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[bookmark: _Toc511542889][bookmark: _GoBack]Social media comprehension needs engagement with collective and individual meanings, which most participants and stakeholders provide to platforms. Again, there is an analysis performed on how social media organizations are making profits, which and how labor generates the profit, the creator of the various social media theories, and the conditions for the emergence of various ideologies (Fuchs, 2015). Social media comprehension indicates coming to grips with connections between economy and culture. Different studies delve into details through the application of cultural materialism approach in social media, giving the audience theoretical concepts, contemporary instances, and proposed opportunities for political relationships. 
There is another study involving companies in social media and branding activities. A few researchers believe that social media give a new chance for businesses to prosper financially in terms of customers’ relationships, although some belief otherwise. Considering the concept of loyalty literature and brand trust the aim is to illustrate how communities based businesses in the social media affect factors of customer-centric models. This model shows the relationship between customers, company, brand, and focal customers, together with loyalty. Various surveys have been carried out by different researchers concerning the topic at hand.  (Laroche, Habibi, & Richard, 2013) Illustrated modeling of a structural equation implying that brand communities implemented on social media have excellent outcomes on cultural and economic relationships that, in return, have excellent outcomes on loyalty and trust towards the brand and business idea. Most existing research indicates that brand loyalty and trust have a significant mediating duty in the conversion of enhanced effects of relationships in the culture involved. Also, many future pieces of research have been proposed by various researchers, together with various marketing frameworks. 
Together with marketing segments, outlets of social media are incorporated as a part of the marketing segment. Social media have changed the dynamics of interaction between consumers and organizations, fostering relationships. Business management on social networking sites is an example of the applications (Khan, Dongping, & Wahab, 2016). Consumers are becoming fans of various business organizations on social media pages indicating whether they like various products and services offered at the same time giving their opinions and ideas. The purpose of most existing studies related to the topic is the analysis of cultural differences impact on the economy following social media incorporation. Also, it is essential to scientifically carry out evaluations regarding branding, loyalty, and commitments relating to cultural differences and social media. 
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