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HUMANISING TECH 

 

Introduction 

 

Browse through the pages of any industry magazine or blog and take a moment to 

count the number of times you happen across the words; augmented reality, virtual 

reality, blockchain, artificial intelligence (AI), the internet of things (IoT), and social 

media. It should become fairly clear (if it hasn’t already), that technology and humans 

have become somewhat ‘entangled’ like never before, with our reliance on it 

increasing radically- what with the need for remote working and social distancing 

protocols in place. 

 

It’s an exciting time in the world of AI: chatbots and virtual assistants are getting 

smarter, complex capabilities such as natural language processing and image 

analysis are rapidly becoming commoditised, and AI is being embedded in 

mainstream software applications. Companies are using AI to humanise their brands 

at scale, engaging customers at personal levels, increasing internal efficiencies, and 

reducing risk.  

 

When John McCarthy and Marvin Minsky discovered Artificial Intelligence in 1956 

(Anyoha, 2017), they were amazed to witness how a machine could perform 

incredibly difficult puzzles quicker than humans. It turns out that teaching Artificial 

Intelligence to win a chess match is actually quite easy. The challenges presented 
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though included teaching a machine what emotions are and how to replicate and 

potentially reciprocate them.  

 

We are constantly surrounded by technology to the point that it it has become so 

normal that we rarely even think that we are using tech. We attend weddings, 

conferences, birthday parties, and perhaps the most surprising, even funerals virtually. 

We cook with the help of tech, planning our day with the help of tech and all of this 

becomes a part of us- even more so with the rise of the on-going Covid-19 pandemic. 

In a way, we have ‘humanised technology’ and doing so has created immense 

potential. 

 

As tech becomes more intelligent, it also needs to become more human friendly. 

Needless to say, technology is raising people’s expectations across the board and this 

is the ideal time to understand the potential, risks, and opportunities in Humanising 

Technology. (Hasan, 2020) 

 

In this paper, we will endeavour to explore the need to humanise technology and the 

potential competitive advantage that humanised tech offers, how technology and 

emotions work in tandem, the impact of customer service chatbots and their 

influence on marketing, as well as the possible disadvantage offered to humanity as 

humanised tech rises.  

 

The Need to Humanise Technology 

A study (Kadam, 2019) suggests that if you want to be relevant when it comes to 

technology and career growth, forget about technology, and learn about humans. 

Learn about human needs, emotions, and behaviour. Technology is a means to 

enable the needs of human beings. Technologies will come and go, whereas the 

topic of human needs will be constant. 
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Ironically, however, is that technology changes faster than the human need it is 

supposed to serve. Interestingly, it is not that we want less from it. On the contrary, the 

human appetite for better, faster, cheaper technology –software and hardware– is 

avid, and voracious (Kadam, 2019). More is more! 

 

We have come to find that these mechanical, automatic, arithmetical, and 

increasingly invasive technologies are leaving us feeling cold, controlled, confused, 

and, paradoxically, what was supposed to keep us connected is making us feel more 

disconnected (Kadam, 2019). For decades, the inventing and subsequent building of 

technology has been in an effort to make humans more effective, eliminating the 

need for our involvement in tasks ranging from remembering birthdays, to washing the 

dishes, to assembling cars. Unfortunately, we have reached a point where efficiency 

and automation are no longer enough. It has all become dehumanised. 

 

By “inventing” technology, we have potentially placed ourselves in a position 

wherewe have come to think of ourselves as some kind of superhero who can make 

anything automatic and technically advanced by using AI, chatbots, machine 

learning, blockchain, cloud, and everything else that come with it (Kadam, 2019). 

Modern society today has become so deeply immersed in technology that we often 

do not even realise how much it is affecting our daily lives, and how much it is 

changing our brains in a negative fashion as it takes over many of our cognitive 

functions. Just try forgetting your mobile phone somewhere for few hours, and you will 

come to realise how heavily dependent you have become on your device.  

 

The availability of all this technology makes us more impatient and crave 

convenience beyond our conventional needs. Whenever we interact on digital 

channels, consume information online, browse for products online to purchase or try 

new technology, we demand it to be more natural, or faster, else we move on. As a 

result, the attention span of the average human has decreased from 12 seconds to 

approximately only 8 seconds (Booth, 2020) which evidently is less than that of a 
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goldfish with 9 seconds! Our brains are adapting and changing in the presence of 

technology and the increased demands for our attention that we can now only focus 

on ach new ‘trend’ for a short time (Kadam, 2019). 

 

Why Technology Needs to be More Human 

 

The element that decides whether a technology will be adopted is not technical at 

all. The most essential aspect is how well technology can support our human cognitive 

capabilities and enhance how we do things naturally. It needs to be easy-to-

understand, convenient, well-engineered and optimised around people and their 

habits (Hasan, 2020).  

Here are 5 reasons why technology needs to be ‘more human’ (Hasan, 2020): 

• Convenience: Consumers are affected by information overload. They 

want personalised, quick, and easy access to the information or results 

that are relevant to their specific situation. 

• Emotive: Technology is cold and flat, humans are not. They like to be 

vivid and varied. A Performance Management System can incorporate 

visuals or graphic representations of the current status, as opposed to a 

box that asks you for percentage completion. Engagement can mean 

more than surveys and focus-group discussions. You can sense the pulse 

of an employee every day if you use simple means of gauging their state 

of mind through, employee-engagement surveys, mood polls, 

emoticon-selection techniques, and behaviour during work. 

• Simplification: Technology is supposed to reduce the complexity of our 

daily lives, which ironically, is partly caused by technology itself. 

Advancing technology will continue to help if it becomes more human-

oriented to help us to simplify, assess, and filter. 

• Experience & Integration: Technology makes it possible to access 

personal, relevant content and act when and where we need to. 
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Companies should foster such a culture that supports employees to 

maintain their work-life balance and monitor their health and well-being 

with the help of technology- with special consideration of the remote 

working environment that most organisations have adopted as in 2020.  

• Inclusion: The speed at which technology is advancing bears the risk of 

excluding less tech-savvy people from its benefits. For example, people 

who do not know how to operate a search engine, smartphones, or 

apps, will have difficulties with accessing information that may be 

relevant for them. However, tech companies like Google, Facebook, 

and others are trying to customise the technology for the new entrants 

and making it easily accessible as well as offering on-the-job-training for 

those existing employees who may be less technologically inclined. 

 

The Competitive Advantage 

 

As software continues to consume the world, the potential for privacy and ethics 

violations increases. It’s clear that technology executives and managers need to 

recognise the industry-wide factors that have contributed to the current fractured 

state of customer trust and move toward a framework that puts users first (Iyer, 

Getchell, & Fleischmann, 2018). 

 

The conundrum which exists today in tech being that companies capture and use 

customers’ personal information but fail to show concern about the overall damage 

they cause by their individual actions. 

 

Organisations have acted in favour of increasing market share, while eroding their 

customer’s level of trust in the process. This was quite clear as we witnessed 

Facebook’s Mark Zuckerberg being interrogated by US Congress over the 

consequences of Cambridge Analytica’s data privacy scandal with Facebook user 

data (Lapowsky, 2018). 
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Leading with tech first, questions second (or not at all). The rise in artificial and 

augmented intelligence has led to a proliferation of technologies that create, mimic, 

and facilitate conversation. This means designers are now introducing empathy, 

personality, and creativity to machine-human interaction in ways that affect user 

experience (Iyer, et al. 2018). The relationship a machine has with (and to) a user 

becomes a new competitive advantage. 

 

Regular, everyday objects are now becoming smart objects with the ability to interact 

with humans. What are the guidelines for structuring these conversations? Google has 

raised the question of whether users should be informed that they are interacting with 

a computer. What ethical rules should be in play when it comes to using these 

products, whether it’s a voice assistant, a TV, or even a car? 

 

Companies that excel in addressing these questions to gain the trust of users will be 

given the opportunity to offer new products and services to those users. The key 

ingredient here, which cannot be stressed enough, is trust. 

 

How Tech and Emotions Go Hand-in-Hand 

 

In 1998 the first mainstream computer was launched into the market: the Macintosh 

128k. Today, 23 years later, life without such computers is unimaginable. We even 

continuously carry one in our pocket: the smartphone (Callewaert, 2016). In next to 

no time, digital technology has succeeded in totally adapting our way of life and 

turning it upside down. As previously mentioned, we are depending on technology 

now more than ever before. 

This makes our relationship with digital technology increasingly complex. These days 

most people will not, or perhaps cannot leave the house without their smartphone, 

tablet, or laptop. This type of connectivity results in a unique device & user relationship- 

technology is no longer a machine which can take over one single action, but rather, 

it has become an extension of our personality which enables us to respond to the 
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current societal demands. Without realising it, it has become intertwined in our daily 

lives and our ‘physical me’ so that it has become difficult to distinguish between the 

two (Callewaert, 2016). One may have noticed that technology has been presented, 

although unconsciously, in that sentence as it if has its own willpower, or its own soul. 

This is not the case, of course, but the idea of Artificial Intelligence, as it is called, does 

contain a certain level of truth. 

 

We talk about Artificial Intelligence when devices have become so intellectual that 

they can make decisions themselves about their actions. So, a self-activating 

lawnmower does not respond to this definition, if it automatically cuts the grass when 

it is dry enough? Correct! A second very important element is missing for that: 

emotions (Callewaert, 2016). 

 

Emotional technology 

Emotional technology (or E.T.) is the new stage in our eternal search for artificial 

intelligence. E.T. stands for measuring biometric data in order to define emotions and 

then using these data sets as input for various digital applications. You may notice 

that this shows a strong resemblance with the Internet of Things.  

 

This abstract definition becomes clearer with an example: Sensors in certain 

wearables can detect the level of excitement in a vehicle driver. When a driver 

becomes too excited in traffic, there is a risk of road rage, excessive speed or even 

accidents. When the sensor that we carry on us detects an increase in excitement, 

the playlist in the car will adapt in a way that a quieter song will help the driver relax, 

without making this obvious (Callewaert, 2016). 

 

In fact, digital technology will teach us a certain level of empathy so that digital 

applications can understand us better and act upon this. As the previous definition 

and the accompanying example clarify, E.T. is based on 2 major 
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pillars: detection and conversion, both of which have been developed to such an 

extent in the past few years that is has now become possible to combine them both 

in Emotional Technology (Callewaert, 2016): 

1. Detection: extracting biometric data has become a real hype in recent years. 

It has become possible for us, consumers, to monitor our own body and in this 

case our emotions, now more than ever and with the help of miscellaneous 

handy wearables. This ensures that a massive amount of data is becoming 

available for new applications. 

2. Conversion: connecting products to each other which until recently 

were innately asocial has been facilitated by the arrival of IoT. Think about the 

radio in the above example; thanks to the hyper-connectivity of our digital 

world, the music is not only influenced by the device’s buttons, the input can 

also originate from various other sources (for instance, excitement sensor). That 

is how raw data can be translated into concretely observable actions. 

Both conditions have matured to such an extent today that they can now be 

combined into intelligent Emotional Technology. Lets take a look at these pillars in 

more depth: 

 

Detection 

For some time, scientists have had the capabilities to measure bio-signals which are 

related to emotions. Speech, perspiration, muscle tension, body temperature, and 

heartbeat have proven to be strong indicators of our state of mind. Up to the digital 

revolution, measuring these factors was only possible in specifically equipped 

laboratories (Callewaert, 2016). But today things have changed- we constantly carry 

highly technological movement sensors in our pockets, always have a camera at our 

disposal, and can operate our devices with advanced speech technology.  

Heartbeat: as our intuition indicates, our heartbeat is a strong indicator of the extent 

to which we are excited or of our degree of arousal (Callewaert, 2016). 

• Most smartwatches and fitness trackers launched in the market today have an 

optical heartbeat meter, such as: Apple watch, Moto 360, Samsung 
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smartwatch, Garmin Forerunner, Pebble… By combining a basic optic sensor 

to a few LEDs, the heartbeat can be registered rather accurately. 

• Even a basic webcam image can register your heartbeat and breathing these 

days, through minor colour variations in one’s skin.  

Perspiration: the extent to which our skin is a conductor for electricity depends on our 

perspiration. This fluid production is very sensitive to the extent of excitement and 

fluctuates throughout the day, according to our emotional condition (without us 

being aware of it). By connecting two electrodes to the skin and measuring the 

degree of conductivity between them, we can also determine the arousal 

(Callewaert, 2016). 

Speech: the intonation we talk with in daily life is the way to link emotions to our verbal 

messages. Thanks to a continued development of speech technologies, this 

intonation can now also be deciphered digitally. 

Body language: our facial expressions reveal a lot about how we feel, and so does 

our entire body language. Today several tools are already capable of translating 

these postures and expressions into categorised emotions (Callewaert, 2016). 

Undoubtedly there are many more applications and examples of sensors already 

available as consumer product these days and the list will continue to grow in the 

coming years. 

 

Conversion 

However, mere biometric data detection and thus also the users’ emotion is not 

sufficient; the important part starts when the data is used as input for other (digital) 

applications. We apply this again to the already used example: simply knowing when 

a person gets excited when driving will not entail a better driving behaviour in them. 

Rather, it is only when we use the measured data as input for the car playlist that we 

really create an additional value for the consumer. At that moment, however, the 

technology is showing a certain level of (acquired) empathy which again brings us 

one step closer to AI (Callewaert, 2016). A good implementation of emotional 

technology translates into a digital world which adapts to its user, not the other way 
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around! Such symbiosis no longer ensures that technology estranges us from each 

other; on the contrary, it stimulates us to engage in emotional connections 

(Callewaert, 2016). 

Various options illustrate the potential. Consider the possibilities if… 

• an application linked all emotional data in a city to the geographical data 

and then renders a heat map of places with a positive ambiance and places 

where a feeling of insecurity has the upper hand? 

• my smartphone measured the emotional connection when dating and 

compared it with the data of others, to present the perfect emotional match 

for me? 

 

Emotion AI Helps Companies Improve Their CX 

 

The concept of emotional artificial intelligence or ‘emotion AI’ conjures up visions of 

humanoid robots in customer service roles, such as the lifelike ‘receptionist’ 

welcoming guests at a Tokyo hotel. A number of companies have added emotion 

recognition to their personal assistant robots so they too can have more humanlike 

interactions (Moore, 2018). 

 

Tech giants, as well as smaller start-ups, have been investing in emotion AI for over a 

decade, using either computer vision or voice analysis to recognise human emotions. 

Many of these companies started with a focus on market research, analysing and 

capturing human emotions in response to a product or TV commercial. Commercial 

deployments are slowly emerging in virtual personal assistants (VPAs), cars, call 

centres, robotics and smart devices. 

 

In 2018, Gartner predicted that by 2022, 10% of personal devices will have emotion AI 

capabilities, either on-device or via cloud services, up from less than 1% in 2018 

(Moore, 2018). 
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New uses are evolving quickly 

 

In the past five years, emotion AI vendors have moved into completely new areas 

and industries, helping organisations to create a better customer experience and 

unlock real cost savings. These uses include, but not limited to (Moore, 2018): 

1. Video gaming. Using computer vision, the game console/video game 

detects emotions via facial expressions during the game and adapts to it. 

2. Medical diagnosis. Software can help doctors with the diagnosis of 

diseases such as depression and dementia by using voice analysis. This is 

further helpful during a time like the present where Telehealth is so 

prevalent because of lockdown and social distancing regulations.  

3. Education. Learning software prototypes have been developed to adapt 

to kids’ emotions. When the child shows frustration because a task is too 

difficult or too simple, the program adapts the task, so it becomes less or 

more challenging- which is of particular benefit in a world where online 

classes have become a major part of a learner’s daily engagement. 

Another learning system helps autistic children recognise other people’s 

emotions. 

4. Employee safety. Based on Gartner client inquiries, demand for employee 

safety solutions is on the rise. Emotion AI can help to analyse the stress and 

anxiety levels of employees who have very demanding jobs such as first 

responders. 

5. Patient care. A ‘nurse bot’ not only reminds older patients on long-term 

medical programs to take their medication, but also converses with them 

every day to monitor their overall wellbeing. 

6. Car safety. Automotive vendors can use computer vision technology to 

monitor the driver’s emotional state. An extreme emotional state or 

drowsiness could trigger an alert for the driver. 

7. Autonomous vehicles. It is expected that in the near future, the interior 

of autonomous cars will have many sensors, including cameras and 
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microphones, to monitor what is happening and to understand how users 

view the driving experience. 

8. Fraud detection. Insurance companies use voice analysis to detect 

whether a customer is telling the truth when submitting a claim. According 

to independent surveys, up to 30% of users have admitted to lying to their 

car insurance company in order to gain coverage. 

9. Recruiting. Software is used during job interviews to understand the 

credibility of a candidate. 

10. Call centre intelligent routing. An angry customer can be detected from 

the beginning and can be routed to a well-trained agent who can also 

monitor in real-time how the conversation is going and adjust. 

11. Connected home. A VPA-enabled speaker can recognise the mood of 

the person interacting with it and respond accordingly. 

12. Public service. Partnerships between emotion AI technology vendors and 

surveillance camera providers have emerged. Cameras in public places 

in the United Arabic Emirates can detect people’s facial expressions and, 

hence, understand the general mood of the population. This project was 

initiated by the country’s Ministry of Happiness. 

13. Retail. Retailers have started looking into installing computer vision emotion 

AI technology in stores to capture demographic information and visitors’ 

mood and reactions. 

However, barriers to adoption remain. A recent Gartner consumer survey revealed 

that there are still considerable trust issues around emotion AI technologies; that is, 

users feel less comfortable with emotion AI via camera capture compared to voice 

analysis (Moore, 2018). 

 

“Providers need to convince us that our emotion data is safeguarded and only used 

in an anonymised way to train other systems by implementing transparent data 

management policies,” cautions Annette Zimmerman- research Vice President at 

Gartner (Moore, 2018). 
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The Impact of Humanising Customer Service Chatbots 

 

As we know, researchers, the general public and organisations alike have become 

enamoured with Artificial Intelligence (AI). With recent breakthroughs in the field, 

coupled with changes in public perception and advances in hardware, society has 

seen AI technologies move to the main stage. Organisations are looking to capitalise 

by putting these technologies into practice to both capture value, and to hedge 

against the possibility of disruption (Schanke, Burtch, Ray, 2020). AI technologies have 

seen widespread implementation in a variety of domains, from fraud detection, to 

image recognition, voice recognition and natural language processing.  

 

Although media and public interest have caused AI to reach what Gartner refers to 

as a state of “inflated expectations”, there is clear value in these technologies, if they 

are used appropriately and expectations are managed (Schanke, et al. 2020). One 

prominent example of an AI-based tool that has seen widespread adoption and 

value creation for firms of all sizes is the text-based ‘chatbot’.  

 

Chatbots are autonomous software agents that support text-based exchanges with 

human users, drawing on tools and techniques from the domain of Natural Language 

Processing. Chatbots have the potential to automate basic, repeatable, 

standardised customer service interactions, relieving the need for those interactions 

to be handled by human employees (Schanke, et al. 2020). Recognising the potential 

of these sorts of AI-based autonomous agents, organisations are adopting them at an 

extremely rapid pace. 

 

Though anthropomorphism touches several academic disciplines, it can best be 

described as the attribution of human-like qualities to non-human entities like 

machines, animals, and other objects (Duffy 2003). This phenomenon is a common 

occurrence when individuals interact with technology that possess certain elements 

associated with human-to-human interaction such as eye gaze, facial expressions, 

and conversational turn-taking (Schanke, et al. 2020). How individuals humanise 
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technology has been an important topic of inquiry in both Human Computer 

Interaction (HCI) and Human Robot Interaction (HRI) literature for decades. In some 

cases, making technology more human-like has proven to be beneficial, increasing 

user trust and satisfaction with the interface, while, in other cases, adding human-like 

social cues has led to negative consequences, such as social anxiety and reduced 

cooperation (Schanke, et al. 2020). 

 

While some disciplines view anthropomorphism as a hindrance, others, like HCI, view 

anthropomorphism as an inevitability that should be accounted for and 

acknowledged when designing interface (Schanke, et al. 2020). A popular paradigm 

used in HCI is known as, ‘Computers Are Social Actors’, or CASA, which suggests that 

people, when presented with technology that contains features like dialogue and 

turn taking, identify those pieces of technology as social actors (Schanke, et al. 2020). 

It is this conceptualisation of digital agents as social actors, that interface designers 

can apply theories from social sciences, which govern human-to-human interaction 

like politeness and reciprocity, and effectively carry these over to human machine 

interactions (Schanke, et al. 2020). As such, designers can strategically utilise social 

cues like small talk, greetings, and transitions to influence user trust with the interface 

and elicit specific behaviours like self-disclosure (Cassell & Bickmore, 2000) and 

persuasion (Xu & Lombard, 2017). 

 

In interacting with a chatbot, users have opportunities to make social presence 

attributions at the beginning, middle, and end of the conversation.  

 

We seek to evaluate the effects of introducing anthropomorphism in chatbots via the 

three commonly used social cues: social presence, communicative delay, and 

humour (Schanke, et al. 2020).  

 

This social presence can prove to be a double-edged sword for practitioners. The 

more socially present the interactions are, the more engaging the interface; however, 

the more human-like the interface, the higher expectations that the user has of the 
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machine’s communicative prowess (Schanke, et al. 2020). With this, designers of 

chatbots make a very important decision of how their conversational agent is 

perceived in the beginning of the interaction based on the greeting. For example, a 

designer can either greet the user, by introducing itself with a real human name, or 

level expectations of communicative capability by using a generic machine-like 

name. By setting the tone with a human name, the designer could elicit an 

anthropomorphic response to the chatbot, thus potentially leading to a more 

engaging customer experience. Alternatively, in giving the chatbot a human name, 

the designer could enforce unattainable human expectations on the chatbot, which 

could lead to frustration later in the experience (Schanke, et al. 2020). In addition to 

the greeting, designers can influence anthropomorphic perceptions through the 

language choices they make in the conversation. For instance, using more polite, 

informal, or social language can help induce anthropomorphic perceptions and also 

perceptions of social presence. Slight differences in agent language have shown to 

greatly impact a chatbot’s perceived personality (Schanke, et al. 2020). It is with these 

linguistic features that designers help to enforce a feeling of social presence and 

further promote anthropomorphism in their chatbot.  

 

Communication Delays: In addition to linguistic features, another social cue 

employed by both researchers and practitioners is delay (Schanke, et al. 2020). From 

one perspective, delays could be interpreted as the chatbot not working as 

expected. However, when implemented correctly, slight delays that are dynamic to 

the amount of text can dictate levels of persuasion and chatbot personality 

perceptions (Schanke, et al. 2020). At face value, this anthropomorphic effect of 

delays seems somewhat intuitive as humans do not read and respond to messages 

sent through text-based mediums instantaneously. Although these slight delays may 

lead to more anthropomorphic perceptions of the chatbot, they may also interrupt 

the service quality associated with the experience (Schanke, et al. 2020). Thus, delays 

in sending messages could lead to two different outcomes in a customer service 

interaction. If the anthropomorphic features of the interface lead to higher levels of 

trust in the interface, then potentially these slight delays would enhance the user 

experience and lead to higher levels of satisfaction with the experience. In contrast, 

delays can be viewed as an element that impedes the service encounter and 
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prevents the customer from accomplishing the self-service task. The balance is 

therefore crucial. 

 

Humour: In the fields of sociolinguistics and pragmatics, humour has been shown to 

introduce feelings of common ground between two communicating social actors 

(Holtgraves, 2011 & Brown & Levinson, 1987). Similar to human-to-human interactions, 

humour can be an effective way to personify systems, and create a more engaging 

interaction (Schanke, et al. 2020). Additionally, humour in task-oriented 

communications has been shown to increase individual’s satisfaction with the task 

(Schanke, et al. 2020). Although humour may be beneficial, it does appear that there 

is some nuance required in implementing humour. For instance, in the medical field, 

humour helps improve reassurance for patients, but only in the correct context 

(Schanke, et al. 2020). This has further been shown in human and robot interaction, 

where robots with a more playful personality gains more compliance from humans in 

a non-serious task, and more serious robots perform better in what may be perceived 

as a serious task (Schanke, et al. 2020). Similarly, humour in both business and customer 

service interactions requires a more nuanced approach (Schanke, et al. 2020). With 

this nuance of humour, in a customer service interaction, it is unclear whether humour 

will increase the satisfaction for users engaging with the chatbot or whether it will 

hinder the overall experience- as such further data collection and investigation is 

required.  

 

Emotionally Aware Chatbots 

 

Nowadays, most of chatbots technologies were built by using neural-based 

approach. Emotional Chatting Machine (ECM) [65] was the first works which exploited 

deep learning approach in building a large-scale emotionally-aware conversational 

bot (Pamungkas, 2019). Thereafter several studies were proposed to deal with this 

research area by introducing emotion embedding representation or modelling as 

reinforcement learning problem (Pamungkas, 2019). Most of these studies used 

encoder-decoder architecture, specifically sequence to sequence (seq2seq) 
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learning. Some works also tried to introduce a new dataset in order to have a better 

gold standard and improve system performance. 

 

As we mentioned before that emotion is an essential aspect of building humanise 

chatbot. The rise of the emotionally aware chatbot (EAC) is started by Parry [8] in early 

1975 (Pamungkas, 2019). Now, most of EAC development exploits neural-based 

model.  

 

Studies suggest that most of all recent EAC was built by using encoder-decoder 

architecture with sequence-to-sequence (seq2seq) learning. These seq2seq learning 

models maximise the likelihood of response and are prepared to incorporate rich 

data to generate an appropriate answer. Basic seq2seq architecture structured of 

two recurrent neural networks (RNNs), one as an encoder processing the input and 

one as a decoder generating the response. 

 

Another vital part of building EAC is emotion classifier to detect emotion contained in 

the text to produce a more meaningful response in the hope of offering a more 

satisfactory and warmer customer experience. Emotion detection is a well-established 

task in natural language processing research area (Pamungkas, 2019). 

 

How Chatbots Influence Marketing 

 

We live in an epoch of information overload. Although the basic principles of 

marketing will remain the same, to a much greater extent they become individualised 

and contextualised, enabling brands to convert and adapt their current market 

orientation (Kaczorowska-Spychalska, 2019). The multiplicity of media and related 

channels enforces the need to process messages and stimuli in a constant and 

uninterrupted way- especially when taking the diminished attention span of the 

average consumer into consideration. In such an approach the upgrade connected 

with digital technologies becomes an inherent element of marketing while allowing 
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various market players to join in on an easier and more integral way than ever before. 

Using chatbots in that process enables companies/brands to intensify consumer’s 

diverse emotions and experiences while increasing their involvement and satisfaction. 

They become smarter and more cognitive in the space of algorithmic economy 

(Kaczorowska-Spychalska, 2019). 

 

Currently, it is assumed that digital technologies can result in an increase of 

functionality of applied solutions, growth of operational effectiveness along with 

improvement and optimisation of implemented processes and tools in an individual 

enterprise. They are to facilitate everyday activities as well as to improve a standard 

and quality of life, especially if they are analysed within integrated ecosystems. 

 

In such space marketing is subject to stronger technologisation processes while 

evolving towards algorithms, predictive marketing based on them, solutions using so-

called MarTech or, ultimately, marketing based on values that are integrated with 

everyday consumer lifestyle (Kaczorowska-Spychalska, 2019). Digital transformation 

brings on a new wave of projects that have technology enablers, require new digital 

workflows, and ideally have new ways to service customers. They include integrating 

marketing automation tools, deploying upgraded mobile applications to customers 

or enabling new data analytics capabilities through Big Data technologies (Sacolick, 

2017, p. 130).  

 

Consequently, marketing in the digital era combines online and offline interactions, 

blends a style with the essence and supplements connection between machines with 

human interaction in order to strengthen consumer involvement. 
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The End of Humanity? 

 

There is no doubt technology has made our lives easier and more efficient, but what 

are we sacrificing in return? If the 2004 movie I, Robot is anything to go by, we could 

be sacrificing the entire human race. 

 

Sure, a science fiction movie is by no means a crystal ball, but a future where robots 

can outsmart, and mimic human qualities is not as far off as you may gather from the 

above research (Makwana, 2019). What with technology being brought into the 

realm of emotional awareness.  

 

It is rather easy to see what technology has already done to our livelihoods; it’s been 

estimated that tech has taken over 90 per cent of the job’s humans used to do in the 

past 100 years (Makwana, 2019). Consider driverless trains, supermarket self-checkout 

points, automated airport bag drop-offs and even the tasks your computer can now 

perform in seconds that once required a human being’s mind power. When it comes 

to everyday life, technology is constantly making headlines for its ability to make us 

“cold” or “impersonal”—we all know someone who is glued to their screen while on 

their commute, when hanging out with friends and even at the dinner table- and let’s 

not forget the now requirement on our lives to socially distant, thus leaning more on 

tech for or social interactions. 

 

So, is technology also robbing us of our humanity, those qualities that make us humane 

and kind? 
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There generally stands a positive as well as a negative framework to most things in life; 

it all depends on what path you follow. Some of the world’s tech giants are starting to 

pay more attention to the good, exploring the humanity their innovations can 

enhance. 

 

There’s that saying: “We become what we behold. We shape our tools and then our 

tools shape us.” 

 

As entrepreneurs and leaders of 2021, we now have the power to change humanity 

at a rapid rate. It’s a responsibility we shouldn’t take lightly. 

 

It’s clear that the big tech roleplayers are recognising the benefits of being socially 

driven (Makwana, 2019); Google is focused on “do the right thing”, Microsoft on 

empowerment, and even Facebook has a mission to give “people the power to build 

community and bring the world closer together”. 

 

If we think about how we want humanity to be in the future, we need to start with 

technology today. 

 

Conclusions 

Technology, AI, and Chatbots are here to stay. Going forward, we need to continue 

the moderate pace of humanising the technology; it will require more up-gradation 

to continue the collaboration between humans and technology, especially in the 

field of work.    
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Emotional technology is the next stage in the continuous humanising of technology. 

The way we will interact with our devices will further blend with our actions, which will 

make the boundary between human and non-human even more vague. The amount 

of data available through all kinds of wearables and health trackers will be valued 

and used as input for many intelligent applications. Furthermore, the marketer 

disposes of a very powerful tool which can make that content measurably more 

relevant.  

 

Chatbots represent a means by which organisations can ensure consistent 

performance in their human facing customer service roles. In many customer-service 

jobs, individuals are expected to perform routinised tasks with nearly mechanistic 

efficiency and perfection. This is difficult because individual workers behave 

differently from each other, as well as the same individual varies their behaviour 

throughout the day. This standardisation of service delivery is both a chief concern 

among most retailers today, as well as a key reason many firms are considering 

implementing autonomous customer service agents. As such, a potentially effective 

compromise, that simultaneously leverages the social intelligence of humans, in 

tandem with the standardised delivery enabled by autonomous agents, is to imbue 

chatbots with social intelligence. 

 

 

  

http://isc-prod-euw-howcoolbrandsstayhot.azurewebsites.net/downloads/
http://isc-prod-euw-howcoolbrandsstayhot.azurewebsites.net/downloads/
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