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different countries and cultures is an interesting topic for self-promotion. Researchers may also replicate the
for further research. Specifically, it would be current study in other countries where there are large
interesting to explore the relationship between differences on cultural dimensions. It would be also
cultural dimensions and two different user behaviors interesting to gather data from other industries and
commenting and sharing brand content on social types of social media to see whether the results still
media. A study including luxury brands may provide hold. In sum, there are numerous issues that provide
particularly interesting results due to their relevance fruitful and exciting areas for further research.
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