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Social Media Lab

Measuring web emotions & opinions



EPFL: Ecole polytechnique fédérale de Lausanne 
(Swiss Federal Institute of Technology) 
10,124 students 
13,834 with staff members 
120 nations represented 



EPFL Social Media Lab - Innovation Park 
Social Media Analytics & Big Data 

Research Industry
Tech Transfer

Innovation



BIG DATA 
+40% per year 

Sources: IDC, Smartinsights

SOCIAL MEDIA 
2.3B active users 
+ 10% per year



SOCIAL MEDIA = MASS FEEDBACK 

An opportunity to measure audience emotions and opinions



WEB  
EMOTIONS & 

OPINIONS
TOPICS 

E.g.  
Climate Change 

TV Content 
Political debates 

…

OPINIONS ARE CROSS MEDIA AND NOT ONLY #s



 

Contentment 

Joy 

Pleasure 

Admiration 

Compassion 

Anger 

Hate 

Regret 

Guilt 

Love 

Fear 

Sadness 

Amusement 

Disgust 

Shame 

Pride 

Relief 

Interest 

 

None 

Other 

________ 

Contempt 

Disappointment
ment 

Geneva Emotion Wheel

EMOTIONS ENTERING THE SOCIAL MEDIA SCENE

Facebook “reactions”

Robert Plutchik's  
wheel of emotions



WEB EMOTIONS AND OPINIONS 

CLIMATE CHANGE @ COP21 

http://cop21horizon.com/

http://cop21horizon.com/
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ENGAGEMENTS AND EMOTIONS

Articles, Comments, 
Videos, Pictures, Tweets, 
RTs, …

Emotional



Positions & Engagements of web 
audiences 
Per country and community Public

Media
NGOs
Entrerprises
Politicians
…

POSITION DETECTION
“Should we put a price on carbon?”



“Is the 2 degree target sufficient?”

Main arguments PROs and CONs 

Per country and community

Weak signals

ARGUMENT DETECTION



WEB EMOTIONS

Emotions from the web, per topic 
8 primary emotions, up to 20 

Per country and community

Joy
Trust
Anticipation
Surprise
Anger
Disgust
Fear
Sadness

“Clean Technology”
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USE CASES

http://internet-map.net/



TV CONTENT ANALYSIS

The new presenter is great Not interesting
TV Content 

News 
Political debates 

Live sport 
…



LIVE EVENT EMOTIONS
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THANK YOU

CONTACT 
jean-luc.jaquier@epfl.ch

mailto:jean-luc.jaquier@epfl.ch?subject=

