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I. [bookmark: _GoBack]INTRODUCTION 
The development of technology over the past few years has greatly improved efficiency in communication. The introduction of communication technologies and internet networks has increased connectivity around the world with enhanced interactions. With the availability of digital communications infrastructure, messages can be sent and received on digital devices. This has created a new environment for communication. Communication is widely used around the world for personal communication, business, or even governance. The availability of different platforms for digital and mediated communication has made it necessary to have communication laws that regulate sending and delivery of information. There is also a code of ethics that establishes the standards for sending the messages and defining what is good or wrong.  
Communication laws and ethical policies have been formulated over the years to ensure people can enjoy their rights to information and freedom of expression without facing various limitations. Ethical policies and laws of communication also ensure that the digital networks and other environments for mediated communication are not used in the promotion of false information such as propaganda or hate speech (McChesney, 2019)
With the variety of issues relating to communication and technology, it is important to understand the laws and ethical guidelines applied in digital communication. This handbook includes a discussion on the legal guidelines and ethical regulations established to guide communication. It includes an analysis of legal aspects such as the fifth amendment and its application to digital and mediated communication. It also includes the common themes and some ethical principles applied in the digital communication environment. A case study also reviewing some ethical cases and ethical guidelines is also included regarding the use of digital communication.  
II. LAWS AND REGULATIONS 
First amendment 
The First Amendment grants the citizens of the United States the freedom of expression through command stating that “Congress shall make no law … abridging the freedom of speech, or of the press” (Meiklejohn, 2019). This grants people the freedom of expression or freedom of the press. The various situations regarding this amendment regard the types of expressions that the constitution protects. It has brought various controversies regarding the use of media with people having different opinions on the freedom of expression. A court judge once announced that the First amendment ‘is dead’ in this digital age (Petty, & Andrews, 2018). However, there are various instances that show that the first amendment in recent years is still applicable and protected in the constitution. The major issues on the first amendment surround the restrictions enacted by the government regarding the freedom of expression or speech. 
One of the situations relating to the Fifth amendment includes the protests led by the Mayor of Hartford outside the offices of a U.S newspaper Hartford Courant. The mayor and the supporters protested against the media posting hate messages on its online website on a motor vehicle accident which eventually led to violence. The protests demanded that the newspaper should delete all the hateful messages as well as monitor the messages which are posted online. The mayor and the supporters also argued that their protests were going to continue as much as the website did not listen to their demands (Harrison, & Wessels, 2015).
This shows that the freedom of expression granted by the First Amendment in the digital age can also be limited when it promotes some bad values. Hate speech is greatly considered as one of the major challenges surrounding the sending of messages in the digital environment. In the situation of the mayor and his supporters, the newspaper company did not consider the spread of propaganda or hate speech when writing their comments online.
Landmark court cases  
There are several court cases that have changed how people communicate in the current age or the digital age. The constitution grants the citizens of the unites states freedom of expression. In the case of Texas vs. Johnson, 491 U.S 397 (1989), the respondent in the case was granted was charged for engaging in the demonstration included dousing the American flag in kerosene before setting it on fire. The conviction in the case was based on the flag desecration. The defense in the case however argued that the burning of the flag was part of a political demonstration. The conviction was later overturned by the court of criminal appeals by stating that no one should be convicted for engaging in political expression or speech. The supreme court found that the conviction had not been consistent with the First amendment. The court overturned the case stating that the conduct of the defendant did not affect, threaten or disturb the peace. The decision to overturn the conviction was later affirmed by the supreme court. 
In 1988, a court case, Hustler Magazine v. Falwell, 485, US 46(1988), entailed a petition by the respondent arguing that the media company had published caricature in an ad parody which inflicted emotional distress. The respondent in the case was awarded damages by the jury for the intentionally inflicted emotional damage. The case was appealed by the defendant quoting the freedom of speech granted under the First amendment. The case was overturned by the court of criminal appeal showing that there was not any intentional malice made by the advertisers towards the respondent who is a public figure. 
There are various changes brought about by the rulings in these cases. People and media companies have been granted a higher level of freedom in writing and expressing their messages as much as the freedom of speech does not promote some negative values or hinder the promotion of the positive ones. Media companies have been granted more freedom of speech and expression based on the case of political speech. Media companies can always express their feelings about political matters as much as their actions do not threaten or disturb peace in any way. In the digital age, many people with access to the internet can also interact on online platforms sharing their political views and opinions as much as they do not promote hate speech or propaganda. In the other case, freedom of expression is granted as much as it does not have any malicious intentions (Harrison, & Wessels, 2015).
There are various practices that the employees of a company can consider when formulating messages. The various values the content of the messages are likely to promote are very important. The employees involved in the sending of the messages should ensure that the freedom of expression does not result to hate speech or propaganda. Hate speech involves sending negative information about a group while propaganda can entail negative and misleading information. The employees should also consider the emotional perceptions of the recipients and the possible emotional effects of the messages. In messages entailing political expression and political speech, the employees should ensure the messages or contents o their opinions do not threaten the peace or disturb it in any way. Considering these factors can be important to the company in the digital age as many people can easily access information on the internet. The company should be ready to take responsibility for any disturbances to peace or cause of violence instigated by their comments or the contents of their message. 

III. ETHICAL GUIDELINES 
Major themes 
There are various ethical guidelines that can guide employees when communicating and creating messages for digital communication. There are themes that commonly prevail in determining what is ethical in sending messages as well as the practices which hinder the efficiency of sending the messages. Honesty is one of the universal principles applied in communication. Honesty entails the use of truthful and accurate information in the messages conveyed. According to a statement by the Public Relations Society of America, adherence to truth and accuracy is part of the priorities in representing the interests of their members. Truth also prevents the instances of spreading propaganda or prejudices and discriminatory information. Company employees working in many industries including the retail industry have also understood the significance surrounding the theme of honesty in information sent to their customers. Honesty is an essential factor to consider in advertisements, announcements and even reporting as part of promoting transparency. This can also be key to promoting higher customer loyalty to a company. 
The service to the public is also a commonly considered theme in the information conveyed by different organizations (Harrison, & Wessels, 2015). The information sends to the public should help in serving the interests of the public. In the society of professional journalists, service to the public is considered ethical journalism's main compulsion. the various companies when sending information should also ensure that the information is important for society to have. Companies and corporations should provide information that allows the members of society to improve their lives. Employees can send information regarding the job opening, reporting the value in shares, or creation of awareness. The employees in many companies are also members of their immediate communities giving them an opportunity to represent their interests in the messages they send (Laitila, 2019). 
Accountability is also a major code of ethics surrounding the sending and writing of information to the public. Companies and organizations are expected to take full responsibility for their actions. When company employees send messages which have a negative impact on society such as hate speech, they should be ready to take full responsibility for their mistakes. The messages send should also promote fairness among all communities as part of the ethical codes. The theme of fairness in organizations and company’s entails treating all stakeholders equally including the customers, employees as well as the promotion of fair competition. Company employees should ensure the information in their messages is fair to all employees, competitors, or investors (Laitila, 2019)
Personal ethical guidelines 
The digital age provides accessibility to a diverse set of information. The world has become more connected and information is easily spread to all corners of the world. Ethical guidelines in these cases can be very essential to understand when writing and sending messages which can easily reach a wide range of people and communities. 
Truth in information is one of the important ethical guidelines. Information should always contain facts with clarity to ensure the recipient does not have to draw conclusions. This is one of the major ways of ensuring that the message in the information is understood by the recipient. Sending non-discriminatory information is also important for companies to consider. In the current age of digital technologies, information sent to the public can easily reach other communities through the internet. The communities discriminated against or stereotyped agents through the information can easily access this information hence considering it negative. Discrimination in communities also promotes the image of inferiority against these communities. In 2015, CNN referred to Kenya as a "terror hotbed" when covering President Obama’s visit to the country. The message was considered discriminatory against the country as a victim of terror from militants in the neighboring country. 
Public service is also a major ethical code for efficient communication. The members of the public are always looking for information that can help them elevate their lives. The information which can help them acquire opportunities can be important to the public. Public service in information can encompass the use of information to create awareness on mental health, advertising job opportunities to the members of the public. People can also be encouraged to adopt practices that promote a sustainable future. The employees and the workers in various companies should understand the needs of their communities and provide information that helps the people in fulfilling those needs. 
Information should also be free from coercion. The messages sent by various companies to the members of the public should not force them to adopt any ideas or opinions. Postings by media companies, for instance, should not promote some political opinions over others. Companies in their advertisements are also advised to avoid all sorts of threats or negative advertisements against other companies in an effort to promote their brands. 
From this discussion, the best ethical practices for employees to consider when creating messages for the company include honesty and truth in information, service of the information to the public, fairness in the information, non-judgmental as well as information free from coercion. 
IV.  CASE STUDY 
There are various instances in which communication can bring major dilemmas on the legal and ethical implications of the information. The freedom of speech and expression granted under the First amendment can have various ethical implications when exercised under various circumstances. In a recent case, a female celebrity sued a blogger for using his website to promote a negative image of her. The blogger has written about a female celebrity who uses her website to promote herself as vacuous and promiscuous. The court ruling ordered the blogger to cease writing or mentioning the celebrity on his website. 
First amendment 
The death of the first amendment is one of the main controversies surrounding issues of the blogger and the celebrity. The first amendment states that “Congress shall make no law … abridging the freedom of speech, or of the press". In this case, the ruling judge ordered the blogger to delete messages about the blogger and to never mention her on his website. This brings dilemmas on whether the blogger was allowed to exercise his freedom of expression by the ruling judge. The blogger used the information posted by the celebrity on her website to show how vacuous or promiscuous she portrayed herself as (McChesney, 2019). 
The outcome of the ruling was in favor of the female celebrity who argued that the negative image portrayed by the blogger threatened her career as well as her security. Various matters in the ruling of the case are however controversial. The weight carried by the first amendment seems to be lower than other measures like individual privacy and career. In the case of the Hustler Magazine v. Falwell, 485, US 46(1988), the awarded damages to the respondent on the infliction of damages by an ad parody were later overruled in the court of appeal. The overruling of the case was based on whether the emotional distress influenced by the advertisement to the respondent, being a public figure was inflicted maliciously and intentionally. 
The case of the female celebrity and the blogger does not consider the above factors. Although the court ruled that the article by the blogger threatened her security and career, there is no proof of malicious intentions to ruin her career or threaten her privacy. The blogger argued that they were just exercising their freedom of opinion expression by referring to the information the female celebrity portrays to the public. The ruling established that the privacy of the individual was more significant than the blogger's freedom of opinion or press.  
Ethical implications 
There are numerous ethical implications of the case based on the applications of the first amendment in sending messages. There are various issues that can be analyzed from the case of the blogger and the female celebrity. One of the major ethical codes in communication requires honesty and truth in information. The issue, in this case, can be whether the blogger's opinion expresses truth and honesty about the public figure. The blogger’s view of the celebrity from the information she posts on her website is that she is vacuous and promiscuous. The blogger in this case only expresses his opinion on the information the female celebrity has portrayed to the public through her website. 
Another major ethical implication of the dilemma relates to the judgmental arguments from the blogger. According to the female celebrity, referring to her as promiscuous and vacuous is discrimination towards her. The blogger viewed his article as non-judgmental and purely based on the image already portrayed by the female celebrity. The female celebrity can feel threatened when she feels discriminated against in society. 
The theme of public service can also be applied to the ethical concerns raised in this case. The freedom of expression granted to all individuals also gives room for constructive criticism. The attempts of the blogger can be considered as him exercising the first amendment to promote better behavior. There are various implications of denying the bloggers their freedom to criticize the negative attitudes promoted to society. From the argument of the blogger, expressing his opinion on the female celebrity is part of alleviating the negative influences from the public (McChesney, 2019). 
One of the major ethical dilemmas in the case relates to the ruling based on the security of the individual's career and privacy. Although the blogger viewed it as his right to write his opinions about the female celebrity’s behavior online, it is argued that the writing of the article threatened the security of the female celebrity in society. This raises a concern on whether the ethical implications such as negative image portray threaten the security of the celebrity” (Meiklejohn, 2019).
V. Conclusion and summary 
Communication in the digital age has greatly improved with the continuous innovation and development of new communication technologies. The advancements in technology however have brought various concerns which are significant to consider in the formulation and sending of digital messages. In the digital world, messages can easily be formulated and spread across the globe in no time. Companies that seek to advertise their brands and products use various channels of communicating and persuading members of the public to purchase their products. This freedom is granted under the first amendment where individuals have freedom of expression or press. Us of information in companies varies differently. Companies chose the set of information to send to the public for different intentions. 
There various court cases which have changed the course and the exercise of their first amendment. These include the case of Hustler Magazine v. Falwell, 485, US 46(1988), which shed a light on the freedom of expression. Companies are allowed to express their brands in various ways as much as they do not maliciously harm the public. This overturning of the court ruling by the court of criminal appeals allowed the media company to exercise its freedom based on the first amendment. The respondent's argument was that the advertisement had inflicted emotional distress on them. This is one of the negative implications of the First amendment. It raises various concerns on the extends to which the fifth amendment protects the negative implications of some expressions like the advertisement (Bowen, 2019).
The overruling of the case did not consider whether the argument by the respondent was true or not. The ruling was based on whether the damages by the advertisements were intentional or malicious in any way. this shows a lack of accountability by the company in accepting the consequences of its actions. In this digital age, ethical codes and guidelines are essential in the formulation and sending of messages (Bowen, 2019). 
There major ethical implications surrounding the information sent to the public. Employees and workers in different companies tasked with formulating the messages should consider various ethical implications of the messages. The significance of the information to the public is greatly considered. Companies are required to send information to the public which can help the members of the public to elevate living standards. The content of the digital messages should include job opportunities, investment opinions, and advice, as well as awareness for health improvement (Harrison, & Wessels, 2015).
Information should also avoid any discrimination against some groups in the promotion of others. Ethical guidelines surrounding the sending of digital messages require the avoidance of propaganda and hate speech which can result in discrimination. The information should promote fairness among all the parties involves. In companies, for instance, fairness in competition can be ensured through fair advertising which does not promote negative against other competitors. 
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