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« Grace a la recherche psychologique et aux moyens de communication modernes la pratique de |a
démocratie a pris un tournant. Une révolution se produit, infiniment plus significative que tout
déplacement du pouvoir économique. Dans la vie de la génération qui contréle maintenant les affaires,
la persuasion est devenue un art consciencieux et un organe régulier du gouvernement populaire.
Aucun d’entre nous ne commence a comprendre les conséquences, mais ce n’est pas une prophétie
audacieuse de dire gue la connaissance de la facon de créer le consentement modifiera chaque calcul
politique et modifiera toutes les prémisses politiques » Walter Lippmann, Public Opinion, 1922
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" La publicité scientifique,

une revolution dans l'ar

de la manipulation



« La publicité n’est pas un
jeu, c’est une science. La
différence entre les deux est
aussi grande que I’écart
entre un attaché de presse et
un docteur en publicité. La
fonction d’un attaché de
presse est de faire passer les
informations. Le probleme
d’un docteur en publicité
est d’inciter son patient a se
comporter de telle sorte
qu’il recoive I’approbation
d’un bon éditeur de

presse »

Ivy Lee, cité par le New
York Press, 11 avril 1915

During the “Ludlow Massacre” hearing in Congress, Lee waits outside Senate
hearing room in Washington, D.C., to testify before the Federal Industrial Relations

Commission on his relationship to the Rockefeller interests during the labor
troubles in the Colorado mine fields. (Courtesy Brown Brothers, New York.)
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The Milwaukee-based B.J. Johnson Soap Company brought a litl](‘-?in‘(f\\'n b.:-au(y
soap to Lord & Thomas in 1911. Drawing on their c.xpcncnccs in -dm.(;-::a,;cd -’
advertising, Lasker and Hopkins came up with a series _uf promouox»bl: LI S Eh‘, 0
get Palmolive into drugstores across the country. \\'nhu? afew )'car:] ..1- moli = as
the best-selling soap in the world. In 1916, B.J. Johnson .So.xp change uis naru C
the Palmolive Company. (Reprinted with permission of the Colgate-Palmolive

Company.)
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THE PEPSODENT COMPANTY,

The federal government’s promotion of
dental health beginning in World War |
created a new market for toothpaste and
toothbrushes, which the Pepsodent Com-
pany (aided by Claude Hopkins and Albert
Lasker) adroitly exploited, Advertising
campaigns for Kleenex and other personal-
hygiene products played on consumers’
new awareness of germs and bacteria,
Lasker personally engineered the transition
of Kleenex from a cold-cream remover to a
disposable handkerchief, in part by per-
suading Kimberly-Clark to make the tissue
larger. Lasker became a significant share-
holder in both the Pepsodent and the
Kimberly-Clark companies; dividends from
those holdings produced a significant
income stream for Lasker in the 1920s and
1930s, and the appreciation of their stocks
vastly increased his net worth. (Use of the
trademark PEPSODENT, related trade
marks and copyrights is with the written
permission of Church & Dwight Co., Inc.,
Princeton, New Jersey. Kleenex ad

© Kimberly-Clark Worldwide, Ine
Reprinted with permission )
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When US. Army nurses on the Western Front in World War [ discovered a new use
for Kimberly-Clark’s wood-based cotton substitute— -as a sanitary napkin—the
company saw a vast new market for its product. Lord & Thomas worked with the
company on ways to present Kotex to the world and, at the same time, persuade
women to buy the unmentionable product at their local drugstores, Lasker person-
ally convinced Edward Bok influential editor of the Ladies Home Journal and other
publications—to allow Kotex advertising in his migazines, (O Kimberly-Clark
Waorldwide, Inc. Reprinted with permissian, )
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An anti-Sinclair billboard in Los Angeles, written and paid for by Lord &

Thomas. Bottom: A pro-Sinclair billboard in Hollywood, September 1934, “1 felt
prety sorry fo dairn,” one of Lasker’s licutenants later confessed. “We had been
going pretty hard against him.’

Both photos © Bettmann /CORBIS.
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BY THE ORIGINALAD MAN...

’ CONFESSIONS '
OF AN
ADVERTISING
MAN




Can you find the president of the agency in this 1956 staff photo? (1op right)



« Testez votre promesse.

Testez vos médias. Testez
vos titres et vos
illustrations. Testez la
taille de vos publicités.
Testez votre fréquence.
Testez votre niveau de
dépenses. Testez vos
publicités. N'arrétez
jamais de tester et votre
publicité ne cessera de
s‘Taméliorer »

David Ogilvy,
Confessions of an
Advertising Man, 1963

Ogilvy & Mather Direct Response

The advertising agency with
the secret weapon
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extraordinary experience...
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DOVE creams your skin while you bathe

The Gun is a 32,000 Purd_v from England i

( The shirt: A Sea Island Cotton from Hathaway)
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Characteristic early 19505 portrait—tweed suit, pipe, and display of already-famous
advertisements, like the arrival in the United States of “The Man from Schweppes.”
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RELIEVES
HEADACHE
NEURALGIA
NEURITIS PAIN

Here's Why...

Anacin® is like a doctor’s

prescription. That is, it contains not one
but a combination of medically proved
ingredients that are specially com-
pounded to give FAST, LONG LASTING
relief. Don't wait. Buy Anacin today.

faster.safer relicf from

TENSE,NERVOUS
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Answers America!

A Dramatic Series of Twenty-five 20-Second
and 1-Minute TV and Radio Spot Announcements
Now Available!

ALL THE ISSUES met fairly and squorely
in 25 TV Films ond Rodio Spot Announcements like this:

CIRENNEWER
ARSWERS
AMERICA!
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John W. Hill

John Wiley Hill in the 1940s
at about the time he foundec
Hill and Knowlton, Inc., in
Manhattan. (Courtesy of the
State Historical Society of
Wisconsin)

« Il n’y arien de mal a la propagande. C’est
de I’éducation. C’est la diffusion des
connaissances. Ce n’est que lorsqu’elle est
mal utilisée qu’elle devient odieuse. La
propagande n’est fondamentalement que 1’art
de la persuasion. »
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NON qu DRAPEAU NOIS

GROUPEZ-YOUS
DEFENDEZ-YOUS

ILSNEPASSERONTRAS
(e

«Iln’y apas loin de la
communication a la propagande. [...]
Il n’y a pas loin de la recherche de
I’adhésion et de la création de
crédibilité aux chemins de la
persuasion, voire a la manipulation »
Michel Bongrand




Roger Ailes

The wizard behind the curtain? Ailes sits in the control booth at Fox Studios in New York,
May 1, 2001. Catrina Genovese/Getty Images.
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« La psychologie est évidemment a la
base de 1’économie politique et, en
général, de toutes les sciences sociales.
Un jour viendra peut-€tre ou nous
pourrons déduire des principes de la
psychologie les lois de la science

sociale »
Vilfredo Pareto, Manuel d’économie
politique, 1906
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George Creel, « ministre »
de la propagande des Etats-Unis (1917-1919)
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SUBJECT:

rHoTocraPHER Paul Thomp Son

1018.

Aor, 1918 TAKEN
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DESCRIPTION

MOVIE STAR AIDS THIRD

LIBERTY LOAN.

Douglas Fairbanks, movie

speaking in front cf

the Sub Treasury building

star,

to aid the

New York City,
third Liberty Loan,

o008
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L'invention du cinéma de propagande
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COMMITTEE ON PUBLIC
INFORMATION
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THE PUBLIC MIND
IN THE MAKING
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Ipposite: The formidable George Washington Hill, president of the American

[obacco Company, who engaged in legendary battles with his favorite ad man—
\Ibert Lasker. (Hill photo © Yousuf Karsh.) Top: Lord & Thomas worked clos ly
with American Tobacco to transform “Lucky Strike” from an obscure tobacco sold

in tins to one of the world's best-known cigarette brands. Bortom: The car hphrase

reach for a Lucky instead of a sweet” achieved instant notoriety and prompted a

1929 injunction from the Federal Trade Commission. (Billboard photo [at Patter

on's Mill Country Store near Chapel Hill, North Carolina] © Bruce Flenschel




PRETTY CURVES WIN!
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A Tiger in the Tank

Ernest Dichter

An Austrian _
Advertising Guru

Franz Kreuzer,
Gerd Prechtl,
Christoph Steiner
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The Plymouth ad after the study.
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PUT ATIGER IN YOUR TANK

NEW POWER-FORMULA ESSO EXTRA BOOSTS POWER THREE WAYS...

1. QUICK STARTING. New Esso Extrs gves quick smoothly sna ceficiendy. -
starting, in summer and winter, and smootk confrolled 3. HIGH QUALITY. New Esso Extra has the high
porser with thar extra acceleranon when you need i, quality that modern cars noad for peak performance

2. SM0OTN FUNNG. Ewo Extca’s new Power for- S0 calf as she B g and fi8 up rich mens o Bxtra FIGURE 5.2 The president of the Institute for Motivational Research, Dr. Ernest Dichter

muls impeoves gastion, helps your engine 10 fire and feel the difference. FUT A TIGER IN YOUR TANK ; ] g ; A / o
produced several influential reports that applied motivational research to US presidential
campaigns.

#W ”m/ Ernest Dichter Photograph and Sound Recording Collection, Courtesy Hagley Museum and Library,

P20101012 001.



_ « La persuasion, comme 1’enseignement ou

»=  D’¢énergie atomique, est susceptible d’étre utilis¢e

: pour le bien comme pour le mal »
Ernest Dichter
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e « C'est Dichter (a droite), & Villennes, au cours du séminaire que j'avais

3}, organisé autour de lui sur les enquétes de motivation. Ses méthodes ont
9* révolutionné la publicité, et sans doute bien d'autres choses. »

Marcel Bleustein Blanchet et Ernest Dichter
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« Les hommes préférent les blondes, et ils croquent des chips. Cette
blonde-la a rendu Flodor célébre en quinze jours. »
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Le numérigue et
I‘avenement d’armes de

manipulation de masse



MIT Technology Review

Behavior Design Lab
StanfOI'd Models and Methods For Behavior Change

Home AboutUs ™ Research&Projects Resources Contact”

The Captologist: Stanford's B. J. Fogg coined the term “captology,” for the study of “computers as
persuasive technology.”
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OVER 200,000 COPIES SOLD WORLDWIDE

‘A must-read for everyone who cares
about driving customer engagement’

ERIC RIES, author of The Lean Startup
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Person of the Year

THE CONNECTOR

FACEBOOK

¢« Back to Newsroom

Facebook app

Who We Are

Facebook Unveils Platform for

Developers of Social
Applications

May 24, 2007

SAN FRANCISCO — Facebook f8 Event, May 24, 2007 — Facebook

founder and CEO Mark Zuckerberg today unveiled Facebook Platform,

calling on all developers to build the next-generation of applications
with deep integration into Facebook, distribution across its “social
graph® and an opportunity to build new businesses.

“Until now, social networks have been closed platforms. Today, we're
going to end that,” Zuckerberg told an audience of more than 750
developers and partners. “With this evolution of Facebook Platform,
any developer worldwide can build full social applications on top of
the social graph, inside of Facebook."



“A fascinating look at a new field by one of o

its principal geeks.” —The Economist

SUCIAL PRYSICS

2016

Best Buslness

HOW SOCIAL NETWORKS CAN
MAKE US SMARTER

ALEX PENTLAND

4 novembre 2008 ‘- Causes - o

is the 1,366,061st person to donate their status >
Barack Obama today. Donate yours: http://ca

Votre commentaire..
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LUSINEDIGITALE

ARNR 5G Intelligence artificielle Mobilité Cybersécurité I

5 trophées récompenseront les projets

les plus innovants de 2020

ACCUEIL ' RESEAUX SOCIAUX

. Le poids du numérique dans l'élection présidentielle américaine >

(4 Status & Photo Q@ CheckIn
Comment Facebook influence les élections américaines
. i Le réseau social Facebook a profité des élections américaines de mi-mandat, en 2014,
It S EIeCtlon Day X pour expérimenter pour la quatriéme fois son dispositif encourageant les utilisateurs a aller
Share that you’re voting in the U.S. Election and voter. Facebook a ainsi montré son influence grandissante sur la démocratie modeme.
find out where to vote. NORA POGGI | PUBLIE LE 06 NOVEMBRE 2014 A 15H07 MIS A JOUR LE 08 NOVEMBRE 2016 A 15H30

RESEAUX SOCIAUX, FACEBOOK, DONNEES PERSONNELLES

¥ TWITTER ) FACEBOOK in LINKEDIN F FLIPBOARD & EMAIL

L ‘ :

More Information I'm a Voter

&3 Photo Q@ Check In

It's Election Day X

Share that you're voting in the U.S.
Election and find out where to vote.
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Experimental evidence of massive-scale emotional
contagion through social networks

Adam D. I. Kramer®', Jamie E. Guillory®?, and Jeffrey T. Hancock™®

Core Data Science Team, Facebook, Inc., Menlo Park, CA 94025; and Departments of >Communication and “Information Science, Cornell University, Ithaca,

NY 14853

Edited by Susan T. Fiske, Princeton University, Princeton, NJ, and approved March 25, 2014 (received for review October 23, 2013)

Emotional states can be transferred to others via emotional
contagion, leading people to experience the same emotions
without their awareness. Emotional contagion is well established
in laboratory experiments, with people transferring positive and
negative emotions to others. Data from a large real-world social
network, collected over a 20-y period suggests that longer-lasting
moods (e.g., depression, happiness) can be transferred through
networks [Fowler JH, Christakis NA (2008) BMJ 337:a2338], al-
though the results are controversial. In an experiment with people
who use Facebook, we test whether emotional contagion occurs
outside of in-person interaction between individuals by reducing
the amount of emotional content in the News Feed. When positive
expressions were reduced, people produced fewer positive posts
and more negative posts; when negative expressions were re-
duced, the opposite pattern occurred. These results indicate that
emotions expressed by others on Facebook influence our own
emotions, constituting experimental evidence for massive-scale
contagion via social networks. This work also suggests that, in
contrast to prevailing assumptions, in-person interaction and non-
verbal cues are not strictly necessary for emotional contagion, and
that the observation of others’ positive experiences constitutes
a positive experience for people.

computer-mediated communication | social media | big data

demonstrated that (i) emotional contagion occurs via text-based
computer-mediated communication (7); (ii) contagion of psy-
chological and physiological qualities has been suggested based
on correlational data for social networks generally (7, 8); and
(#ii) people’s emotional expressions on Facebook predict friends’
emotional expressions, even days later (7) (although some shared
experiences may in fact last several days). To date, however, there
is no experimental evidence that emotions or moods are contagious
in the absence of direct interaction between experiencer and target.

On Facebook, people frequently express emotions, which are
later seen by their friends via Facebook’s “News Feed” product
(8). Because people’s friends frequently produce much more
content than one person can view, the News Feed filters posts,
stories, and activities undertaken by friends. News Feed is the
primary manner by which people see content that friends share.
Which content is shown or omitted in the News Feed is de-
termined via a ranking algorithm that Facebook continually
develops and tests in the interest of showing viewers the content
they will find most relevant and engaging. One such test is
reported in this study: A test of whether posts with emotional
content are more engaging.

The experiment manipulated the extent to which people (N =
689,003) were exposed to emotional expressions in their News
Feed. This tested whether exposure to emotions led people to
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Not getting all sides of the news?

People are increasingly turning away from mass media to social media as a way of learning
news and civic information. Bakshy et al. examined the news that millions of Facebook users'
peers shared, what information these users were presented with, and what they ultimately
consumed (see the Perspective by Lazer). Friends shared substantially less cross-cutting
news from sources aligned with an opposing ideology. People encountered roughly 15% less
cross-cutting content in news feeds due to algorithmic ranking and clicked through to 70%
less of this cross-cutting content. Within the domain of political news encountered in social
media, selective exposure appears to drive attention.

Science, this issue p. 1130; see also p. 1090

Abstract

Exposure to news, opinion, and civic information increasingly occurs through social media.
How do these online networks influence exposure to perspectives that cut across ideological
lines? Using deidentified data, we examined how 10.1 million U.S. Facebook users interact
with socially shared news. We directly measured ideological homophily in friend networks and
examined the extent to which heterogeneous friends could potentially expose individuals to
cross-cutting content. We then quantified the extent to which individuals encounter
comparatively more or less diverse content while interacting via Facebook’s algorithmically
Lo ranked News Feed and further studied users’ choices to click through to ideologically
discordant content. Compared with algorithmic ranking, individuals’ choices played a stronger
role in limiting exposure to cross-cutting content.
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« Rien n’influence plus quelgu’un

qgue la recommandation d’un ami»
Mark Zuckerberg, 2017
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Facebook Data_.*
by Carlos Diuk, Facebook Data Science Science ’
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This week, Facebook Data Science is shipping love in the form of a series of blog ) 3 ) )
posts. This is installment 5 of 6; see the entire series here! This research has been Tous les articles tualité Sante > Santé publique
conducted on anonymized, aggregated data.

[
Love is in the air! Or rather, it's written on your Facebook timeline. Couples are Intégrer la publication « D Onneur d Organes», un

formed, and the news is shared with the world on Facebook by changing statuses Signaler

from "Single*" to “In a relationship". We explored interactions between couples nouveau statut sur
before and after the relationship begins.
Facebook

o))
ol

Relationships start with a period of courtship: on Facebook, messages are
exchanged, profiles are visited, posts are shared on each other's timelines. The
following graph shows the average number of timeline posts exchanged between Par @ lefigaro.fr 1 F é le 02/05/4
two people who are about to become a couple. We studied the group of people
who changed their status from "Single" to "In a relationship” and also stated an
anniversary date as the start of their relationship. During the 100 days before the
relationship starts, we observe a slow but steady increase in the number of
timeline posts shared between the future couple. When the relationship starts
("day 0"), posts begin to decrease. We observe a peak of 1.67 posts per day 12
days before the relationship begins, and a lowest point of 1.53 posts per day 85
days into the relationship. Presumably, couples decide to spend more time
together, courtship is off, and online interactions give way to more interactions in
the physical world.
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: iy | Les utilisateurs américains et britanniques du réseau social peuvent désormais

ajouter le statut «donneur d'organes» a leur profil. Un développement voulu par
Days before/after relationship Mark Zuckerberg pour faciliter les greffes.
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Predicting Personality with Social Media

Jennifer Golbeck Abstract
Human-Computer Interaction Lab Social media is a place where users present themselves to the
University of Maryland world, revealing personal details and insights into their lives.
College Park, MD 20742 USA We are beginning to understand how some of this information
jgolbeck@umd.edu can be utilized to improve the users’ experiences with inter-
faces and with one another. In this paper, we are interested
Cristina Robles in the personality of users. Personality has been shown to
University of Maryland be relevant to many types of interactions; it has been shown
College Park, MD 20742 USA to be useful in predicting job satisfaction, professional and
crobles@umd.edu romantic relationship success, and even preference for dif-
ferent interfaces. Until now, to accurately gauge users’ per-
Karen Turner sonalities, they needed to take a personality test. This made
University of Maryland it impractical to use personality analysis in many social me-
College Park, MD 20742 USA dia domains. In this paper, we present a method by which
kturner@umd.edu a user’s personality can be accurately predicted through the

publicly available information on their Facebook profile. We
will describe the type of data collected, our methods of anal-
ysis, and the results of predicting personality traits through
machine learning. We then discuss the implications this has
for social media design, interface design, and broader do-
mains.

Keywords

personality, social networks, social media

ACM Classification Keywords
H5.3. Group and Organization Interfaces; Asynchronous in-
teraction; Web-based interaction.

Copyright is held by the author/owner(s).
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Abstract

' Sélectionner une langue ¥
Translator disclaimer Emotions are viewed as having evolved through their adaptive value in dealing with fundamental life-tasks.

Each emotion has unique features: signal, physiology, and antecedent events. Each emotion also has

characteristics in common with other emotions: rapid onset, short duration, unbidden occurrence, automatic

appraisal, and coherence among responses. These shared and unique characteristics are the product of our

evolution, and distinguish emotions from other affective phenomena.
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manuscript
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Le modele des émotions universelles de Paul Ekman

contempt

Figure 1 : Jote

sadness

Paul Ekman - Arte (2/5) : Le visage décrypté (documentaire)

140072 wues + 26 |ul. 2012 il 485 B0 13 4 PARTAGER =, ENRECISTRER ... Figure 2 : dégoit, mépns, colére, peur, surprise et tristesse




Facebook Emoticons (2016)

Nouvel émoticone, Mai 2020

_— -
o o

Séparés, mais ensemble

Nous avons ajouté une nouvelle réaction pour vous permettre de montrer
votre soutien en cette période d'isolation. Nous espérons que cela vous
aidera, ainsi que votre famille et vos amis, a vous sentir un peu plus
proches.

— L'équipe Facebook
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Techniques for emotion detection and content delivery

Abstract
US20150242679A1

Techniques for emotion detection and content delivery are described. In one embodiment, for United States

example, an emotion detection component may identify at least one type of emotion associated
with at least one detected emotion characteristic. A storage component may store the identified
emotion type. An application programming interface (API) component may receive a request from
one or more applications for emotion type and, in response to the request, return the identified
emotion type. The one or more applications may identify content for display based upon the Inventor: Barak Reuven Naveh
identified emotion type. The identification of content for display by the one or more applications
based upon the identified emotion type may include searching among a plurality of content items,
each content item being associated with one or more emotion type. Other embodiments are
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Predicting individual-level income from Facebook profiles
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s % o salary Neg many pecple consider this
information peivate and are reluctant to share . In this paper, we show that income is
prodictable from the digtal footprints people loave on Facebook. Applying an establshed

machine leaming method 10 an income-reprosentative sample of 2,623 U.S. Americans, we

S found that (i) Facebook Likes and Status Updates slone predicied a person's income with an
Mt accurncy of up 10 ¢ = 0,43, and (i) Facebook Likes and Status Upcates added incrementsl
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and

Roader Comments (0) with a coerelation of up 10 r = 0.48). Our findings highlight both opp for
privacy that such pred models pose 10 iIndividuals and society when
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Do Others Perceive You As You Want Them To?
Modeling Personality based on Selfie
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Analyzing Personality through Social Media Profile Picture Choice
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Abstract

The content of images users post to their social media is
driven in part by personality, In this study, we analyze
how Twitter profile images vary with the personality of
the users posting them. In our main analysis, we usc
profik images from over 66,000 users whose personality
we estimate based on their tweets, To facilitate inter-
pretability, we focus our analysis on acsthetic and facial
features and control for demographic vaniation in image
features and personality. Our results show significant
differences in profile picture choice between personality
traits, and that these can be hamessed to predict person-
ality traits with robust accuracy. For example, agreeable
and conscientious users display more positive emotions
in their profile pictures, while users high in openness
prefer more aesthetic photos.
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predictable of certain psychological traits by humans (Nau-
mann et al. 2009). The study of profile images is particularly
appealing as these are photos the users choose as represen-
tative for their online persona, and moreover, users can post
pictures that do not stand for themselves. This choice is a
type of behavior associated at least in part with personality,
which is usually expressed by the five factor model (Digman
1990), (McCrae and John 1992) - the ‘Big Five' - consisting
of openness 1o experience, conscientiousness, extraversion,
agreeableness and neuroticism,

For example, extraverts enjoy interacting with others, have
high group visibility and are perceived as energetic. This
could lead to extraverts using profile pictures involving other
people or where they express more positive emotions, Users
high in conscientiousness tend to be more orderly and prefer
planned behaviors. This could kead users to conform to norms

PREDICTING INDIVIDUAL WELL-BEING THROUGH
THE LANGUAGE OF SOCIAL MEDIA
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Watson Personality Insights

Predict personality characteristics, needs, and values via written text.
Understand customer habits and preferences on an individual level—at
scale.

Get started free

o

Watson Personality Insights Detailed personality Learn consumption Tailor the customer
features portraits preferences experience
Use linguistic analytics to infer individual Look at a user’s inclination to pursue Understand individual customers for
personality characteristics (like big five, different products, services, and activities, segmentation, personalized product
needs, and values) from digital including shopping, music, movies, and recommendations, and highly targeted
communications such as email, blog posts, more. messaging.

tweets, and forum posts. Let’s talk
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FBLearner Flow is a machine learning platform capable of easily reusing algorithms in
different products, scaling to run thousands of simultaneous custom experiments, and
managing experiments with ease. FBLearner Flow is used by more than 25 percent of
Facebook's engineering team. Since its inception, more than a million models have been
trained, and our prediction service has grown to make more than 6 million predictions per
second.

i
CODE.FACEBOOK.COM
Introducing FBLearner Flow: Facebook's Al backbone
The FBLearner Flow platform puts state-of-the-art algorithms in Al and machine learning ..
O0& 74 34 commentaires 116 partages
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FBLearner Flow is a machine learning platform capable of easily reusing algorithms in
different products, scaling to run thousands of simultaneous custom experiments, and
managing experiments with ease. FBLearner Flow is used by more than 25 percent of
Facebook's engineering team. Since its inception, more than a million models have been
trained, and our prediction service has grown to make more than 6 million predictions per
second

Introducing FBLearner Flow: Facebook's Al backbone

¢ FBLearner Flow plat rm putls state-of-the-art algorithms in Al and machine learning

OO'O' 3 34 commentaires 116 partages

() Commenter &> Partager

r{r‘,l J'aime

1130 [ UhwinterCapt con

“ * TOPREDICT YOUR FUTURE ACTIONS FOR
n - ADVERTISERS, SAYS CONFIDENTIAL
DOCUMENT

Facebook canidentify people people “at nsk" of jumping ship
from one brand to a competitor. The technology raises ethica

alarms among experts.

Q

SINCE THE CAMBRIDGE ANALYTICA scandal erupted in March, Face

book has been attempting to make a moral stand for your privacy, distanc

«Le capitalisme de surveillance revendique unilatéralement
I'expérience humaine comme matiere premiere gratuite destinée a
étre traduite en données comportementales. Bien que certaines de
ces données soient utilisées pour améliorer des produits ou des
services, le reste est déclaré comme un surplus comportemental
propriétaire, qui vient alimenter des chaines de production
avancées, connues sous le nom d’« intelligence artificielle », pour
étre transformé en produits de prédiction qui anticipent ce que vous
allez faire, maintenant, bient6t, plus tard. Enfin, ces produits de
prédiction sont négociés sur un nouveau marché, celui des
prédictions comportementales, que j'appelle les marchés des
comportements futurs. »

Shoshana Zuboff, L’dge du capitalisme de surveillance, Paris,
Zulma, 2020 (2019), p. 25
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« Une minorité sélectionnée de personnes fait preuve de
caracteristiques relevant a la fois du narcissisme (un autocentrement
extréme), du machiavélisme (une défense brutale de ses propres
intéréts) et de la psychopathie (un profond détachement
e¢motionnel). Contrairement aux caracteristiques du Big Five que
I’on trouve chez tout le monde a un degre ou a un autre et qui font
partie de la psychologie normale — ouverture, conscienciosite,
extraversion, agréabilite et neuroticisme —, les trois traits formant
cette « sombre triade » sont inadaptes, ce qui signifie que ceux qui
en font preuve sont généralement plus enclins a adopter des
comportements antisociaux, voire a perpétrer des actes criminels. A
partir des données que CA avait collectées, 1’équipe fut capable
d’identifier des individus qui possédaient a la fois un score éleve en
neuroticisme et les caractéristiques de la « sombre triade », ainsi
que ceux qui ¢taient davantage sujets a des impulsions colériques et
des pensées conspirationnistes que le citoyen moyen. Cambridge
Analytica les cibla, introduisant des récits via des groupes
Facebook, des publicités, ou des articles dont I’entreprise savait,
grace a ses tests en interne, qu’ils avaient de grandes probabilités
d’attiser la colere de ce segment tres €troit d’individus possédant
ces caractéristiques. CA voulait provoquer les individus, les pousser
a s’engager ».

Christopher Wylie, Mindfuck. Le complot de Cambridge Analytica
pour s’emparer de nos cerveaux, Paris, Grasset, 2020

Psychopathy



Clips de campagne concgus par Cambridge Analytica
pour le Comité d’action politique (PAC) de John Bolton (2014)
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« J’a1 montré a I’équipe les cinqg versions différentes de cette publicité
(...). Chacune avait été s¢lectionnée en fonction des profils de
personnalité des €lecteurs et de la modélisation du public visé. Les
données démontraient sans la moindre ambiguité que chaque clip avait
parfaitement fonctionne. J’avais un tableau indiquant les taux de clics et
la mobilisation. Le résultat de cette campagne d’opinion était sans appel :
on constatait une hausse des opinions favorables. Bolton avait méme eu
recours a un autre prestataire pour confirmer cette tendance. (...). Grace a
ces contenus, les €lecteurs €taient de plus en plus conscients que la
sécurite intérieure €tait un enjeu ¢lectoral majeur. En Caroline du Nord,
nous avions diffusé nos messages aupres d’un groupe de jeunes femmes
testées comme étant extrémement « névrosées », selon le modele
OCEAN. Au terme de I’opération, nous avons découvert, en comparant
ces femmes avec un groupe témoin, que nous avions fait progresser ce
sujet de 34% dans leurs préoccupations. Ce qui avait influencé leur fagcon

de votre. Nous en étions stirs a 95%. »
Britanny Kaiser, Cambridge Analytica. L'entreprise qui a siphonné les données de
87 millions d’utilisateurs, Paris, Harper Collins, 2020 (2019), p. 201-202.



« Dark Ad » de Cambridge Analytica ciblant les
démocrates porteurs d’armes dans les Etats-clés (2016)

Did you know that Hillary Clinton wants to take
your gun away?
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Communiqué de presse 21 avril 2021 Bruxelles

Une Europe adaptée a I'ére du numérique: La Commission
propose de nouvelles régles et actions en faveur de
I'excellence et de la confiance dans l'intelligence artificielle

L'approche européenne pour une A digne de confiance

Les nouvelles régles, fondées sur une définition de I'lA a I'épreuve du
temps, seront directement applicables dans tous les Etats membres.
Elles suivent une approche fondée sur les risques:

Risque inacceptable: Les systemes d'lA considérés comme une
menace évidente pour la sécurité, les moyens de subsistance et les
droits des personnes seront interdits. Il s'agit notamment des systémes
ou applications d'lA qui manipulent le comportement humain pour priver
les utilisateurs de leur libre arbitre (par exemple, des jouets utilisant une
assistance vocale incitant des mineurs a avoir un comportement
dangereux) et des systémes qui permettent la notation sociale par les
Etats.

La Commission Européenne veut
interdire en 2024 :

De déployer des techniques subliminales
au-dela de la conscience d'une personne
pour déformer matériellement le
comportement d'une personne d'une
maniere qui cause ou est susceptible de
causer un préjudice ;

D’exploiter les vulnérabilités d'un groupe
en raison de son age, de son handicap
physique ou mental pour fausser
matériellement le comportement d'une
personne appartenant a ce groupe d'une
maniere qui cause ou est susceptible de
causer un préjudice ;

D’évaluer ou classer la fiabilité des
personnes physiques en fonction de leur
comportement social ou de
caractéristiques personnelles ou de
personnalité connues ou prédites,
conduisant a un traitement préjudiciable
ou défavorable.



