
 
 

What this research is about  

Gambling providers often use social media to market 

and advertise their brands and products. Most 

research studies have focused on the use of social 

media by sports betting providers in Australia and the 

UK. In Germany, the new State Treaty on Gambling 

entered into force on July 1, 2021. The treaty allows 

licensed providers of online casinos, online poker, 

virtual slot machine games, and sports betting to 

operate in Germany. The new online gambling 

opportunities may lead to an increase in gambling 

advertising in social media. In Germany, 31% of the 

population uses social media daily. The rate is as high 

as 66% among young people aged 14–29 years old. 

Twitter is used by 2% of the population. The aim of 

this study was to examine how gambling providers of 

various sectors in Germany made use of Twitter.  

What the researchers did 

The researchers identified gambling providers in these 

sectors: casinos, slot machines, social lotteries, sports 

betting, state lotteries, and lottery brokers. They 

selected Twitter accounts that were in German and 

had a certain level of activity (i.e., at least one tweet 

per week). For each sector, with the exception of 

sports betting, they selected two providers with the 

largest number of followers on their Twitter accounts. 

In the case of sports betting, six providers were 

selected. Only one Twitter account from the casino 

sector and none from the slot machine sector met the 

inclusion criteria. In total, 34,151 tweets from 13 

accounts were collected on April 8, 2021. 

The study period started from the date of registration 

of the most recent account (March 27, 2019) and 

ended two years later (April 8, 2021). This covered a 

period during which all accounts were active. Using 

the Twitter Application Programming Interface (API), a 

maximum of 3200 tweets (excluding retweets) were 

collected per account. This resulted in 18,051 tweets 

being collected for the study period.  

In the qualitative analysis, the researchers randomly 

selected 10 tweets per account for a total of 130 

tweets. They coded the content of the tweets and 

identified eight categories. The researchers then 

randomly selected 50 tweets per account for a total of 

650 tweets. They applied the eight categories to code 

this random sample of tweets. 

In the quantitative analysis, the eight categories were 

used as seeds, or guides, for a semi-supervised topic 

modelling. The researchers compared the qualitative 

coding of the 650 tweets to the results from the topic 

model for the same tweets. The topic model was then 

applied to the 18,051 tweets from the study period.  

What you need to know 

This study examined the activities of gambling 

providers in Germany on the social media platform 

Twitter. Data were collected from the accounts of 

13 gambling providers belonging to various 

sectors. The researchers examined the frequency, 

number of followers, interaction, and content of 

the Twitter messages. Overall, the activity level 

was quite low in comparison to gambling providers 

in the UK. The gambling providers in this study 

mostly used Twitter to provide news, which was 

often combined with other, usually less neutral 

content. The other content categories included 

product advertising, marketing, and gambling 

results. Responsible gambling content was rare. 
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What the researchers found 

The frequency of tweets varied greatly; the number of 

tweets per day ranged from 0.09 to 4.30. Only one 

account had 78,105 followers. Most accounts had 

followers in the range of just over 1000 to 4500. Even 

the most active account received only 1.66 retweets 

and 4.66 likes per tweet. The overall activity level was 

quite low in comparison to UK gambling providers.  

Gambling providers from the same sector tended to 

use identical or similar hashtags. Images were used to 

a varying degree. Most providers added one or 

several URLs to their tweets, linking their websites or 

other external content.  

The researchers found a high level of agreement 

when comparing the results from the qualitative 

coding to the results from the topic model; agreement 

was reached for 75% of cases. The topic model was 

applied to the 18,051 tweets from the study period. 

News was the most prominent category and 

accounted for 33% of the content. While news 

content was rather neutral, most tweets combined 

news with another, usually less neutral category. 

Product advertising accounted for 21% of the content. 

Additional information accounted for 18%. This 

category included supplementary information on 

gambling offers (e.g., odds or maximum winnings). 

Marketing accounted for 11%. This category included 

brand promotion, team sponsoring, and celebrity 

endorsement. The casino provider mostly relied on 

this category (55% of its tweets). However, marketing 

played a minor role for some sports betting providers, 

one lottery broker, and one state lottery provider. 

Results accounted for 8%, and included information 

such as winning numbers. It was rarely or not used at 

all by providers of sports betting and social lotteries. 

Responsible Gambling accounted for 5% of the 

content. Typically, it was limited to an emoticon-sized 

symbol to indicate age limits. None of the tweets 

contained only Responsible Gambling content. Five 

providers did not post anything related to Responsible 

Gambling. Other accounted for 4%, and included any 

content not belonging to the other categories (e.g., 

replies to users). Interaction accounted for 1%, and 

included content that encouraged users to interact 

with the provider or the tweet (e.g., polls and votes).  

How you can use this research 

This study could inform gambling regulators and 

policy makers regarding the social media practices of 

gambling providers. 
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