
 
 

What this research is about  

Previous research has investigated factors that 

encourage riskier gambling behaviours. Such 

behaviours can contribute to gambling-related harms. 

One of the factors is social media marketing. 

Within social media marketing, there are concerns 

about gambling affiliation. Gambling affiliation is 

when a company or an individual is financially 

rewarded for advertising on behalf of the gambling 

industry. Gambling affiliates often present themselves 

as gambling tipsters or betting communities. Thus, it 

may not be clear to consumers that the affiliates get 

paid for signing them up to a gambling operator or get 

a percentage of their losses. It is important to 

understand bets that are advertised on social media 

by gambling operators and affiliates. 

In this study, the researchers examined the frequency 

and types of bets advertised on Twitter by gambling 

operators and affiliates in the UK. The researchers 

also analyzed the success of these bets. 

What the researchers did 

The researchers selected 10 Twitter accounts to 

examine. These accounts represented five British 

gambling operators and five affiliates with the highest 

reach on Twitter. Bets advertised by the 10 accounts 

were tracked over two weeks in 2019. The 

researchers recorded the following information for 

every bet that was advertised on these accounts: 

- What the advertised bet was. 

- The date that the bet was first advertised. 

- The type of bet advertised. 

- The decimal odds of the bet. 

- How many times the bet was advertised. 

- Whether a betting inducement accompanied the 

bet. 

- Whether the bet won, and any comment on the 

account about the success of the bet. 

The researchers then used the data to calculate the 

following:  

- Total number of bets advertised.  

- Average number of bets advertised per day. 

- How many times each bet was advertised. 

- Average odds of advertised bets. 

- Percentage of bets that were price boosted. 

- Percentage of bets advertised by bet type. 

What you need to know 

The researchers examined the frequency, types, 

and success of bets advertised on Twitter by 

gambling operators versus their affiliates. The 

researchers examined 10 Twitter accounts that 

represented five British gambling operators and 

five affiliates with the highest reach on Twitter. 

The researchers ran four sets of simulations. The 

simulations examined returns for the advertised 

bets. Both operators and affiliates advertised 

around 140 bets per day. On average, bets from 

operators and affiliates had decimal odds of 6.0. 

The affiliates posted each bet three times more 

than the operators. Only one in five advertised 

bets won. Bets advertised by the affiliates led to a 

12% loss of the original stakes. Operator bets led 

to a 20% loss. Only 30% of the 10,000 simulations 

of 14 randomly chosen bets led to a profit. This 

decreased to 19% when the number of bets 

included in the simulation increased to 140.  
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- Bet success based on the percentage of winning 

bets. Bet success was also measured based on the 

percentage of stakes lost if someone had bet on 

each advertised bet with an equal stake. 

The researchers calculated the decimal odds of bets 

that won and lost. They noted how often the accounts 

shared the percentages of bets that won and lost.  

Finally, the researchers ran simulations to examine 

returns for the advertised bets. Three sets of 10,000 

simulations of 14 randomly chosen bets were run. The 

simulations analyzed operator-advertised bets, 

affiliate-advertised bets, and a combination of both. 

This process was repeated three times for 28, 70, and 

140 randomly chosen bets. These numbers reflected 

an average of one, two, five, and 10 bets per day. The 

researchers recorded the following: (1) percent of the 

simulation that made a profit; (2) returns from the 

number of bets chosen within the simulation; and (3) 

percent of losses across simulations. 

What the researchers found 

Both operators and affiliates advertised around 140 

bets per day. The affiliates advertised their bets more 

frequently than the gambling operators; they posted 

each bet three times more often than the operators. 

The decimal odds of the advertised bets were about 

the same for both operators and affiliates. Each bet 

was advertised at average decimal odds of 6.0. This 

implied a probability of winning of just 16.66%.  

The main types of bets advertised were single bets, 

multiple bets across multiple games, and single-game 

multi-bets. Single bets were the most advertised bets 

for both operators and affiliates. Price boosts were 

the most common type of inducements. 

Only one in five advertised bets won. Affiliate bets led 

to a 12% loss of the original stakes. Operator bets led 

to a 20% loss. For both operators and affiliates, the 

bets that won had lower odds than the bets that lost. 

The affiliates posted updates on the success of their 

bets more often than the operators. The affiliates 

posted updates at a rate of about one in five winning 

bets and two in every 100 losing bets. The operators 

updated their followers on the success of two in 100 

winning bets and none of the losing bets. 

Advertised bets that were chosen at random across 

both operators and affiliates did not have a high 

chance of making a profit. Only 30% of the 10,000 

simulations of 14 randomly chosen bets led to a 

profit. This decreased to 19% when the number of 

bets included in the simulation was increased to 140. 

How you can use this research 

Policy makers and social media platforms can use this 

research to inform policies around transparency of 

affiliate accounts. 
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