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Survey: ‘Algospeak’ on the Rise in Attempt to Avoid
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Use of emojis, alternative language can provide marginalized groups an online forum, but also pose risks to brand

reputation if used negatively, according to TELUS International research

US and CANADA

VANCOUVER, British Columbia--(BUSINESS WIRE)-- Internet users have become increasingly creative in their e�orts

to circumvent AI-powered content moderation of o�ensive or banned expressions online, according to the results

of a survey conducted by TELUS International, a digital customer experience (CX) innovator. The survey found that

more than half of respondents (51%) said they have seen “algospeak” used on social media, moderated forums and

brand websites as well as in gaming communities, with 42% indicating this behavior has increased since they �rst

spotted it themselves.

A combination of 'algorithm' and 'speak,' algospeak is the collection of codewords, slang, deliberate typos, emojis

and the use of di�erent words that sound or have a meaning that is similar to the intended one. For example,

“unalive” is a regularly-used algospeak term for “dead” and “The Vid” for COVID-19. While algospeak can help

individuals - including those in marginalized communities - discuss topics perceived by some to be controversial

without having their content automatically �agged for removal, it also can be used by those wanting to intimidate,

harass and cyberbully others.

While 30% of Americans have used algospeak, the behavior is most common among the digital natives of Gen Z

1

https://cts.businesswire.com/ct/CT?id=smartlink&url=https%3A%2F%2Fwww.telusinternational.com%2F%3Futm_campaign%3D2022_q3_brand_new_en%26utm_medium%3Dpre_tofu_awar_desk_mob_gbl%26utm_source%3Dt_%26utm_content%3D_lm&esheet=52874042&newsitemid=20220908005275&lan=en-US&anchor=TELUS+International&index=1&md5=c18562d594f648f79e72b6c0ebbf251f


(aged 18-24) with nearly three-quarters (72%) saying they have recognized and been exposed to this type of

behavior, and 41% saying they have used it themselves.

“The wide variety of digital platforms where people can express their thoughts and opinions combined with the

cultural normalization of society documenting the world around us on a daily or even hourly basis, means that

today’s brands are facing an even steeper uphill battle when it comes to quickly reviewing and accurately removing

harmful, abusive or inappropriate materials that violate their guidelines,” said Siobhan Hanna, Managing Director,

AI Data Solutions, TELUS International. “With the use of algospeak becoming more and more prevalent, brands

must establish a robust content moderation practice that leverages both AI and a diverse team of content

moderators and data annotators. Depending on a given site's particular content guidelines, a human-in-the-loop

approach can help brands either remove all instances of algospeak or ensure that context is properly considered in

these instances to minimize the �agging of content by marginalized groups that does not contradict community

guidelines. An established content moderation strategy is no longer a nice-to-have for brands, but a must-have in

order to maintain safe online environments.”

Other �ndings from the survey of 1,000 U.S. consumers included:

Words/text are the top method of communicating on Facebook (65%), Instagram (35%), Twitter (40%),

moderated forums/online communities (49%) and branded websites (47%) over other forms of

communication such as emojis or video.

More than one in �ve (22%) said they immediately see an uptick in the use of algospeak and emojis to

circumvent banned terms when a polarizing societal event occurs.

Meeting Customer Expectations for Content Moderation

Consumers entering a brand’s online environment have the expectation that it will be free of o�ensive or hateful

content, and for many, that includes instances of algospeak. In fact, 38% of respondents said that brands should be

able to identify and remove these nuanced phrases and emojis immediately. Only a third (32%) of survey

respondents believed that brands are currently doing a good job moderating this type of language, which puts

them at high risk of losing consumers’ trust and their business.

“These survey �ndings indicate that today’s discerning consumers have put the onus on brands to ensure their

content moderation strategies are keeping pace with evolving digital behaviors,” added Hanna. “Inevitably, the

complexity and quantity of content will continue to grow over time, and now more than ever, brands need to

consider working with an experienced partner that has the insight to foresee these shifts in trends, the agility to

quickly pivot and the global resources to scale if they are going to successfully build and maintain consumer loyalty

over the long term.”
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TELUS International partners with global brands to protect the safety and well-being of their user communities. To

learn about TELUS International’s content moderation capabilities, visit

https://www.telusinternational.com/solutions/trust-safety-security/content-moderation-solutions.

Survey Methodology: The survey �ndings are based on a Poll�sh survey that was conducted on Aug. 11, 2022,

and included responses from 1,000 Americans.

About TELUS International

TELUS International (NYSE & TSX: TIXT) designs, builds and delivers next-generation digital solutions to enhance the

customer experience (CX) for global and disruptive brands. The company’s services support the full lifecycle of its

clients’ digital transformation journeys, enabling them to more quickly embrace next-generation digital

technologies to deliver better business outcomes. TELUS International’s integrated solutions span digital strategy,

innovation, consulting and design, IT lifecycle including managed solutions, intelligent automation and end-to-end

AI data solutions including computer vision capabilities, as well as omnichannel CX and trust and safety solutions

including content moderation. Fueling all stages of company growth, TELUS International partners with brands

across high growth industry verticals, including tech and games, communications and media, eCommerce and

�ntech, banking, �nancial services and insurance, healthcare, and travel and hospitality.

TELUS International’s unique caring culture promotes diversity and inclusivity through its policies, team member

resource groups and workshops, and equal employment opportunity hiring practices across the regions where it

operates. Since 2007, the company has positively impacted the lives of more than one million citizens around the

world, building stronger communities and helping those in need through large-scale volunteer events and

charitable giving. Five TELUS International Community Boards have provided $4.8 million in funding to grassroots

charitable organizations since 2011. Learn more at: telusinternational.com.
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