100 days Instagram Channel
"Bridge Building Brand - Science Meets Practice
A field report by Prof. Dr. Carsten Baumgarth
On July 22, 2020 we launched the Instagram channel "Bridge Building Brand - Science Meets
Practice" with an IGTV about my motivation to start such a project. Now on October 29, 2020,
i.e. 100 days later, it is time to write a first field report.
What was and is our motivation?
0 - 35 % & 5722: These two facts symbolize the ever-growing gap between brand science and
brand practice. The first figure comes from an Italian study and reflects the awareness - not the
use - of scientific management journals in practice. The second figure is an estimate of the
number of research articles published in scientific marketing journals in 2019. However, both
are only indicators of an ever-widening gap between brand science and brand practice. When
Prof. Meffert & Co. established marketing as an independent discipline at universities in
Germany about 50 years ago, cooperation with practice was a fundamental characteristic of the
discipline. One still had something to say to each other and both sides benefited from the
cooperation. Today, in my opinion, brand science is far too specialized, too methodical and
only on the hunt for the next journal publication. Yes, this has undoubtedly led to a clear
methodological quality improvement in marketing research and also, due to the orientation
towards the US system, German marketing science is internationally more visible, but the
distance to brand practice is growing. In my opinion, this is doubly problematic. Brand
managers are currently experiencing an unprecedented transformation of markets and brand
management. They are desperately looking for sound answers to new questions. This is what
brand science can do or at least support. At the same time, brand science has to legitimize itself
again and again. Most of us are paid by the state for teaching AND research. However, our
research only benefits society if it is not only relevant and sound, but also perceived, understood
and applied by stakeholders.
I am now at an age and in a position where I am not only looking forward to the next journal
publication and thinking about how to publish as many of them as possible in a year, but I can
also use my time, creativity and team for innovative topics and projects that are not mainstream
and not directly "countable", but are important to me personally.
Therefore, during the first lockdown phase in spring 2020, I developed this new project and
discussed it with various colleagues. Even though my network rather doubted the success of
science communication in general and, in particular, science communication via Instagram
(they were not right in my opinion) and warned of the high effort (the doubters were right), I
implemented the project with my team. Especially Cosima Kaibel supported and assisted me
with the production of the content. She is also mainly responsible for translating my ideas and
content into aesthetically pleasing and understandable visualizations (see figure 1 for selected
covers and figure 2 for some selected visualizations).
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Fig. 1: Examples for cover pages

Fig. 2: Examples for visualizations of the episode „Der IKEA-Effekt - hellofresh“
For me, experimenting with new formats for science communication is not a completely new
field either. For example, a few years ago I had a research project on art-industry cooperation.
I published extensively on this topic in scientific journals and in 2016 I also published a
comprehensive edited work (Handbook of Art-Corporate Cooperation, together with Berit
Sandberg). But these classical instruments of science communication do not reach the practice,
in this case companies and artists. That is why I developed the pop-up exhibition "Farbrausch
trifft RAL 4010" in 2014. This mobile exhibition concept explained the idea of art-business
cooperation with the help of about 100 exhibits and was shown at about 15 locations in the
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DACH region. This rather playful and experience-oriented approach reduced barriers and
reached managers, artists and students.
Interestingly, there seems to be a current trend in business administration and marketing to think
more about successful science communication and to invest resources in it. For example, the
German Academic Association for Business Research (VHB) has recently launched the project
VHB Experts (https://vhbonline.org/vhb-experts). On a digital platform, around 170 business
administration professors (including myself) present themselves as experts for media etc. Our
colleague Prof. Dr. Marko Sarstedt (Otto-von-Guericke-University Magdeburg) is a contributor
to the regular column "Science meets Practice" in the practical magazine Absatzwirtschaft,
which presents a scientific contribution from marketing on one page.
Why Instagram?
Right from the start it was clear to me that I wanted to use a digital channel. I then thought
about different channels like LinkedIn, YouTube etc. In the end, I decided to use Instagram.
First of all, the usage and reach especially in younger target groups was important because I
want to reach students and young professionals with the channel. Instagram is the most
important social media channel apart from WhatsApp, especially for younger target groups. For
example, the current ARD/ZDF online study shows that 68% of 14-29 year olds use Instagram
at least once a month. According to this study, Instagram has also overtaken Facebook in terms
of daily usage in society as a whole (https://www.ard-zdf-onlinestudie.de/files/2020/2020-1012_Onlinestudie2020_Publikationscharts.pdf). Furthermore, it was important to me that we use
a channel that is flexible in terms of formats such as podcast, text, video, etc. For example,
YouTube is only suitable for videos and LinkedIn is mainly for texts. Instagram has evolved
from a pure photo platform to a very flexible and creative platform by introducing IGTV (2018),
Stories (2016) and other features. Furthermore, it was important to me that the platform is not
too young and superficial (e.g. TikTok), because I did not want to damage my own personal
brand and the theme. Finally, there was also a very personal motive: I wanted to try out a new
channel. Overall, I am convinced that I should only talk and research about things that I have
tried out myself. This is also my philosophy for my B*lab. In this lab we experiment with the
latest technology such as eye tracking, emotion measurement via face recognition or completely
new with humanoid robots. I do not think it is very convincing when people write about social
media marketing or even give keynote speeches, but the researcher has never used these
channels before or when research is done on robotics as a brand contact point without any idea
how it works and is programmed.
What content will be posted?
This is a process that is also constantly evolving. We started with the category classic. The basis
for this was a survey I conducted in my worldwide network in spring/summer 2020. I asked
researchers which journal papers they considered to be the most relevant research contributions
on the topic of brands. A total of 37 top scientists from 20 countries took part. They nominated
a total of 115 contributions. However, only papers that were nominated at least twice were
included in the ranking. These were a total of 17 different papers. The paper with the most
nominations, namely a total of eleven nominations, was Kevin Lane Keller's paper on his model
of consumer-based brand strength, which appeared in the Journal of Marketing in 1993. This
paper was also the topic of the first episode.
Another category that we planned from the beginning is what we call newcomers. These are
articles that have appeared in the last two years and which I consider particularly interesting.
Another category that we have also planned from the beginning are short reports about our own
research. We call this category B*lab and here it is also about presenting sometimes unfinished
results, rather showing how research works and how scientists think and work.
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A fourth category, which we have developed over time, includes so-called cases. In these
episodes we start with a current brand example and interpret it against the background of
scientific research.
Two further categories have been added over time. The first additional category is called must
read. In this category I select the five most important publications on a brand topic and comment
on them briefly. The last category, which we do not, however, designate as a separate "highlight
category", is testimonial recommendations. These serve to make the channel better known and
more credible. In total, we posted 25 episodes in the first 100 days (see Table 1).
category
No category
klassiker
newcomer
klassiker
B*lab
testimonial
newcomer
case
testimonial
newcomer
testimonial
klassiker
must read
testimonial
newcomer
must read
case
testimonial
case
testimonial
must read
testimonial
klassiker
testimonial
case

episode
Intro - Wissenschaft trifft Praxis
Wie misst man Markenstärke? - Keller 1993
Brand Coolness - Warren et al. 2019
Haben Marken eine Persönlichkeit? - Aaker 1997
Co-Creation bei Ottoblock - Kristal et al. 2020
Prof. Dr. Kevin Lane Keller (Tuck School of Business,
USA)
Roboter - Pain or Gain? - McLeay 2020
Wie geht handmade? – LUSH
Dr. Salima Douven (Head Open Innovation & Incubation
Digital Business Henkel)
Sentiment-Analyse vs. Markenstärke - Kübler et al. 2020
Olaf Hartmann (Markenberater & geschäftsführender
Gesellschafter Multisense Instituts)
Was macht eine gute Markenbeziehung aus? - Fournier
1998
TOP 5 Lehrbücher
Jürgen Gietl (Managing Partner Brand Trust)
Wie man einen Shitstorm verhindert - Herhausen et al.
2019
TOP 5 Herausgeberwerke
Macht Humor schlechten Service besser? BVG
Norbert Lux (Geschäftsführer GREEN BRANDS &
Superbrands Germany)
Der IKEA-Effekt hellofresh
Christian Rätsch (CEO Saatchi & Saatchi Deutschland)
TOP 5 Brand Co-Creation
Prof. Dr. Christoph Burmann (Universität Bremen)
Marke & Konsumkultur - Holt 2002
Alexander Biesalski (Managing Partner BIESALSKI &
COMPANY)
Lohnen sich Limited Editions für LIDL?

format
IGTV
IGTV
IGTV
IGTV
IGTV
Post

date
22.07.20
23.07.20
29.07.20
04.08.20
16.08.20
18.08.20

IGTV
IGTV
Post

20.08.20
27.08.20
01.09.20

IGTV
Post

03.09.20
08.09.20

IGTV

10.09.20

Post
Post
IGTV

17.09.20
22.09.20
24.09.20

Post
IGTV
Post

29.09.20
01.10.20
05.10.20

IGTV
Post
Post
Post
IGTV
Post

09.10.20
13.10.20
15.10.20
20.10.20
22.10.20
27.10.20

IGTV

29.10.20

Tab. 1: Content of the first 100 days
How is the channel promoted?
In addition to the actual episodes (posts, IGTV), we also use Instagram's story function to draw
attention to each new episode, communicate news (e.g. 500 subscribers) and push the channel.
Furthermore, all episodes are also posted in parallel on LinkedIn. There, however, only the title
is announced and not the whole video. This serves to increase the visibility for the Instagram
channel and thus its reach. Through feedback from two colleagues we also decided to link all
episodes on the homepage www.cbaumgarth.net. Finally, we started to support the channel with
PR. For example, I gave an interview for the Diedrich Markenblog
(https://www.dietrichid.com/branding/wissenschaft-trifft-marke/) (September 16, 2020). I also
gave an interview for the digital platform of the magazine Markenartikel
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marketing&nr=34736) about the Instagram channel and the importance of science
communication (September 1, 2020). Furthermore, the channel was briefly introduced on the
social media platforms of HWR-Berlin. Finally, I try to refer to the channel in lectures,
workshops, teaching etc.
What is the performance of the channel?
A main advantage of Instagram and other social media platforms is that they provide free and
real-time reach etc. We look very closely at these metrics to understand them, evaluate the
success of individual episodes and measures, and estimate the impact. For us, the central
parameter is first of all the number of followers. As Figure 3 shows, the development of the
number of subscribers is positive and we were able to pass the threshold of 500 subscribers in
the first 100 days.
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Fig. 3: Development of the follower numbers
Furthermore, for each episode, we look at the reach, the engagement rate, which results from
the division of likes + comments and reach, and the reach on LinkedIn. The average reach for
an episode on Instagram is currently 293. The average engagement rate is currently 6.9 % and
the average reach on LinkedIn is 1,306. It is also interesting to analyze these key figures by
category (see Table 2).
Average number of
Average Engagement
Average number of
unique views
rate (Instagram)
views (LinkedIn)
(Instagram)
B*lab
251
6.4%
772
case
307 (288)*
7.6 % (7.8%)*
1,869 (1,559)*
klassiker
240
7.1%
1,165
must read
346
8.4%
963
newcomer
253
5.9 %
1,212
testimonial
335
6.1%
1,355
status: 29.10.2020 *: in brackets the values including the posted case on 29.10.2020

Tab. 2: Selected key performance indicators of the different categories
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Measured by the reach on Instagram, the testimonial post of Prof. Dr. Christoph Burmann
(University of Bremen) was the most successful with 371 people. In terms of engagement rate,
the must-read post on Textbooks was the most successful with a rate of 9.9%. On LinkedIn, the
testimonial post by Christian Rätsch (CEO Saatchi & Saatchi - Germany) achieved the highest
reach with 2,624 views.
What are the first learnings?
When developing the visualizations for the videos, we initially oriented ourselves around
existing, successful Instagram channels that already featured podcast formats. For example,
with the help of the Headliner app, we placed an audio visualization in the form of a wave over
the videos. Since the content is sometimes complex, we include illustrations in the videos,
which are designed in Keynote, then inserted into the videos and sometimes build on each other
like animations. In this way, the spoken word should be more tangible and easier to understand.
During development, a lot of attention was paid to how best and most efficiently to export
which formats of the files, so that the videos on Instagram can be viewed in the correct form
and at maximum resolution. Because iMovie, the program we started working with, didn't offer
the necessary export functions, we switched (some YouTube tutorials later) to Adobe Premiere.
Even when designing the illustrations themselves, it is fun to think about how to make facts and
relationships even clearer and more vivid and how to save the one or other click when creating
animations over time.
Furthermore, after a few weeks we discovered that there is another Instagram profile on
Instagram in addition to the standard and business account, namely since 2019 the Instagram
Creator account. This free account is especially designed for influencers and offers more
information than the classic standard account, especially for Insights. Therefore, we changed
the account from a standard to a Creator account after about three weeks.
What surprised me personally even at the beginning was that the web application is completely
different from the smartphone app and the smartphone app offers significantly more functions.
This means that the content is no longer created and posted predominantly on the computer, but
that the smartphone is the main tool.
We have also learned that it is important that contributions are as short as possible. However,
this is a tightrope walk, since the research contributions covered are complex and we also want
to communicate this complexity of models, methods and results. This means that while we try
to keep the contributions short, we also try not to adapt them completely to the usage habits of
Instagram users. Even details such as the fact that we attract most subscribers in the early
evening hours (6:00 p.m.) have led to the fact that we always publish our new episodes at this
time of day. We also try out other details like additional hashtags, location information or a
special font in the Bio. Finally, we have realized that a purely organic growth in subscriber
numbers is rather difficult and lengthy. Therefore, we started doing PR for the channel in
September and started to include more testimonials that not only appear on the Instagram
channel, but also support the channel through their own channels.
What were the funniest, most surprising and important events?
Surprisingly, so far, we found that testimonial and must-read posts work best. This shows once
again that Instagram as a whole is more suitable for short, bold and person-related
communication. However, I am curious whether the actual content episodes will possibly gain
in reach over time, as they have a higher relevance in terms of content (e.g. as a starting point
for bachelor and master theses of students).
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It is also interesting to see who follows you. In addition to suggestive followers, which we have
blocked individually, a pet influencer, i.e. a cat, has also been following the channel for a few
days.
As with all social channel approaches, we are very curious to see how the number of followers
develops. A first milestone was reaching the limit of 300 followers after about 50 days, as we
had more followers than the core target group of 14-19 year olds in Germany (on average 299
followers
on
Instagram,
https://www.mpfs.de/fileadmin/files/Studien/JIM/2019/JIM_2019.pdf). We then reached
another milestone after about 90 days when we crossed the 500 follower limit.
What are the next steps and your further goals?
We want to continue to produce and post one or two pieces of content every week. At least one
post should be an IGTV. This is already a real Herculean task for us, since we are mastering
the development, production and support of the channel as an additional task.
We also want to continue working on the reach in order to get closer to our goal - the transfer
of brand science into practice. We want to reach the 1,000 mark by 2021 at the latest and thus
achieve nano-influencer status. We also want to try to get the blue Instagram hook, the
knighthood of Instagram.
We will also try to generate financial support for the project in order to produce it even more
professionally and sustainably.
We want to continue to communicate and publish about the project. We see the project as a
design project that starts with a real problem with many loops and adjustments to create
something "real" that actually has an impact.
And finally, it is very important for us to continue to have fun with it and to get in touch with
the target groups. We want to enhance brand science through visibility and help brand practice
through new insights.
Because in the end we are convinced that, according to the social psychologist Kurt Lewin,
nothing is more valuable for practical brand work than (good) brand science!
Brückenbau Marke – Wissenschaft trifft Praxis: https://www.instagram.com/prof.baumgarth/
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