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Rapid development and fast adoption of digital devices into everyday life has
changed perspectives. When | grew up, | used to call friends from a landline tele-
phone and we would agree on a fixed time and place where we would meet. Today,
such a routine seems almost impossible without communication via smartphones and
immediate response from friends. When we went on holidays, we studied a map and
planned the route before the trip started. | do not know how we ever found any place
without satellite navigation and google maps. Going to a different country meant be-
ing disconnected because there was no wireless LAN, no skype, facetime, facebook
or what’s app. | might sound like a dinosaur but | actually just turned 33.

Digital technology entered our lives and changed the way we communicate, travel,
research, work and manage our everyday lives. It also altered the way we manage
brands. The rise of social media fostered the transformation from one-way mass
communication to a dialogue between users and brands and between users about
brands. Being fascinated from these phenomena, the aim of my doctoral thesis is to
contribute to closing one of the many knowledge gaps about brand management in
digital media.

The focus of this work is to research the role of connection in social media. Though
many studies have been published about social media by now, the discussion about
measuring engagement and the effects of branding is still evolving. Quantitative
measures as likes, shares and comments are challenged to be the right diagnostics.
Hence, the intent of this thesis is to consider the emotional connection to brand pag-
es and correspondingly investigate the antecedents and consequences. For this pur-
pose the conceptual framework was developed by a thorough investigation of state of
the art research. The concept of brand attachment could be identified as most suita-
ble for the measurement of emotional connection and was therefore transferred to
the context of brand pages. Consequently, the construct of brand page attachment
was developed.

Through a comprehensive quantitative study, the impact of brand page attachment
on consumer behaviour in social networks could be validated. Furthermore, insights
on antecedents and determinants for impacting and controlling brand page attach-
ment could be generated and hence implications for practitioners were deducted.

This document was accepted as doctoral thesis by the Faculty of Business Studies &
Economics at the University of Bremen, Germany in early 2015. The thesis was writ-
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ten during my time as Research Associate at the Chair of Innovative Brand Man-
agement (LiM).

The successful completion of this work was only possible thanks to the great support
of many people. First, | would like to thank my PhD advisor Prof. Dr. Christoph Bur-
mann for giving me the opportunity to pursue my doctoral education and for support-
ing my wish to study a field of research that was rather unexplored at the time. Fur-
ther, | would like to thank Prof. Dr. Martin Missong for taking over the role of second
reviewer. Many thanks also to Prof. Dr. Georg Muller-Christ and Prof. Dr. André W.
Heinemann for joining the Examination Committee.

To my friends and colleagues at the Faculty:

Michael Schade, Rico Piehler, Frank Hemmann, Heidi Schréder, Maleen Ulbricht,
Daniela Eilers, Fabian Stichnoth, Sabrina Hegner, Christopher Kanitz, Andreas Mil-
ler, Stephan Hanisch, Ines Nee, Florian Horstmann, Corinna Beckmann, Uwe
Schnetzer, Tanja Koppen, Tilo Halaszovich and Julia Feddersen

thank you for the team spirit, for great memories, for sharing your knowledge, for
your support, for the great time we spent together. You really made these three years
a very special and unforgettable time.

Without the support of my family, this thesis would have never been possible. To my
parents Maria and Achim Kleine-Kalmer and my siblings Ruth and Joachim thank
you for being the greatest and for supporting me in every phase of my life.

Finally, | would like to express my deepest gratitude to my husband Oskar, for your
love and patience, your encouragement and for caring. To you, | dedicate this work.

Barbara Kleine-Kalmer
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