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Döveling, K., Harju, H. A., & Sommer, D. (2018). From mediatized emotion to digital
affect cultures: New technologies and global flows of emotion. Social Media 1
Society, 4. doi:10.1177/2056305117743141

Doyle, W. (2019). Brand communication and the attention economy. In W. Doyle &
C. Roda (Eds.), Communication in the era of attention scarcity (pp. 49–61).
London; New York, NY: Palgrave Macmillan.

Doyle, W., & Roda, C. (2019). Introduction. In W. Doyle & C. Roda (Eds.),
Communication in the era of attention scarcity (pp. 1–6). London; New York,
NY: Palgrave Macmillan.

Drucker, S., Huron, S., Kosara, R., Schwabish, J., & Diakopoulos, N. (2018).
Communicating data to an audience. In N. H. Riche, C. Hurter, N. Diakopoulos, &
S. Carpendale (Eds.), Data-driven storytelling (pp. 211–231). Boca Raton, FL;
London: CRC Press.

Du Sautoy, M. (2019). The creativity code: How AI is learning to write, pain and think.
London: 4th Estate.

Dubois, E., & Blank, G. (2018). The echo chamber is overstated: The moderating
effect of political interest and diverse media. Information, Communication &
Society, 21(5), 729–745.

Edwards, L., & Veale, M. (2018). Slave to the algorithm? Why a ‘right to an
explanations’ is probably not the remedy you are looking for. Duke Law &
Technology Review, 18(1), 18–84.

Elish, M. C., & boyd, d. (2018). Situating methods in the magic of Big Data and AI.
Communication Monographs, 85(1), 57–80.

Elkin-Koren, N. (2020). Contesting algorithms: Restoring the public interest in content
filtering by artificial intelligence. Big Data & Society, 7(2), 2053951720932296. doi:
10.1177/2053951720932296

Ess, C. (2015). The onlife manifesto: Philosophical backgrounds, media usages, and
the futures of democracy and equality. In L. Floridi (Ed.), The onlife manifesto:
Being human in a hyperconnected era (pp. 89–109). Cham: Springer.

Etter, M., Colleoni, E., Illia, L., Meggiorin, K., & D’Eugenio, A. (2018). Measuring
organizational legitimacy in social media: Assessing citizens’ judgments with
sentiment analysis. Business & Society, 57(1), 60–97.

Etzioni, A. (2017). Job collapse on the road to new athens. Challenge, 60(4), 327–346.
Evans, E. (2016). The economics of free: Freemium games, branding and the

impatience economy. Convergence: The International Journal of Research into
New Media Technologies, 22(6), 563–580.

Eyal, N. (2019). Hooked: How to build habit-forming products. London: Penguin.

146 References

https://doi.org/10.1177/1461444820940293
https://www.wired.com/story/online-conspiracy-groups-qanon-cults/
https://doi.org/10.1177/2053951716665128
https://doi.org/10.1177/2056305117743141
https://doi.org/10.1177/2053951720932296


Faraj, S., Pachidi, S., & Sayegh, K. (2018). Working and organizing in the age of the
learning algorithm. Information and Organization, 28, 62–70.

Fazi, M. B. (2020). Beyond human: Deep learning, explainability and representation.
Theory, Culture & Society. doi:10.1177/0263276420966386

Ferrante, A., & Sartori, D. (2016). From anthropocentrism to post-humanism in the
educational debate. Relations, 4(2), 175–194.

Fisher, E., & Mehozay, Y. (2019). How algorithms see their audience: Media
epistemes and the changing conception of the individual. Media, Culture &
Society, 41(8), 1176–1191.
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Léveillé Gauvin, H. (2018). Drawing listener attention in popular music: Testing five
musical features arising from the theory of attention economy. Musicae Scientiae,
22(3), 291–304.

Levy, S., & Barber, G. (2019, June 10). The ambitious plan Facebook’s cryptocurrency,
Libra. Wired. Retrieved from https://www.wired.com/story/ambitious-plan-behind-
facebooks-cryptocurrency-libra/

Lim, E. (2020). The protestant ethic and the spirit of Facebook: Updating identity
economics. Social Media 1 Society, 6. doi:10.1177/2056305120910144

van der Linden, S., Panagopoulos, C., & Roozenbeek, J. (2020). You are fake news:
Political bias in perceptions of fake news. Media, Culture & Society, 42(3),
460–470. doi:10.1177/0163443720906992

Lindner, P. (2020). Molecular politics, wearables, and the aretaic shift in biopolitical
governance. Theory, Culture & Society, 37(3), 71–96.

Literat, I., & Kligler-Vilenchik, N. (2019). Youth collective political expression on
social media: The role of affordances and memetic dimensions for voicing political
views. New Media & Society, 21(9), 1988–2009. doi:10.1177/1461444819837571

Livingstone, S. (2019). Audiences in an age of datafication: Critical questions for
media research. Television & New Media, 20(2), 170–183.

Lomborg, S., Thylstrup, N. B., & Schwartz, J. (2018). The temporal flows of self-
tracking: Checking in, moving on, staying hooked. New Media & Society, 20(12),
4590–4607.

152 References

https://doi.org/10.1177/2053951720908290
https://doi.org/10.1093/isr/viz022
https://doi.org/10.1177/1354856518821589
https://doi.org/10.1177/2056305120955182
https://doi.org/10.1177/2053951718756684
https://doi.org/10.1177/2056305120978968
https://doi.org/10.1177/2053951719863819
https://www.wired.com/story/ambitious-plan-behind-facebooks-cryptocurrency-libra/
https://www.wired.com/story/ambitious-plan-behind-facebooks-cryptocurrency-libra/
https://doi.org/10.1177/2056305120910144
https://doi.org/10.1177/0163443720906992
https://doi.org/10.1177/1461444819837571


Lunborg, T., & Vaughan-Williams, N. (2015). New materialisms, discourse analysis,
and international relations: A radical intertextual approach. Review of International
Studies, 41, 3–25.

Lupton, D. (2018). How do data come to matter? Living and becoming with personal
data. Big Data & Society, 5. doi:10.1177/2053951718786314

Lupton, D. (2020). Data selves. Cambridge; Medford, MA: Polity Press.
Lupton, D., & Watson, A. (2020). Towards more-than-human digital data studies:

Developing research-creation methods. Qualitative Research. doi:10.1177/1468794
120939235

Lury, C., & Day, S. (2019). Algorithmic personalization as a mode of individuation.
Theory, Culture & Society, 36(2), 17–37.

Lury, C., & Wakeford, N. (2012). Inventive methods: The happening of the social.
London; New York, NY: Routledge.

MacLure, M. (2013). Researching without representation? Language and materiality
in post-qualitative methodology. International Journal of Qualitative Studies in
Education, 26(6), 658–667.

Magalhães, J. C., & Couldry, N. (2021). Giving by taking away: Big tech, data
colonialism and the reconfiguration of the social good. International Journal of
Communication, 15.

Mahon, P. (2018). Posthumanism: A guide for the perplexed. London; New York, NY:
Bloomsbury.

Maras, M.-H., & Alexandrou, A. (2019). Determining authenticity of video evidence
in the age of artificial intelligence and in the wake of deepfake videos. The
International Journal of Evidence and Proof, 23(3), 255–262.

Margolin, D. B. (2020). The theory of informative fictions: A character-based
approach to false news and other misinformation. Communication Theory. doi:
10.1093/ct/qtaa002

Margulies, J. D., & Bersaglio, B. (2018). Furthering post-human political ecologies.
Geoforum, 94, 103–106.

Marr, B. (2017, October 7). Facebook’s blockchain-based cryptocurrency Libra:
Everything you need to know. Forbes. Retrieved from https://www.forbes.com/
sites/bernardmarr/2019/10/07/facebooks-blockchain-based-cryptocurrency-libra-
everything-you-need-to-know/#69a246294d7a

Marwick, A. E. (2015). Instafame: Luxury selfies and the attention economy. Public
Culture, 27(1), 137–160.

Matzner, T. (2019). The human is dead – Long live the algorithm! Human-algorithmic
ensembles and liberal subjectivity. Theory, Culture & Society, 36(2), 123–144.

Mau, S. (2019). The metric society: On the quantification of the social. Cambridge;
Medford, MA: Polity Press.

Mauthner, N. S. (2019). Toward a posthumanist ethics of qualitative research in a big
data era. American Behavioral Scientist, 63(6), 669–698.

Mayer-Schönberger, V., & Cukier, K. (2017). Big data: The essential guide to work,
life and learning in the age of insight. London: John Murray.

Mayer-Schönberger, V., & Ramge, T. (2019). Reinventing capitalism in the age of big
data. London: John Murray.

Mayernik, M. S., & Acker, A. (2018). Tracing the traces: The critical role of metadata
within networked communications. Journal of the Association for Information
Science and Technology, 69(1), 177–180.

References 153

https://doi.org/10.1177/2053951718786314
https://doi.org/10.1177/1468794120939235
https://doi.org/10.1177/1468794120939235
https://doi.org/10.1093/ct/qtaa002
https://www.forbes.com/sites/bernardmarr/2019/10/07/facebooks-blockchain-based-cryptocurrency-libra-everything-you-need-to-know/#69a246294d7a
https://www.forbes.com/sites/bernardmarr/2019/10/07/facebooks-blockchain-based-cryptocurrency-libra-everything-you-need-to-know/#69a246294d7a
https://www.forbes.com/sites/bernardmarr/2019/10/07/facebooks-blockchain-based-cryptocurrency-libra-everything-you-need-to-know/#69a246294d7a


Mazzoleni, G. (2017). Changes in contemporary communication ecosystems ask for a
‘new look’ at the concept of mediatisation. Javnost - The Public, 24(2), 136–145.

McAffee, A., & Brynjolfsson, E. (2017). Machine, platform, crowd: Harnessing our
digital future. New York, NY: London: W. W. Norton.

Milan, S. (2015). When algorithms shape collective action: Social media and
the dynamics of cloud protesting. Social Media 1 Society, 1. doi:10.1177/
2056305115622481

Miller, V. (2020). Understanding digital culture (2nd ed.). Los Angeles, CA; London:
SAGE.

Mitchell, A. (2014). Only human? A worldly approach to security. Security Dialogue,
45(1), 5–21.

Mittelstadt, B. D., Allo, P., & Taddeo, M. (2016). The ethics of algorithms: Mapping
the debate. Big Data & Society. doi:10.1177/2053951716679679

Monforte, J. (2018). What is new for new materialism for a newcomer. Qualitative
Research in Sport, Exercise and Health, 10(3), 378–390.

Moore, P. V. (2019). E(a)ffective precarity, control and resistance in the digitalised
workplace. In D. Chandler & C. Fuchs (Eds.), Digital objects, digital subjects:
Interdisciplinary perspectives on capitalism, labour and politics in the age of big data
(pp. 125–144). London: University of Westminster Press.

Morris, J. W. (2015). Curation by code: Infomediaries and the data mining of taste.
European Journal of Cultural Studies, 18(4–5), 446–463.

Mosco, V. (2017). Becoming digital: Toward a post-internet society. Bingley: Emerald
Publishing Limited.

Muirhead, R., & Rosenblum, N. L. (2019). A lot of people are saying: The new
conspiracism and the assault on democracy. Princeton, NJ; Oxford: Princeton
University Press.

Müller, O., Junglas, I., Brocke, J. V., & Debortoli, S. (2016). Utilizing big data
analytics for information systems research: Challenges, promises and guidelines.
European Journal of Information Systems, 25, 289–302.

Murdock, G. (2017). Mediatisation and the transformation of capitalism: The
elephant in the room. Javnost - The Public, 24(2), 119–135.

Nadler, A., Crain,M., &Donovan, J. (2018).Weaponizing the digital influencemachine.
Data & Society Research Institute. Retrieved from https://datasociety.net/wp-content/
uploads/2018/10/DS_Digital_Influence_Machine.pdf

Nakamura, L. (2002). Cybertypes: Race, ethnicity, and identity on the Internet. New
York, NY; London: Routledge.

Nam, S. (2020). Cognitive capitalism, free labor, and financial communication:
A critical discourse analysis of social media IPO registration statements.
Information, Communication & Society, 23(3), 420–436.

Natale, S., & Cooke, G. (2020). Browsing with Alexa: Interrogating the impact of
voice assistants as web interfaces. Media, Culture & Society. doi:10.1177/
0163443720983295

Neff, G., & Nafus, D. (2016). Self-tracking. Cambridge, MA; London: The MIT
Press.

Newman, D. (2016, March 8). In the age of experience: The best brands tell better stories
and make you a part of them. Forbes. Retrieved from https://www.forbes.com/sites/
danielnewman/2016/03/08/in-the-age-of-experience-the-best-brands-tell-better-stories-
and-make-you-a-part-of-them/#44d83b057799

154 References

https://doi.org/10.1177/2056305115622481
https://doi.org/10.1177/2056305115622481
https://doi.org/10.1177/2053951716679679
https://datasociety.net/wp-content/uploads/2018/10/DS_Digital_Influence_Machine.pdf
https://datasociety.net/wp-content/uploads/2018/10/DS_Digital_Influence_Machine.pdf
https://doi.org/10.1177/0163443720983295
https://doi.org/10.1177/0163443720983295
https://www.forbes.com/sites/danielnewman/2016/03/08/in-the-age-of-experience-the-best-brands-tell-better-stories-and-make-you-a-part-of-them/#44d83b057799
https://www.forbes.com/sites/danielnewman/2016/03/08/in-the-age-of-experience-the-best-brands-tell-better-stories-and-make-you-a-part-of-them/#44d83b057799
https://www.forbes.com/sites/danielnewman/2016/03/08/in-the-age-of-experience-the-best-brands-tell-better-stories-and-make-you-a-part-of-them/#44d83b057799


Neyland, D. (2019). The everyday life of an algorithm. London; New York, NY:
Palgrave Macmillan.
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