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5.3. Research limitations and further research

Despite its contributions, this study is subject to certain limitations that serve
as avenues for further research. First, we set our study object to B2B corporate
brands without considering industry characteristics. According to B2C-based
studies, different brands embody different va-lues. For example, Louis Vuitton
and Gucci reflect self-enhancement (Torelli, Monga, et al., 2012), while Disney
and Coca-Cola reflect self-transcendence (Shepherd et al., 2015). This raises an
interesting ques-tion of whether a connection exists between industries and
certain types of brand values in B2B contexts. Further, B2C-based studies argue
that brand values can determine the effectiveness of marketing mix strate-gies.
According to Torelli, Ozsomer, et al. (2012), if managers highlight social
responsibility for brands that reflect self-enhancement, con-sumers would
lower their evaluation of these brands.
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