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CHAPTER 1

MAN’S MEANING AND IDENTITY CRISES: SOCIAL 
NETWORKS AND MODERN MENTAL BREAKDOWNS

Ali Ulvi ÖZBEY1*

INTRODUCTION

In recent years, the internet has reached billions of people through vital cables 
and has begun to populate every aspect of our livep. Especially the changes in 
the last 15-20 years have affected human relations, socialization and even life 
stylep. Accordingly, developments in technology with modernization have 
led to transformations in social life and have created changes in our business 
life, education and social habitp. These instantaneous changes have changed 
individuals’ behaviors into virtual behaviors and virtual emotionp. The use of 
social media is growing rapidly around the world.

Today, people can easily connect with people living thousands of miles away. 
This form of engagement not only brought many advantages, but also contributed 
to the process of identity building by influencing people’s social behavior and 
cultural development. Social media, which is also presented as a new form of 
socialization, actually contains alienation and mass forms of narcissism. While 
using the Internet technology, information on many subjects can be easily and 
quickly accessed, and sometimes it can take a lot of time. It is the user who directs 
the use in this process, where there are virtually no obstacles for everyone from 
small to large.

Throughout this process of development and change, it has manifested itself in 
a number of technology-induced mental disorderp. Narcissism, which manifests 
itself at the forefront, increases on a global scale, while the virtual environment 
is largely effective in spreading narcissism culture. Considering the role of new 
communication technologies that are thought to be effective in the prevalence of 
narcissism, the concept is examined within the framework of the impact of social 
media. Narcissistic personalities provide themselves with more visualization, 
approval, and showcase where they can display the self and identity they want to 
be, not as they are, by creating profiles on social media.
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have common interests and likep. Although all these evoke positive thoughts at 
first sight, they can be the organizer of big problemp.

Many users who move away from the truth have some social problemp. As a 
result of unconscious use, many individuals’ communication links within the family 
weaken, and friendship and relative’s relationships are forgotten, and therefore, 
communities of people that become spiritually barren appear. Individuals who 
move away from daily life now prefer social media platforms as a shelter where 
they can feel safe. At the same time, the social media and internet network, which 
have a great influence, have created many checkpoints on people and created new 
changes such as new virtual identities, new lifestyles, and attracted their thoughts 
about the future to other channelp. The circle of friends continues from a point 
lacking thought and movement in the shadow of social media.

Consequently, the need for mass media in the flow of communication and 
information since the earliest known times of humanity is an undeniable reality. 
The so-called technological era is witnessing how penetrating the social media 
platforms have in human life. On the other hand, social media, which plays an 
important role in gaining awareness through disclosure by enabling roar, has 
played a big role in the spread of narcissism and alienation thanks to its advanced 
and eye-catching technology. Humanity has lost its meaning by catching the 
modern diseases mentioned since a recent date and has left uncultured as a 
legacy to the next generation. Our world has evolved into a non-heartwarming 
process in terms of human meaning and identity, regardless of the consequences 
of technological progresp. By dragging himself to different platforms, he moved 
away from his self-worth day after day and then suffered great identity crisep.
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