



SDU library - resources for 
instructors



SDU Library - resources for 
researchers



https://www.brainpickings.org/2014/04/09/the-public-
library-robert-dawson-book/

https://www.brainpickings.org/2014/04/09/the-public-library-robert-dawson-book/


Part 2: Cultural 
Branding



McCracken’s Meaning 
Transfer Model

!

McCracken, Grant. "Culture and consumption: A theoretical account of the structure and movement of the cultural meaning of consumer goods." Journal of consumer research 
13.1 (1986): 71-84.



What is a Brand? 
• A mark or a symbol to distinguish 

one object from another  

• Earliest instance: cattle branding 

• A way of infusing objects, 
commodities, people, spaces … 
with meaning in ways that 
differentiate them from others 

• A way of communicating 

• Representation, recognition 

• Co-creation: what the company 
intends + what the consumers give 
back 



Cultural Innovation & 
Branding - Douglas Holt

!

• The most powerful innovations are “cultural” rather than “technological;” it’s not 
about building a better mousetrap.  

• Changing not only how people do things but how they think about them 

• e.g., Slow food: changes not only what people eat, but how they shop for & 
prepare food, and think/talk about food  

!

• To innovate, one has to be aware of the cultural codes, myths, and meanings that 
are in place around a product, and then (if needed) go about changing them 

• i.e., how do you “encode” new meanings, imageries, emotions to the 
McCracken model? 



• Truly powerful brands are those that offer solutions to current 
and deeply felt tensions, contradictions, or problems 

• Myth is perceived as “embodied” in the product (or space, 
servicescape, person…)  

• Branding as an act of myth-making and story-telling - 
particularly in an era where more traditional sources of 
myth-making (e.g., religion) are less central!

• Brands create myths mostly through advertisements - 
consumers associate them with the product 

• Need to situate branding activities within the historical 
context - cultural, social, economic, political … - in which 
they develop. 



From Holt and Cameron 2010



Example: Nike
• Dramatizing the runner’s ideology: 

“encouraging [Americans] to use 
running as a pathway to life lived 
according to combative solo 
willpower.” —> not just addressing 
people who are already runners, but 
actually driving people into taking up 
the sport 

• Failure of the “better mousetrap” 
strategy: improving technology and 
introducing daily-wear shoes failed —
> these did not fit with the ideology of 
“combative solo willpower” 

• Michael Jordan ads and the Air 
Jordan product line not as effective 
as hoped for



• “Air” soles took off 10 years 
after they were first introduced  

• Competitors also devised new 
technologies - it’s not the 
“better moustrap” but the 
“ideological trap” that led to 
success

“Nike became the sports performance brand 
only when the brand delivered cultural 
expressions so compelling that consumers 
wanted to believe that Nike performed 
better.” (Holt and Cameron 2010: 46)



Ben & Jerry’s: Regional to National and 
Global Success (in Holt & Cameron 2010)

• Not an original product 

• Not the only ice cream brand 
to try to ride the coattails of 
the bohemian countercultural 
(hippie) movement - some of 
which became successful 
within regions or subcultures 

• Explanation: seizing the 
moment through Cultural 
innovation!



Ice Cream and Reaganomics

• Whereas brands like Jack Daniels and 
Harley Davidson picked up on the 
“frontier” ideology, Ben and Jerry’s 
leveraged its counterpoint. 

• “The small company’s marketing 
adapted the ideology, myth, and 
cultural codes of the back-to-the-land 
agrarian communes, a utopian 
subculture that had flourished in the 
1970s. The ice-cream maker 
championed the myth that businesses 
could be humanitarian and sustainable 
and still make a profit, using creative 
adaptations of eco-agrarian ideas 
about food culture and their playful 
prankster style of communique” (Holt 
and Cameron 2010: 65) -lessened implementation of environmental protection regulations 

-Frontier ideology



Historical Background
• The Diggers: Free food & 

communal farming 
cooperatives in San Francisco 

• Reagan vs the hippies: the 
Berkeley People’s Park Protest 

• Ecological thinking and writing 
became increasingly popular 
within the counterculture, 
starting with the late 1960s 

• rural migration, “back to the 
land” movements



Ideology & Lifestyle
• Challenging the “agribusiness” 

• A constellation of tastes, orientations, and practices: 

• fashion - faded cotton and wool, peasant skirts, worn and torn denim) 

• music - softer country rock, outdoor festivals  

• home decor - houseplants, clay, woodcraft.  

• food: explosion in co-ops, and also restaurants: “Responsible back-to-the-
landers could effectively challenge the technocracy of agribusiness three times 
a day by eating foods that were natural, unprocessed, and sustainably grown 
by small- scale producers. Vegetarianism became a political act in support of 
sustainable living, thanks largely to Frances Moore Lappe’s Diet for a Small 
Planet. Foods free of chemicals, additives, and preservatives were to be 
cherished; anything that you could not pronounce was to be avoided.” 

• Ben & Jerry’s: rides on the “coattails” of this ideological current, but also uses its 
power as a market actor to “proselytize” and to draw consumers in. (See also Holt  
2006)



What does this all mean for the library? 

• Discussion questions: 

• Does the academic library need branding of some sort?  

• What are some of the tensions and issues that the users 
of academic libraries face? 

• Does it make sense to brand the library as a resource / 
sanctuary in dealing with some of those issues?  

• What role could the materiality of the library and its 
objects play, in infusing the library with meanings & 
stories that resolve some tensions? 



My imagining of the Library: A 
Sanctuary  for Convivial Encounters

▪ Linkage of materiality and emotions – affective fields (Harris and Flohr Sørensen 
2010) generated by objects embedded in certain emotional experiential 
repertoires – as with illegal circulation of Kurdish music cassettes (Kuruoglu and 
Ger 2015) 

▪ Atmospheres emanate from the ensemble of elements that make up the (aesthetic) 
object… atmospheres are always in the process of emergence and transforming 
(Anderson 2009, 79) 

!

▪ The library as a “convivial” constellation of books, shelves, working spaces / 
surfaces, lighting, and more… and constituted by the relationships between and 
amongst people, objects…  A “third place” for “breaking bread” not only with 
people but with ideas, objects; pushing the boundaries of “regular” academic 
research and venturing into new ways of being and seeing. 





Thank You! 


