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ABSTRACT 

Emotions are essential to human beings, influencing 

their health, their cognition and creativity. One of the 

greatest strengths of video is its power to generate 

attitudes and emotions as no other medium can, and it is 

also an excellent tool for displaying affective 

information [1, 10]. Video is becoming more and more 

pervasive in our lives. Technological developments and 

the trends for media convergence are turning it into a 

dominant medium. Nowadays, we access video on the 

web, we capture and transmit it with our mobile phones, 

and we keep the ones we treasure the most. In this 

paper, we present the Emotional Video Album, where 

users collect and interact with videos, based on videos’ 

affective contents and properties, and in accordance 

with their own emotional profiles, choices or states. 

1. INTRODUCTION 
Emotion studies have been done over the last few years, 

since it became proved that they are fundamental in 

cognitive and creative processes. In fact, understanding 

emotions is crucial to understanding motivation, 

attention or aesthetic phenomena. There is an increasing 

awareness in the HCI community of the important role 

of emotion in human computer interactions and 

interface design, and new mechanisms for the 

development of interfaces that register and respond to 

emotions have been studied [6,11,14,15]. Gathering 

emotional information from users can contribute to 

create emotional context in applications interfaces. 

Rosalind Picard in [18] defends that systems that ignore 

the emotional component of human life are inevitably 

inferior and incomplete, and she states that systems that 

provide a proper and useful social and emotional 

interaction are not science fiction but a science fact.  

In this paper, we explore the emotional dimension in 

the collection and interaction with videos in the 

Emotional Video Album. First we review the 

motivations and foundations of work in HCI and video 

that take emotions into account, then we present the 

Emotional Video Album. 

2. EMOTION IN HCI 
An emotional interface is defined by the HUMAINE 

project as an interface that keeps user engagement 

through the capacity of perceiving user’s emotion, to 

adapt to it, to react to it and to initiate it [12]. Donald 

Norman in his Emotional Design book and paper 

[16,17] claims that attractive things work better. 

Interactive systems should be engaging enough to be 

pleasurable and that positive states of mind make 

people more receptive to new ideas or even 

interruptions, arousing curiosity and engagement, while 

negative emotions make problems look bigger than they 

are and people more focused, favoring concentration 

upon detail. He also identifies three different levels of 

brain mechanisms related with cognition and emotion: 

visceral, behavioral and reflective, that should be taken 

into account, and raise different design requirements. 

Scherer [20] also dissects about the aesthetic emotions 

explaining that these kinds of emotions are goal and 

need independent but can be changed over time, and 

that attractive or aversive stimulus can generate positive 

or negative feelings. 

It is now consensual that emotions influence 

human-computer interaction, because aesthetic 

pleasure, engagement and fun are regulated by the 

human emotional system and are as important as 

usability or functionality in the interface design [16,21]. 

The growing interest in understanding how emotions 

can be explored in HCI motivated the recent creation of 

an interdisciplinary special interest group (SIG) [6] in 

this field.  

3. VIDEO AND EMOTION 
Video is a very rich media type, combining diverse 

symbol systems, such as pictures, texts, music and 

narration, often engaging the viewer cognitively and 

emotionally, and having a great potential in the 

promotion of emotional experiences. It has been used in 

different contexts: as a way to capture and show real 

events; to create and visualize scenarios not observable 

in reality; to inform; to tell stories and entertain; to 

learn; and to capture and share our collective culture 

and personal history.   

Video can represent emotions and also be an emotion 

inductor. The work of Alice Isen [13] attested this 

potential, when she and her colleagues experimented 

the effect of positive affect in her patients, inducted by 

ten-minute comedy films. S. Bardzell [2] preliminary 

results suggest that emotional responses even to short 



amateur videos are both intense and complex. Other 

experiments [1,3,10] showed that video’s greatest 

strength is the power to generate attitudes and emotions, 

not only because it is an excellent medium to display 

emotions but also due to its elicitor characteristics.  

Some research developments in video indexing and 

processing are already taking emotions into account. In 

[14,15], Money and Agius explored the use of sensors 

for human physiological responses and expressive face 

recognition techniques to detect user emotions while 

watching videos. These emotions were intended to 

produce affective video summaries. Physiological 

responses were a potential valuable resource, but facial 

expressions could not be discerned frequently enough to 

be considered a reliable source of information. In [24] 

video scenes are retrieved by their emotional content, 

by an interactive genetic algorithm. Videos are 

automatically classified with low-level descriptors like 

shot duration, average color histogram, average 

brightness, average edge histogram, and gradual change 

rate. The retrieval process is done by an iterative 

process that creates new populations of videos by 

crossover and searching most similar solutions in the 

video database, based on human evaluations of scene 

types: action, excitement, suspense, quietness, 

relaxation, and happiness. Detail-on-demand video was 

explored by [7] to provide a hyperlink structure of the 

video content, by summarizing it in short segments, 

with different levels of detail. This concept could be 

used to summarize and access emotional content, 

although it was not explored in this context. 

4. EMOTIONAL VIDEO ALBUM 
The Emotional Video Album is being designed to 

explore the affective dimensions of videos in 

accordance with user emotional profiles, choices or 

states. These dimensions are reflected in the way we 

watch our videos and the way we organize, search and 

interact with them. They are also reflected in the way 

we chose to organize the videos around the 

photographic album metaphor, where we collect 

personal and favorite photos, and with which we tend to 

develop an affective connection. The video album has 

two main goals:  

1) To explore video access mechanisms 

2) To present the interface   

based on videos’ emotional content and user emotions. 

For this, we need to address the following dimensions: 

Emotional classification of contents; Emotional 

content-based access; and Interface design matched 

with emotions. 

4.1 Content Classification 
There is a multitude of definitions and models trying to 

define emotions, but there is no common accepted 

definition. Everyone knows what an emotion is, until 

asked to give a definition [9]. Dimensional theorists 

defend that two or more dimensions can define 

emotions, like the dimension of valence 

(positive/negative) or arousal (calm/excited) [19]. 

Others admit a set of basic emotions, like the Ekman’s 

[8] six basic emotions of anger, disgust, fear, 

happiness, sadness and surprise. The psychologist, 

Klaus Scherer [20] defined emotional descriptors, and 

presented the Geneva Affect Label Coder (GALC) with 

a thirty-six affective categories, which allows to 

explore ways of gathering emotional user profiles and 

classification of content.  

In the Emotional Video Album, we take these 

dimensions and categories into account, in order to 

classify video content, and user emotions.  

Videos and video scenes can be classified and indexed 

from two perspectives:  

1) by the objective emotion that is conveyed, e.g. a 

video or a scene showing happy people; 

2) by the subjective emotion that it induces on the user, 

for e.g. sadness, because the user relates that specific 

kind of situations with a sad event in her life.  

Classification can be done either manually, or with the 

aid of some automatic process: through video 

processing techniques [24] and emotion recognition 

methods [11] while the user is watching the video. In a 

first stage, we are exploring manual approaches, where 

the user identifies the emotions, but intend to 

experiment with the other approaches, later on. 

4.2 Content-Based Access 
In the emotional content-based access dimension, we 

are designing different methods to access and watch the 

videos, at the levels of the whole video album, and the 

individual videos, building on our previous experience 

[3,4,10] with video-based hypermedia spaces.  

1) Emotional album views are created by the indexation 

of emotional descriptors of the videos, in accordance 

with different user selections. For example, we may 

visualize the videos organized by dominant emotions, 

or we may search for videos emotionally related with a 

given one, or search for the videos having a specific 

dominant emotion or valence.  

2) At the individual video level, the video can be 

presented with an emotional timeline, representing the 

video’s emotions along time, either from a more 

objective or more subjective perspective. Users can use 

this information to gain more awareness of the 

emotions involved, and of how different the two 

perspectives are, and also to access scenes based on 

their dominant emotions. Video summaries [7] can also 

be provided, to present videos in chosen emotional 

perspectives and preferences, or in response to 

emotional user states. 



4.3 Interface Design Matched with 

Emotions 
To match the interface design with emotions, we are 

exploring emotional design [17, 23] and design for fun 

[21, 5, 22] guidelines and insights from previous work.  

Fun is associated with positive affects, and has been 

addressed in design. One example is the work of Ben 

Schneiderman in [21]. When he claims that users 

should be engaged with fun features, he is pushing 

affect and emotions to fun features, which he 

considered to be: alluring metaphors, compelling 

content, attractive graphics, appealing animations and 

satisfying sounds. Chang et al. [5] have explored 

animation cartoon techniques to conceive user 

interfaces more engaging with its audience and more 

easy to understand, because cartoons are theatrically 

based and engage by its illusion. Thomas and Calder 

[22] have described how smooth interface changes 

technique, borrowed from cartoons, improved the visual 

feedback of a direct manipulation interface and how 

this kind of effect could bring the sense of substance to 

interface elements. These techniques give fun properties 

to interactive interface elements, stimulating user 

positive emotions. According to Norman [17], rounded 

shapes, smooth and symmetrical objects, and rhythmic 

beats, are some of the interface characteristics that also 

induce positive states; while sudden, unexpected loud 

sounds or bright lights, darkness, looming and sharp 

objects, empty and flat terrain, induce negative 

emotional states. 

In the Emotional Video Album, we intend to explore 

the photo album metaphor, with which we tend to 

develop an affective connection, in flavors that reflect 

different contents or user moods, extended with the new 

interactive access features, in ways that enrich our 

affective relation with videos. 
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