
CONTENTS

About the Author ix
Acknowledgement xi

1 INTRODUCING EMPATHIC MEDIA 1

Good Enough: Verisimilitude and Emotional Truth 4
Aims and Methods 5
Chapter Breakdown 7

2 SITUATING EMPATHY 13

A Social Fact 13
Interpretive empathy 15

On Emotion 16
Industrialising emotion 17
Bioeconomics 19

Emotion Extraction: A Genealogy of Empathie Media 21
Universal Public Behaviour 25

Self-reporting 26
Conclusion 27

3 GROUP SENTIMENTALITY 29

Social Empathy and Contagion of Fellow-feeling 30
Getting political 32
The imitation game: feeling with bots 33

Marketing: Towards Dispersed Focus Groups 34



Emotional Al

Finger on the Financial Pulse 36
Sentiment, Prediction and the City 37

Surveillance of fellow-feeling 39
Conclusion 40

4 SPECTRUM OF EMOTIONS: GAMING THE BODY 43

Story-living, Emotion and Gaming 44
The Sentic Spectrum 46

Baseline matters and immediation 47
Creepiness and Citizen Views 49
Conclusion 53

5 LEAKY EMOTIONS: THE CASE OF FACIAL CODING 55

The Basics of Emotions 56
Training the Machine: Affective Computing Adopts Ekman 59
Industrialising Facial Coding 60

In the wild 61
Software Development Kits, Machine Learning and End-users 63

At work 64
Legal 65
Advertising 65
Media 66

Social Theory Responds: The Problem with Leaky Emotions 66
The Race and Culture Question 69
Conclusion 72

6 PRIMING VOICE-BASED AI: I HEAR YOU 75

It’s Not Just What We Say, But Also How We Say It 76
Beyond verbal 78

Theoretical Assumptions 80
Living in the Moment 83
Priming Amazon 84
On Relationships 87
Conclusion 90

7 AFFECTIVE WITNESSING: VR 2.0 93

Clarifying VR 94
Theorising the Empathy Machine 95
Viewing, Using, Witnessing: The Case of EmblematicGroup 96

Making VR journalism 98

vi



Contents

A Marketer’s (Virtual) Dream? 99
Tracking in-world attention 100
New sensory territories 102

Command and Control: Modulating Immersive Policing 103
The connected cop 106

Conclusion 110

8 ADVERTISING, RETAIL AND CREATIVITY:
CAPTURING THE FLANEUR 113

Stockpiling Bios 113
Putting Emotions to Work 115

The mechanics of psychology 116
Retail 118

Augmenting retail 120
Advertising: In-house Research 122

Advertising: creativity 123
Advertising: programmatic 124
Advertising: in public 126

Revisiting the Paris Arcades 127
Studying the flaneur: the observer becomes the observed 128

Conclusion 129

9 PERSONAL TECHNOLOGIES THAT FEEL:
TOWARDS A NOVEL FORM OF INTIMACY 131

Health: Self-care 131
Corporate enabled self-care 133
Industrial wellbeing: surveilling emotional labour 135
Take a deep breath: wearables and work 137
Articulating emotions at work: some issues 139

Sex Objects 142
Conclusion 146

10 EMPATHIC CITIES 149

Emotionality of Space 150
Between surveillance and efficiency 151
Algocracy: feeding emotion into policy 153

Measuring Happiness: Smart Dubai 155
Centralisation: the city-as-platform and the Data Law 156
Social engineering 159

Bentham’s Happiness Economics with a Twist 160
A little thing called democracy 160

VII



Emotional Al

Politics of Happiness: Beyond Dubai and Bentham 162
Lightening Public Moods 163

Pro-social psycho-geography 164
Conclusion 166

11 POLITICS OF FEELING MACHINES: DEBATING
DE-IDENTIFICATION AND DIGNITY 169

Industry Perspectives 170
Identification 172
Lack of Suitable Legislation 175

Satellite issues 177
Citizen Perspectives 179

The creepy factor 180
Conclusion 182

12 CONCLUSION: DIGNITY, ETHICS, NORMS,
POLICIES AND PRACTICES 185

The Arguments 185
Living with empathic media 186
Dignifying norms 187

Future Research Questions 189
Immediate Action 190

Appendices 193
References 207
Index 225

VIII


