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Social media marketing efforts of luxury brands: Influence on

brand equity and consumer behavior
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6. Limitations and future research

The main limitation of this study is its generalizability beyond the luxury sector. While the
results are likely to be useful in the luxury sec-tor, they may not be directly
applicable to other industries. The general nature of the findings therefore needs to
be confirmed in other contexts.

Second, the study showed clear differences in the results between the four examined consumer
cultures. A more thorough investigation of these differences lies outside the scope of this study
and is a potential avenue for future research.

Third, the study employed brand awareness and brand image as dimensions of brand equity.
Future research could also incorporate other dimensions, such as brand quality and brand
associations, and re-evaluate the brand equity creation process.

Last but not least, socio-demographic variables such as gender, age, income, and education,
might have a significant influence, or a moderating effect, on the conceptual model and could
be included in future analyses for a more thorough understanding of the studied phenomenon.

ouis] Glisdns sl ilolgide 9 da Codgasa

39 ol dS 5l Jlato) &l by el uSs) SV s 1 gl & 0T 8y paasi cdslllae ol Lol Cassgazma
s ol ks 2 31,8 oolizal 3jse S0 milio $l laites Olai L& 1y Lyl Lol caidl diedgu GuSa) SLaVIS is
25 anb Sos slelgims 3o wl 1y le sl IS

s SLAS 0ad Ly OBAS Bpas Siad la oo gl 2 1y Lodly sla iglés delllas o) Sl pg
e plodl 1y 50 wild e oans] Dlided § ol pblo dxllhe die J gle Lo Ciglis ol 1 555 JalS ey
ouis] Gilddod .S e oolizal wip oag G5y olwil Hlgims L g 5 aip ) GABT 3l dnllbs ool Sl powe
g 31y iy ohag 3l alool anld 5 wijle Jald 501y 2y sladian g sy iy Bl wile 500 sledl abilsza
S (ol

3B S b pge 0l SO el 5Sas isel 5 el i o wils rmaselisol slapudza S T g
dsllhe ansas 3 B Sy gy oun] sla Julos 3o 1y Ll Olen 9 il dadils Lasgin Jua 553 p 0aisS Jousi

wairler Jald 0ok

D dzgs

ot § oS 00 a3 s 4 Gy blige Aoz 31 G 9 B 09
Aol SlS o) line LuadSS) dsend b ol o (Liolng L) oy9

dole SIS lwsl o des 3 OV (p SWuds Gesws Sl

000 *

daim ge ol oy oBLE 5 8



http://iranarze.ir/%D8%AC%D8%B3%D8%AA%D8%AC%D9%88/
http://iranarze.ir/social+media+marketing+efforts+luxury+brands



