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The state of brand 
behaviour on Twitter and 
what’s coming next

#RealTalk



It’s been over 
a decade 
since brands 
joined Twitter



What do people  
really think about 

brands on Twitter 
today?

You’ve Asked Us
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How you talk 
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They’re on to us. 


People are far sharper than brands give them credit for.



If you don’t think GenZ can see straight 
through your marketing (and also just 
eviscerate you by making the content 
even at a parody level in 1/100th of the 
time) - think again:






Source: Sparkler Custom Research, commissioned by Twitter, #RealTalk Study 2021, Fieldwork May-June 2021, n=2,000 Twitter Users 
per market (UK).

“I don’t mind being sold to on 
social media, as long as it’s fun, 
useful, entertaining, informative 
or moves me in some way”

74%
agree

Savvy



Active  

Savvy 

Paying  Attention



(2020 vs. 2019, UK)

Replies   Tweets Quote TweetsRetweets

+22%
+20%

+6%+4%

Conversations with & about brands are up
Active

Source: Twitter Internal Data (Big Query, Semantic Core). January 1st, 2019 - January 1st, 2021. UK Tweets and users only.



“Brand Twitter” can be 
one of the best parts 
about Twitter.

6 in 10

They actually want brands here
Active

people agree

Source: Sparkler Custom Research, commissioned by Twitter, #RealTalk Study 2021, Fieldwork May-June 2021, n=2,000 Twitter Users (US).



Expectations Are Even Higher  



Username 
@handle

Finish the sentence: "I shop 
at Waitrose because 
________." #WaitroseReasons

https://twitter.com/hashtag/WaitroseReasons?src=hashtag_click


Ben Jones 
@welshben

I shop at Waitrose because I once 
heard a 6yr old boy in the shop say 
"Daddy does Lego have a 't' at the 
end, like Merlot?" #waitrosereasons

https://twitter.com/hashtag/waitrosereasons?src=hashtag_click


People are tired of 

the sea of same. 


Brand Twitter is at a tipping point.

2



I wonder if all the 
brands telling us to look 
after our mental health 
this week are 
prioritising their own 
staff’s mental health.

Scott Bryan
@ScottyGB

Same 
Topics

Eventually all of the lockdowns will 
end, and we’ll lust after the freedoms 
we’ve been missing.


Wondering how many brand 
campaigns will all fall into the same 
trap of looking, sounding, and feeling 
exactly the same. 


“Rediscover your freedom” will ring out 
across the airwaves.

Thom Binding
@Slightly_Random 

Same 
Tones

We Could Be Shiroes

Brands during Pride

@shirosirius

Same 
Communities



What you say

 When you say it 

How you talk 

TOPICS 
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Are brands 
really starting 
to sound  
the same?

Tone



We created 
a test…



People could guess the correct 
brand from a list of five options

1 in 3

Source: Sparkler Custom Research, commissioned by Twitter, #RealTalk Study 2021, Fieldwork May-June 2021, n=2,000 Twitter Users (US). *Based on US brand accounts



Same unique keywords

Same length of Tweets 

Same brand “archetypes” 

The Sea 
of Same

Source: Pulsar Custom Research, commissioned by Twitter, #RealTalk Study 2021, Fieldwork March-April 2021, Based on Tweets from January 1, 2018 to March 31, 2021 from 20 selected Brand accounts.



“Funny!” 

“Playful!” 
Most common descriptor of 
brands on Twitter in 8 countries 

They describe 
brands on 
Twitter the 
same way 

Source: Sparkler Custom Research, commissioned by Twitter, #RealTalk Study 2021, Fieldwork May-June 2021, n=2,000 Twitter Users per market (US,UK,CA,FR,BR,JP,ES,MX).



“Playful” 
Done Well



“Brands who rely only 

on humour and jokes can feel 
outdated in today’s world”


think

Source: Sparkler Custom Research, commissioned by Twitter, #RealTalk Study 2021, Fieldwork May-June 2021, n=2,000 Twitter Users per market (US,UK,CA,FR,BR,JP,ES,MX).



“Brands to  
 evolve their tone  
 with the times.”

people expect
9  in 10

Source: Sparkler Custom Research, commissioned by Twitter, #RealTalk Study 2021, Fieldwork 
May-June 2021, n=2,000 Twitter Users per market (US,UK,CA,FR,BR,JP,ES,MX).
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At Starbucks, writing your name on a 
cup and calling it out is a symbol of our 
warm welcome. Starbucks welcomes 
you, whoever you are. #whatsyourname


Find out more at https://
stories.starbucks.com/…

Starbucks Coffee 
@Starbucks

Welcome to Starbucks Twitter 
land!

Starbucks Coffee 
@Starbucks

2008
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What 
conversations

should brands

join?

Topics
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“Brands can talk more credibly about 
culture when there’s an obvious fit with 
demographics, a strong link to the product 
or a long standing association.


Even better if all three conditions are 
met.” 


Andy Nairn

Founder of Lucky Generals and author of Go Luck Yourself

Lucky Quote



Shoulda, Coulda… Don’t 

TV shows

SHOULD                             COULD                             DON’T

Social & Cultural Issues  
(Inequality / Racism)

Meme / Internet Culture 

Current Affairs

12%70%18%

8%62%30%

14%54%32%

14%66%20%

11%66%23%

Cultural Holidays 
(Mother’s Day)

Source: Sparkler Custom Research, commissioned by Twitter, #RealTalk Study 2021, Fieldwork May-June 2021, n=2,000 Twitter Users per market (UK).



We Could Be Shiroes

Black Lives Matter. Choosing to be silent 
in the face of such injustice is not an 
option. http://benjerrys.co/blm 
#BlackLivesMatter 


@shirosirius

#Shoulda

https://t.co/6Vy0KHJeKU
https://twitter.com/benandjerrys/status/784062366577225728/photo/1


#Coulda



#Coulda



#Coulda



#Coulda



#Coulda



@mentions H1 2020 vs 2019


+383%

Lockdown sales vs. 2019 

while competitors saw +1%

+16.2%

When you  
do it right, 
good things 
happen.

Source: Pulsar Custom Research, commissioned by Twitter, #RealTalk Study 2021, Fieldwork March-April 
2021, Based on increase of @Mentions of @YorkshireTea in Tweets in H1 2020 vs H1 2019. 
https://www.thedrum.com/news/2020/10/29/self-proclaimed-underdog-yorkshire-tea-finding-its-brand-voice

#Coulda
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“We decided early on that our role shouldn’t be 
the same as other brands…  
 
As a brand, Yorkshire Tea has a really firm 
understanding of our role in culture and our 
ideas. It allowed us to respond to the situation 
with a bit more confidence and speed as a 
team.” 


 Dom Dwight 

 Marketing Director 

 Yorkshire Tea 

#Coulda
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There's nothing more tiresome than people 
celebrating the bAnTz of big brands on 
twitter when they're run by the same 
social media agency and it was all pre-
planned content gone through several 
weeks of sign off to sound off the cuff.



#Don’t

https://twitter.com/boohooMAN/status/1440253714204282880

boohooMAN

There’s a rather big debate going on in the office 
this morning. 🤔


This needs addressing..


WHAT DO YOU CALL THIS ⬇

@boohooMAN

https://twitter.com/boohooMAN/status/1440253714204282880
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#Don’t
Ben da Costa 
@benjimoan

Gender's too fluid for borders, but not 
for application forms @HSBC_UK



#Don’t



Communities

Are brands 
reflecting the 
communities 
that buy from 
them?



Allyship keywords in 
Twitter account bios 
this year.

10x

More people are 
wearing their ❤

on their feeds

Source: Twitter Internal Data, Total number of Twitter profiles with 
specified Hashtag in their Bio from March 2020 to March 2021.



“The voice of a brand’s Twitter account should 

reflect the full diversity 

of their customers - not just one customer type.”agree

8  in 10

Source: Sparkler Custom Research, commissioned by Twitter, #RealTalk Study 2021, Fieldwork May-June 2021, n=2,000 Twitter Users per market (US,UK,CA,FR,BR,JP,ES,MX).
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I don’t know what’s worse. 
Brands that posted a black 
square saying ‘we’re listening and 
learning’ and continuing to post 
the same content with the same 
old skin tone, or brands that have 
not addressed it at all and show 
no sign of changing.




82%
agree
“I don’t mind when a brand 
addresses me as part  
of a specific community on 
social media, as long  
as they do so with respect”

Source: Sparkler Custom Research, commissioned by Twitter, #RealTalk Study 2021, Fieldwork May-June 
2021, n=2,000 Twitter Users per market (US,UK,CA,FR,BR,JP,ES,MX).
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How We Evolve
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Sameness 
won’t 
survive



DISTINCTION
= EVERYTHING



Valued brands that 
have a strong sense 
of who they are

9 in 10
people

Source: Sparkler Custom Research, commissioned by Twitter, #RealTalk Study 2021, Fieldwork May-
June 2021, n=2,000 Twitter Users per market (US,UK,CA,FR,BR,JP,ES,MX).
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Reclaim

your

tone



Be unapologetically you





Revisit

your

topics



Be (Self) Aware



Uber

If you can, stay home. We can stop this. 
#MoveWhatMatters

@Uber
Burger King France

En attendant l'original.

@BurgerKingFR



Rewrite  
your  
community  
approach



Reflect the 
nuances of your  

community





Our commitment to support the LGBTQ+ 
community goes way beyond Pride month. 
Our #PrideOfScotRail train will wear this 
design until it needs painted in 2029!


https://twitter.com/hashtag/PrideOfScotRail?src=hashtag_click




It’s time to 
reimagine your 
brand behaviour  
on Twitter.


We’re here  
to help. 



#ThankYou


