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The labour of being funny: Affect and Humour on Celebrity Gossip Blogs 

 
Gossip blogs that mock celebrities through humorous texts or image manipulations 
have significantly changed the ways in which we produce and consume celebrity. 
Many have investigated how online media influence the celebrity industry (Turner 
2014, Meyers 2012) but what has often been sidelined in these discussions are 
questions about the affective labour that goes into these ‘alternative’ productions. 
This paper explores how ‘being funny’ can be seen as a form of affective labour that 
creates in celebrity gossip blogs value for both, blog readers and marketers. Through 
examples from Perezhilton.com and Dlisted.com I will illustrate how we can 
understand humour as an important ingredient of affective capitalism. Humour can be 
seen as an affective-discursive tool that moves us (both physically and emotionally) 
thereby evoking us to act in ways that can be economically exploited. Clearly, in 
celebrity gossip blogs, it is firstly the main blogger who has to do affective labour in 
order to produce a new humorous blog entry.  Yet these blogs only become 
economically successful if the humour they circulate can motivate blog readers to 
undertake ‘free labour’ (Terranova 2000) in the form of commenting on- or ‘sharing’ of 
online content. Thus, celebrity gossip blogs use humour to turn readers into data- 
and service providers. Rather than seeing the mechanisms of this affective economy 
as absolute and complete, this paper also investigates possible ‘lines of flight’ 
(Deleuze & Guattari 1987) that are enabled through the ambiguity of humour. 
 
 
 
 
 
 

 



Stephanie Rothenberg 

 
 

Art in the Age of Crowdfunded Production 
 
This paper will present three of my artworks that investigate the production of 
affective capitalism through popular social media platforms. These artworks span the 
past seven years and demonstrate cultural, demographic and economic shifts in 
various modes of crowdsourcing and crowdfunding participation. 
 
Created in 2008 with artist Jeff Crouse, “Invisible Threads” is a mixed-reality 
performance installation. The artwork explores the early growing intersection 
between labor, emerging virtual economies and real life commodities through the 
creation of a designer jeans “sweatshop” in Second Life. Simulating a real life 
manufacturing facility that includes hiring Second Life “workers” to produce real world 
jeans sold for profit, the project examines how behaviors, value systems and 
ideologies traverse these two worlds. 
 
“Laborers of Love (LOL)” co-created with Crouse in 2012, takes the form of an adult 
entertainment website that explores how sexuality and desire are mediated through 
new models of global, outsourced labor. A real time data visualization maps the 
production of customer’s video fantasies that are outsourced to anonymous 
Mechanical Turk workers. The final product is a short video mashup, where 1970’s 
experimental cinema meets canned Photoshop filters, and ultimately reflects on how 
desire and pleasure are represented, fragmented and abstracted through the 
consumption of online digital media. 
 
My current project “Reversal of Fortune: The Garden of Virtual Kinship” is a telematic 
garden, both real and virtual, whose lifeline directly correlates to monetary exchanges 
between the developed and developing world. The project examines the cultural 
phenomena of online crowdfunded charity, or microfinance, through the popular 
social media website www.kiva.org. Through the poetic gesture and metaphor of a 
garden, the project asks: What are the underlying mechanisms that enable these new 
networks to emerge? How do these platforms shape the affective dimensions of 
empathy-at-a-distance and facilitate a “virtual kinship?” 
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Luxury consumption on lap dogs: A case of emotional consumption 
 
In contemporary commodity culture, spending on pets has become a burgeoning 
multi-billion business and lap dogs the latest surrogate consumers of luxury fashion. 
All the biggest luxury brands from Burberry to Louis Vuitton offer exquisite designer 
dog wear. Consumerism on pets reached 34 billion dollars in the United States and 



21 billion dollars in Western Europe in 2004 (Bettany and Daly, 2006, 409). Since 
then, indulgence on pets has only increased. 
 
This paper claims indulgence on lap dogs to prove that consumption is not so much 
about rational choices or cold calculations like traditional economics suggest but 
about forming emotional attachments, expressing love and care, negotiating 
relationships and connecting. Lap dog consumerism is analyzed in the framework 
provided by Gabriel Tarde: according to him, modern economy is a machine that 
promotes “passionate interests”, and markets are a means of underscoring and 
amplifying those interests (Latour and Lepinay 2009). Luxury fashions for lap dogs 
are “positional goods” (Frank & Cook 1995): they are commodities that are valued for 
their added social and emotional value. Lap dog consumption proves that 
“conspicuous consumption” (Veblen 1899/2009) has become a way of life in the 
Western world. Research on the relationship between luxury consumption and affects 
/ emotions is still under researched, and this paper aims to open up space for this 
discussion. 
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Social Media and the Financialization of the Everyday 

The convergence of emerging ICT innovations has ushered in a new era of radical 
transformation of financial processes at the individual and local levels, often in 
opposition to the globalized financial information flows of the neoliberal order. The 
prevalence of mobile systems, advanced peer-to-peer cryptographic tools, 
innovations in social and financial literacy practices, are enabling radical 
experimentation driven by a broad range of ideologies and local practices. Borrowing 
from the theory of social mediatization, we call this potentially revolutionary process 
social financialization. 
 
Social mediatization argues that peer-to-peer logics from social media are embedded 
within new domains of business and sociality. The process by which financial logic 
follows social mediatization, expanding into previously private spaces, we call social 
financialization. This process shares with social media a number of discourses: peer-
to-peer collaboration, transparency, participatory design, disintermediation, and 
granularity. As these discourses have transformed product design, corporate 
engagement with customers, and citizen expectations in a broad range of fields, they 
are now working changes upon the financial system. 

Our case study of social financialization is Zopa Limited (Zopa), a peer-to-peer 
finance and technology company. We situate Zopa’s ICT practices and rhetorics 
within a global context of bottom-up social financial innovation, including Native 
American crypto-currencies, mobile payment systems in Africa, and hybrid 
paper/mobile currency systems in English cities, to create a typology of innovation 
enabling us to evaluate the prospects for the social-financial expression of 
community values in the face of widespread dissatisfaction with the prospects of the 
global financial order. 
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Selfies, Snapchat and Capital: Affect in the Age of Ephemeral Reproduction 
 

Today, selfies (photos taken of one’s self and often circulated online, generally with a 
smartphone) are more than just a teenager amusement. A symbol of the successful 
marriage between mobile Internet technologies and broadband accesses, the selfie 
demonstrates how the smartphone industry is dominating web economic models, and 
how these models pierce into everyday habits. Personal mobile images make up a 
large part of the world’s hugest visual repositories, signifying a vast part of the 
symbolic connections people undertake: connections underscored by capitalist 
ideologies of ownership. Mobile image sharing apps especially like Instagram, 
Snapchat et al. have seen an enormous increase in its users as of late, and deserve 
to be studied more, both in terms of capitalist critique and through what has come to 
be known as the affective turn (Clough: 2010; Gregg and Seigworth: 2010). 
 
This paper focuses specifically on selfies produced using Snapchat: the photo app 
that allows users to see the image for a short period of time before the image 
disappears. Using focus group administration I ask: in what ways do Snapchatters 
feel as circumventing a consumerist ecosystem predicated on image possession? It 
is arguable that Snapchat might be symptomatic of a desire to forego photo 
ownership and instead just live and share fleeing moments. Of course, production of 
‘ephemeral selfies’ via Snapchat doesn’t in and of itself to a circumvention of a 
consumerist ecosystem. However, the practice demonstrates why it is time to 
consider issues like transiency and affection when studying current and future mobile 
image production, consumption, circulation and conceptualization. 
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Social media, Financial Algorithms, and The Case of The @AP Twitter Hack 

 
 
A tweet “@AP: Breaking: Two Explosions in the White House and Barack Obama is 
injured” sent from a hacked Associated Press Twitter account caused a financial flash 
crash wiping out $136.5bn of the S&P 500 index’s value. In this paper co-authored by 
Tero Karppi (University of Turku) and Kate Crawford (Microsoft Research / MIT), the 
current interrelation of two algorithmic systems, Twitter and financial markets, will be 
examined by following the traces left by the aforementioned event. Building on 
Gabriel Tarde’s (2000) affective construction of the social, the paper begins to answer 
to a demand by Neil Johnson et al. (2013) that interrelated ultrafast systems 
operating beyond human response time need a new scientific theory. The paper 



propose that analyzing frictions such as the AP hack crash we can begin to 
understand how novel computational processes and data approaches are currently 
defining and determining new directions for affective capitalism. 
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The General Affect: 
The Ambient Basin of Graphic Design Work and the Labour Power of 

Potentiality 
 

Recent analyses of late capitalism have used terms like ‘cognitive capitalism’ 
(Moulier-Boutang, 2012), ‘semio-capitalism’ (Berardi, 2012) and ‘immaterial labour’ 
(Lazzarato, 1996; Hardt and Negri, 1999) to describe the shift towards more 
informational and creative forms of employment. Within these debates, theorists have 
highlighted the need to not only understand the characteristics and labour process of 
these types of employment, but also the context in which this labour unfolds (Pratt 
and Jeffcut, 2009). The reintroduction of Marxist terms such as ‘the commons’ 
(Harvey, 2012) and the ‘general intellect’ (Virno, 2004), as well as more contemporary 
terms, such as ‘the basin of immaterial labour’ (Lazzarato, 1996), and the ‘infosphere’ 
(Berardi, 2012), have argued this work relies on the incessant free flow of information 
throughout the ‘social factory’ (Hardt and Negri, 1999). While these debates are well 
positioned to understand the context of immaterial forms of labour, they tend to be 
too restrictive, focusing almost exclusively on the conscious, semiotic, informational 
circulations necessary for these types of work. It is my argument in this paper that 
forms of immaterial labour depend not only on the commonly produced intellect and 
information, but also on commonly produced affects, or what McCullogh (2013) refers 
to as an ‘ambient commons’. In other words, intellectual and creative work relies on 
the circulation and absorption of affects within the broader social context, which are 
not always made conscious and lack semiotic or informational signification. Through 
a number of interviews with graphic designers in the United States and United 
Kingdom, I demonstrate how these workers’ creativity requires a constant exposure 
to different forms of affective flows, often requiring them to be assembled in an urban 
context. I next show how many of the experiences and ideas that later become 
integral to their creative labour are not conscious at the time of transmission, but that 
some of these affects can and do become conscious in the process of work. 
Following Virno (2004) and Thrift (2008), I then argue that graphic designers’ labour 
power can thus partially be understood as potential; a set of not-yet-conscious 
accumulated affects. 
 
 
 
Bibliography: 



 
Berardi, F. (2012) The Uprising: On Poetry and Finance. Los Angeles: Semiotext(e). 
 
Hardt, M. and Negri, A. (1999) Empire. Cambridge: Harvard University Press. 
 
Harvey, D. (2012) Rebel Cities: From the Right to the City to the Urban Revolution. 
 London: Verso. 
 
Lazzarato, M. (1996) ‘Immaterial Labour’ in P. Virno and M. Hardt (eds) Radical Thought in Italy: A 
Potential Politics. Minneapolis: University of Minnesota Press. 
 
McCullough, M. (2013) Ambient Commons: Attention in the Age of Embodied Information. 
 Cambridge: The MIT Press. 
 
Pratt, A. and Jeffcut, P. (2009) ‘Creativity, Innovation, and the Cultural Economy: Snake-oil of the 
Twenty-first Century? in A. Pratt and P. Jeffcut (eds) Creativity and Innovation, and the Cultural 
Economy. Abingdon: Routledge 
 
Thrift, N. (2008) Non-Representational Theory: Space, Politics, Affect. Abingdon: Routledge. 
 
Virno, P. (2004) A Grammar of the Multitude: For an Analysis of Contemporary Forms of Life  
 Los Angeles: Semiotext(e). 
 
 
 
 
 

 
Tanja Sihvonen, University of Malta/University of Turku, Finland 
Milla Tiainen, Anglia Ruskin University, UK/University of Turku, Finland 

 
 

“I Am Gonna Stay Tonight with You” Maria's GentleWhispering: Voice, Affect 
and Gendered Digital Work 

 
“Hey sweetie, how are you doing? Are you having nightmares again?” These spoken 
vocalisations audible at an elusive limit between whispering and softly timbred 
pitched sound emanate from the computer. The actor involved in this performance is 
visible in the YouTube video: our aural identification of the voice as female coincides 
with the visual presence of a young woman whose long blonde hair, sympathetic 
posture, eye contact and tender body movements qualify as readily feminine. Later, 
the video’s audiovisual texture extends to include tactile gestures and sonorities as 
the woman lightly strokes the pages of the children’s storybook she is reading from. 
 
This video, titled ‘XO Sleepy Time OX’, is one of nearly 200 postings on the YouTube 
channel GentleWhispering maintained by Maria who consistently features in all of the 
videos. The most striking aspect of these is the above-described character of Maria’s 
vocalisations which her numerous followers indeed seem struck by. Their 
descriptions of the effects of Maria’s voice – enhanced by the videos’ overall 
sensorial fabrics – range from relaxing, arousing and tear-jerking to brain “tingles” 
and “orgasms.” These descriptions link the performances to the broader 
phenomenon of Autonomous Sensory Meridian Response (ASMR) that is typically 
defined as the emergence of pleasurable physical sensations or “tingling” in the 
head, scalp, spine and limbs elicited by visual, olfactory, auditory and especially vocal 
stimuli. 



 
In this paper, we engage Maria’s whisperings to explore how the voice might matter 
to questions of gender, affect and affective labour in the contexts of digital media, DIY 
cultures and online communities. While some recent studies (e.g. Neumark et al. 
2010) have queried the reconfigurations of voice in digital culture, its associations 
with affect and significance to such issues as DIY stardom await to be accounted for. 
Simultaneously, the discussions on digital work are yet to fully acknowledge 
theorisations around affective labour and its gendered dynamics. Maria’s whisperings 
can be regarded as instances of care and nurture that are now being brought into the 
realm of communicative capitalism (Dean 2008) through intensive remediation. 
Through initially pursuing these thematic lines, we hope to consider how the vocal 
acts of Maria as affective media labourer may illuminate the intertwined roles of 
digital technology, blurred professional/amateur boundary, self-entrepreneurship and 
body – as well as voice – as sites of capacity and value production within the 
developments and investigations of affective capitalism. 
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The politics of emotion: Study of Macau's migrant workers 
 
This paper aims at discussing the politics of emotion of migrant workers in Macau. 
Since Macau returned to China from Portugal in 1999, the Macau SAR government 
has pursued a neoliberal economic policy that emphasizes on economic growth 
through the opening of the gambling market. With the spectacular economic growth 
boosted by casino revenues, thousands of migrant workers have moved to Macau to 
make a living.  Based on the first-hand research of more than one hundred interviews 
with migrant workers and employers in Macau, this paper seeks to analyze the 
emotional practices of migrant workers in the specific context where the subjectivities 
of migrant workers are constructed as labor rather than citizen and their emotions are 
always been regulated and disciplined according to the needs of their jobs. The 
migrant workers’ emotions, this paper demonstrates, have to be instrumentalized to 
make themselves as desired and ideal labor force. Although the technologies of 
emotion control and regulation have been more or less internalized as part of their 
subjectivity, the migrant workers still need to come to terms with profound anxieties 
and dislocations caused by immigration. Such emotional experiences, this paper 
argues, are not only the results of structural economic and political power relations, 
but also productive forces of their subjectivities which generate strategies of 



resistances towards the structure. I would like to suggest that the emotional practices 
of migrant workers articulate the contradictory and paradoxical characters of 
neoliberal subjectivities. 
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Enthusiastic individualism as a style of power in soft capitalism 

 
Drawing from a growing body of research that focuses on emotions as social and 
cultural phenomena, the paper examines how publicly performed emotions have been 
employed in the exercise of power in the current soft and fast capitalism. A qualitative 
analysis of Finnish business magazine Talouselämä tracks how business leaders have 
performed publicly in Finland from 1945 to 2005. The article suggests that corporate 
capitalism developed an emotional regime enthusiastic individualism, which challenged 
the previous regime of paternal managerialism. The mediated performances of 
corporate leaders became rituals, which lent from the affect economy of social 
movements and fuelled the rise of the new capitalism. 
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Caught in a bad romance? Love and academic capitalism 

 
Love and passion are often used to describe a fulfilling relationship towards work. 
This glorious vision of work is emphasised especially in contemporary management 
theory, but also in Marxist theories of affective work, which tend to describe the post-
fordist passionate and creative work as “good” against the fordist “mere” job. 
Meanwhile feminist scholars have been dubious towards the uses of love as 
transgressive affect. For example Lauren Berlant (2008) reminds that love has its 
gendered, classed and ambivalent meanings that can be found in the female 
complaint i.e. the discourse of attachment, repetition and disappointment. 
 
Drawing from Berlant’s notions on love and its ambivalence, this paper discusses the 
ambiguities of loving the job. The argument is formed through a case study, a Finnish 
anthology Tutkimusmatkoja äitiyteen (2010) [Research Journeys to Motherhood]. The 
anthology has similarities to its US predecessor Mama, PhD (2008), and it contains 
33 intimate stories of “researcher-mothers”, who all have struggled to find their own 
way between motherhood and the pressures of contemporary academia.   



 
Tutkimusmatkoja äitiyteen shows how the gendered fantasies of the middle class 
“good life” are bound with the romantic vision of work (See also Gregg 2011). 
Furthermore, the anthology reveals how love does not necessarily lead to peaceful 
flourishing, but to nervousness and feelings of inadequacy. Therefore it is no wonder 
why capitalism, flexibility and love form such a productive triplet: where there is the 
“true feeling” of love, there are no limits. 
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Entering brandscape: customer experience management as affective 
capitalism 

 
Many agree that brands have been key driver in the development of affective 
capitalism. Yet how branding function affectively has not been rigorously and 
empirically analyzed. The analysis can still revolve around advertising or change in 
the mode of address in adverting. Advertising is a brand's significant, but by no 
means indispensable, component. Advertising, like other privileged cultural texts in 
media and cultural studies, is usually understood as working through its semiotical 
structure. The brand on the other hand constitutes and is constituted in the 
experience we have with them in/through a great number of material and immaterial 
interfaces between consumers and the brand, in space and time. Thus some of the 
ways in which consumers experience brands can said to be affective occurring 
relatively autonomously from the semiotical structures. Branding thereby entails 
managing these spatially dispersed and temporary discrete interfaces in such a way 
that each relates to the other in a sort of mutual excitation to produce consistent and 
almost affective branded experience. Drawing on growing business literatures in 
customer experience management and the interviews carried out with branding 
practitioners in major electronic and cosmetics brands, my paper attempts to brand 
and branding as key part in affective capitalism particularly in the context of its 
implication for the ongoing rebalancing of power between East Asia and the 
Western economies.   
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Affective capitalism of knowing 
 
Affect makes us not only to act and to work, but also to think about things and know 
in particular ways. Much of the intimacy of work discussed by Gregg (2011) and the 
regime of affective capitalism is tightly intertwined with the use of information within 
and with a broad variety of information technologies and infrastructures and new 
orders of informing ourselves and the others, and on a more profound level, on the 
ways of knowing. Both technologies, being com- plex and serious as digital libraries 
(e.g. Borgman, 2003) or (at least seemingly) playful as virtual worlds or Facebook 
(e.g. Huvila, 2013b; Lim and Chen, 2012), and infrastructures (e.g. Bowker et al., 
2010; Sundin, 2011) have an effect on the ways how we know things. This 
presentation discusses the influence of affects and the regime of affective capitalism 
on how people inform and get informed by new and old information channels and 
media, and consequently how we know the things we know in the contemporary 
culture. The paper combines insights from a series of studies conducted by the 
author and (e.g. Huvila, 2013a, 2012b,a) framed by theoretical perspectives from 
information studies, and anthropology and sociology of knowledge and knowing. The 
exploitation of affects is entwined in the competing market and emancipatory 
discourses and counter-discourses both as intentional interventions, and perhaps 
even more significantly, as un- intentional influences that shape the ways of knowing 
in the peripheries of the regime that shape cultural constellations of their own. 
Affective capitalism bounds and frames our ways of knowing in ways that are difficult 
to anticipate and read even from the context of the regime itself. 
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Commercialized Belonging: Genetic Ancestry Tests as Affective Technologies 
 
In the past fifteen years, an increasing number of biotechnological companies have 
been marketing genetic ancestry tests directly to consumers. Such tests promise to 
locate the ancestral roots of the prospective customer, or to detect the genetic 
relationship between the customer and different world populations. Genetic ancestry 
tests invoke and reinforce cultural narratives of discovering one’s “real” roots and 
“true” place in the world. These narratives, in turn, are invested in cultural emotions 
such as longing, wonder, fulfillment and belonging. This suggests that genetic 
ancestry tests are powerful affective technologies embedded in business interests, 
cultural ideologies as well as everyday experiences. 
 
My presentation takes a closer look at the affective economies that underlie genetic 
ancestry testing. Rather than examining biotechnological companies, however, I turn 
to a less obvious source of commercialized genetic belonging: the Genographic 
Project, the National Geographic Society’s ambitious genetic diversity initiative. While 
the Genographic Project focuses on collecting DNA from indigenous populations, it 
also sells a genetic testing package through which anyone can learn about their past 
while supporting the research undertaken by the project. Despite the Project’s 
nonprofit status, both the rhetoric and techniques of its testing package are strikingly 
similar to the tests sold by commercial companies. 
 
In the presentation, I focus on the affective structures of longing and belonging in the 
commercially ambiguous space of the Genographic Project. In particular, I ask what 
happens to the assumed split between commercial and non-commercial, and how 
this distinction organizes the affective stakes of genetic ancestry testing. 
 
 
 


