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This chapter is important in terms of the visualization of the meaningful relationships of the digital media 
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applications which are the other technology that consecrate it. In addition, visual culture is a phenomenon 

that is shaped by vision-based elements in the attitudes and behaviors that arise from a simple point of 

view through evaluation and reception process. In this process, there is a dialectical relationship between 

perceiver and perceived. The most important argument of this dialectical relationship is the images. In 

this context, this chapter is important in terms of revealing the fact that special effects applications, which 

are the constituent element of the image in the digital media, which presents the relationship between 

perceiver and perceived, are presented with simulaks and the individual determines the cultural attitudes 
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Advertising imposes ways of seeing, thinking, feeling and acting; it leads consumers to act without 

them noticing; it creates an ideal social imaginary of a “perfect world” or “happy ending” for the daily 

needs and problems of consumers. Advertising does this by formulating a proposal for a collective and 

ideal good. Following a theoretical strategy and a critical analysis, it is an approach intended to relate 

rhetoric, ideology, and literacy of advertising image, exploring the implied ways of the seen and the 
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unseen (i.e. what visual messages say and show). Advertising is a public and massive myth-poetic and 

logo-poetic device and an increasingly multiform, omnipresent, seductive and visually persuasive. It is 
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try to adopt to the visual world of today in order to make their communication with their target audience 
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differentiation from their competitors by forming their visual identity. Additionally, considering the current 
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of their target audience by increasing brand awareness. As a result, it is believed that the significance of 

visual communication and identity is increasingly higher in terms of influencing existing and potential 

masses by being integrated into the visual world of today.
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This chapter is aimed to put the matter of how is a country image able to be constructed in hand through 

the medium of the online press, by evaluating The New York Times (USA), The Daily Express (England), 

Spiegel Online International (Germany), and Le Monde Diplomatique (France) in terms of “Turkish 

image and identity” throughout four months (January-April) in 2019. The author uses Van Dijk’s 

discourse analysis approach that is based on two main principles, macro and micro discourse analysis, 

and the content analysis technique. It is possible with this evaluation to determine how Turkish image 

and identity is established and what kinds of images, expressions, and representations are used by the 

foreign press, as well as their approach to Turkish identity.
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This chapter emphasizes that the changes and developments in information and communication Technologies 

are reflected in the field of journalism being integrated into new media. The transformation and development 

in the new media have changed the traditional practices of the perception and communication design of 

journalism, leaving its place to the elements that include information-communication and communication 

design. An effective communication design on human beings shows that information-target, mass-

message-communication pieces are the interaction of today’s consumer’s taste and consumption desire.
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An inescapable part of our everyday lives, visual communication is a key driver of engagement on social 

media. These are redesigned their news feed to allow greater emphasis on visual content, resulting in 

greater interaction. This chapter discusses the current scenario of cyber and social media crime in India 

and how the government has incorporated the necessities to fight against it. It will also include the types 

of social media crime enumerating the provisions of Information Technology Act, Indian Penal Code. 

Through this chapter, the author discusses the various types of cybercrimes, which are cyber defamation, 

cyber pornography, cyber stalking, fraudulent transaction and misrepresentation, hacking. The author 

laid emphasis on what legislations are in action to deal with such crimes and how strictly the offenders 

are punished. The author also discusses the competency of the present legislation and how the loopholes, 

if any, can be filled to make the virtual world a better place for everyone.
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In this chapter, results obtained from a longitudinal study on Social Media (SM) use are reported. Previous 

studies have mostly carried out contextualized research and not a lot of it has been done in Kenya and 

especially with the emerging mobile application SM platforms. The key objective of the study was to 

understand the general aspects of emerging SM platforms with a view of mapping out study areas going 

forward. The study used mixed method approach for an extended period. To effectively carry out the 

study, seven themes were identified through a preliminary study and literature review. A summary of 

the results show that mobile app SM platforms are gaining popularity among users. SM uses are majorly 

socialization, but other uses such as political campaigns, fundraising, and religious uses are taking root. 

SM groups are dominating; even though SM is reach in functionality, users expect more. There exist 

various challenges associated with social media use and SM study methodological challenges. Finally, 

the study established seven key themes which can frame SM studies.
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society and absorb the political identity of Erdogan.
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which should not be known/seen by others, is made public by ourselves in the postmodern age with new 

media tools. In social networks focusing on vision and surveillance, privacy is restricted, eliminated, 

or stretched by individuals themselves for the creation of ideal profiles. The privacy settings that a 

person thinks are under his control seriously affect the way he uses social media. This chapter will try 

to determine which subject/situation/images are perceived as intimate among university students, and 

how the boundaries of social media and privacy are drawn and transformed. The study is based on the 

assumption that the level of privacy awareness and the level of knowledge control influence the quality 

and frequency of social media sharing of users.
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Çiftlik Bank (Farm Bank) is an investment system based on fraud that may be described to be a Ponzi 
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