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Dear Readers, 

 
The current issue of Communication Today brings a thematically and methodologically diverse perspective to 

the contemporary nature of communication and its challenges in terms of theory, empirical research, and social 
practice. Although the contributions in this issue form several areas of thematic focus, their common denominator is 
the authors’ efforts to understand communication, media, journalism, and marketing strategies in the context of the 
relationships between people, society, and technology. 

Dealing with marketing communication, the authors focus on customer experience and brand perception. They 
bring an understanding of online review readers with implications for targeted reputation management, tailored 
communication, and platform choice. They also reveal the importance of digital accessibility in the context of 
marketing strategies, which has an impact on the effectiveness of online activities, or the connection between the 
public’s perception of brand image and the social relevance of media personalities – celebrities. They also note the 
behaviour of consumers in the context of reputational crises after violations of brand values and the opportunity to 
regain their trust.  

The second thematic line focuses on technological innovations in digital communication and journalism. These 
authors address the relationship between technological creativity and manipulation within the application of deepfake 
technology, revealing its positive effect of increasing interest in the brand in marketing communication campaigns. 
Others point to manipulatively anchored deepfake videos on YouTube as a negative phenomenon affecting our 
rationality. One of the articles deals with the problem of the perception of authenticity and credibility of journalistic 
content in the era of automation. 

The next, third group consists of articles focused on social communication in the digital world, especially in its 
political and cultural dimensions. Their authors address the relationship between political expression on social media, 
partisanship, polarisation, and social trust. They also deal with global trends in research on the impact of the digital 
divide on intercultural communication. 

The fourth thematic framework focuses on a range of problems related to media culture, gender aspects, and 
the working environment in the media. One of the articles reflects on the representation of intimacy and gender roles 
the context of the television drama Outlander. Another one testifies to internal communication mechanisms and 
working conditions in Croatian television newsrooms. The next article – primarily aimed at academic endeavours – is 
focused on the theoretical foundations, methodological frameworks, and directions of media linguistics as an 
interactional and interdisciplinary field. 

Whether the authors touch on the issue of communication, for example, through the problem of the brand and 
its perception in the context of marketing practice, deepfake technology in the online communication environment, 
the perception of the application of artificial intelligence in journalism by the audience, gender patterns in media 
communications or institutions, or the role of social media in the context of politics, etc., their scholarly works point 
to a deeper understanding of its very essence as a tool, or rather as a process of social interaction, the construction of 
reality, and the creation of meaning. Dear readers, we believe that the current issue of Communication Today will 
provide you with inspiration for professional reflection and suggest new avenues for research in the field of 
communication. 
 
PhDr. Sabína Gáliková Tolnaiová, PhD., University Associate Professor 
Member of the Editorial Team of Communication Today 
Faculty of Mass Media Communication 
University of Ss. Cyril and Methodius in Trnava, Slovakia 



Communication Today 

 
 
THEORETICAL STUDIES 
 
Digital Virulence: Dimensions of Deepfake within Disinformation Networks, 
Peter Mikuláš – Amiee Shelton ..........................................................................................................................4 
Media Linguistics as an Interactional and Transdisciplinary Science: Theoretical Backgrounds, Methodological 
Frameworks, and Research Perspectives, 
Oľga Škvareninová – Dominika Čmehýlová-Rašová ....................................................................................... 22 
 
 
RESEARCH STUDIES 
 
Artificial Intelligence in News Production: Audience Perception and Attitudes to Technological Changes 
in Journalism, 
Ľuboš Greguš – Lucia Furtáková – Ľubica Janáčková ..................................................................................... 36 
Challenging Gender Conventions, Blending Genres, Uniting Bodies and Souls: Intimacy, Loyalty, 
and Female Agency in Television Period Drama Outlander,  
Jana Radošinská – Mária Dolniaková ........................................................................................................... 54 
Mobbing in Communications – Experiences of Female Employees in Croatian National 
Television Newsrooms,  
Branimir Felger – Mario Vinkovi( .................................................................................................................. 92 
Bridging Digital Divides: A Bibliometric Analysis of Cross-Cultural Communication Challenges  
and Opportunities in the Global Digital Era,  
Nawawi – Iqbal Hussain Alamyar – Khusnul Khotimah ................................................................................ 106 
Reviews as a Powerful Marketing Tool: Profiling Review Readers in Tourism Services, 
Zuzana Kvítková – Martin Vaško – Al)běta Zíková ...................................................................................... 122 
When Websites Speak Clearly: Accessibility-Driven Marketing Communication in Central 
European Agritourism,  
Filip Rubáček – Josef Abrhám – Andrea Čajková – Zuzana Horváthová ......................................................... 140 
Deepfake: A Master of Digital Illusion or Disruptor of Objective Reality?, 
Marek Štosel  .............................................................................................................................................. 154 
The Influence of Social Origins on Celebrity Status and Its Implications for Brand Image: Analysing 
Public Perception through Rojek’s Classification,  
Marina Đuki( – Iva Buljubaši( .................................................................................................................... 170 
Navigating Brand Crises: How Brand Attachment and Crisis Communication Shape Brand Forgiveness, 
René Hubert Kerschbaumer – Ursula Haas-Kotzegger – Dietmar Kappel – Barbara Upelj – Clara Wawrina ...... 186 
Political Polarisation on Social Media and Social Trust amongst Voters: Analysing the Moderating 
Effect of Media Efficacy,  
Fakhta Zeib – Rehan Tariq ......................................................................................................................... 200 
 
 
REVIEWS 
 
Worse Than Ignorance: The Challenge of Health Misinformation,  
Hossein Davari .......................................................................................................................................... 216 
Deliberative Democracy through Media Systems: A Fuzzy Set Analysis of European Cases, 
Jan Miessler ............................................................................................................................................... 219 
Caught in the Eye: When Reason Goes on a Bus Trip, 
Jakub Prokeš ............................................................................................................................................. 222 


