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Our missionis to unlock the potential of human creativity—by giving a

million creative artists the opportunity to live off their art and billions
of fans the opportunity to enjoy and be inspired by it.
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Explore your genres
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PRODUCT & CONTENT UPDATES

Spotify’s Free
EXxperience Is
Even Better

Free users worldwide can now design playlist
covers, instantly play any track, and share
lyrics—all while discovering moods with daylist.
These updates fuel expression and stickiness,
building a more immersive journey that expands
opportunities for brands to meet audiences.

° LEARN MORE


https://newsroom.spotify.com/2025-09-15/free-experience-updates-features-tips/

Spotify

is the essential
daily companion



Highlights from
Spotify’s Q2
2026 Earnings

777 494

million active monthly million ad-supported users,
users, a +12% year over a +14% year over year
year increase. increase.

Source: Spotify Earnings Report, Q22026
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Sources: GWI Global Study, June 2024; GWI Global Time Spent Survey, Q1 2025

of our users say they use Spotify
as part of their daily routine

#1
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https://docs.google.com/file/d/1oYZ5rYDZqPE3NwXFdbKHVDDDwrRxeWJW/preview
https://docs.google.com/file/d/1-bEGzqf1BXxjErXXOcYayqJtCBlbfX0z/preview

THE FANDOM EFFECT / JULY 2026

+5002%6

Spike in Odyssey audiobook listens on Spotify
the day Christopher Nolan's film hit theaters.
Across 91 editions in 10 languages, the epic has
been streamed for the equivalent of 43 years of
continuous playback, with 81% of listeners
under 40.

° LISTEN NOW

Source: Spotify First Party Data
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https://open.spotify.com/show/3sI5TsJwGBySuKwF4pNCTD?si=6e52b92dcd684077

THE FANDOM EFFECT / SEPTEMBER 2026

\  SHAKIRA %2 BURNA BOY
Wa "

Days Shakira and Burna Boy's "Dai Dai" spent at
No.1on Spotify's Global Chart, reaching the top
spotin 17 countries. The track's biggest
streaming day followed the World Cup final,
making it also the most-streamed music video
of the season.

FIF‘; ‘;é‘-‘;‘%i
° LISTENNOW S

Source: Spotify First Party Data


https://open.spotify.com/track/0kosUz0jePvjiz4ctmR6wL?si=01471937349941cc
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Who's streaming in the Austria?

13-17 4%
D l—l ) 18-24 17% Male
25-34  33% 53%

82% 7% 5% ST
35-44 19%
) ‘54 12% Female

- 0,
o . 47%

65+ 3%

GTTED
37% 36%

AD-SUPPORTED
USERS

of Spotify ad-supported listeners of Spotify ad-supported listeners
have a Bachelor’s degree have an annual household income
of over 30.000€

Source: Spotify 1st Party Data; GlobalWeblndex Austria 2025
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Strategic Shoppers

The fans on Spotify are keen and ready to use
discounts this season.

e Source: Global Web Index | Europe | Q4 2025

5%

...of Spotify users are very likely
to shop on Black Friday.

2%

..of Spotify users use a price
comparison tool.




71%

Mi“ehnidls Clnd ..of Millennials wait for SALES.
Gen Z are waiting

for discounts 6 60 /o

-.oFf Gen Z wait for SALES.

6 Source: Global Web Index | Europe | Q4 2025



Spotify users are waiting
for the discount secason

43°% 7/ 46%

..of Europeans value coupons and ’ .
discounts, showing a preference “°°f SpOtlfy users
for cost-saving option when in Austriq in Q4.

shopping online.

% Source: Global Web Index | Europe | Q4 2025



We reach consumers where other
media can’t.

o Incremental reach
+ o beyond Television
+ o Incremental reach
o beyond radio
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The arrives +288 %
sooner than you think

+1,014 %

It's not just a trend: it's a habit that grows year by year
and gives your brand more time to connect with an
audience in celebration mode.

+108 %

+128 %

Jul Aug Sep Oct Nov Dec

e Source: Spotify Global First-Party Data, 2024.




A habit that accelerates

2025 season benchmark data shows how the adoption
of Christmas content is progressively moving earlier:

November Ist: 5 festive tracks enter the Global
Top 200 (in 2022, there were only 3 by mid-month).
Mid-November: Festive presence rises to 14 songs
in the Top 200.

December 1st: The numlber of Christmas songs in
the main charts doubles compared to previous
years.

e Source: Spotify First-Party Data (2025), via RouteNote.

The biggest Christmas songs of all time.

e Spotify

6,757,859 saves - 5h 2m

i S
® O 5%
: [l 1. All | Want for Christmas Is You
! Mariah Carey
Last Christmas
Wham!
3 g2 Rockin' Around The Christmas Tree
: Brenda Lee
3
e Jingle Bell Rock
FQ) Al Want for Christmas Is You
Mariah Carey l; II

Search Your Library
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Connecting with fans is easier than ever

. { EASE ][ CONTROL]

Audience

Spotify Ads
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L DELIVERY GOALS J

Spotify powers your full-funnel strategy

Brand
Awareness

Help people discover
your brand or product

Delivery goals:

Reach
Impressions
Video views

&

Website
Traffic

Drive visitors to your
website to explore your
offerings

Delivery goals:

Clicks
Page views

—

Engagement
on Spotify

Grow the audience
for your content on
Spotify

Delivery goals:
Streams
Clicks

(1) <

App Lead
Installs Generation
Encourage people to Collect leads to nurture
install and engage with future sales
your app

Delivery goals:

Delivery goals:

Installs Leads




Ad Retargeting

Build audiences based on how users have interacted with
your ads on Spotify, whether they’ve heard, seen, or clicked
on your ads, making it easier to reconnect with people who

have already shown interest in your brand.
Choose your source

Re-engage users who have interacted with your campaigns to drive
deeper consideration and conversion

ur customer list rs on Spotify.

Website events Beta
®

Exclude previously engaged users to better control frequency and
optimize spend

Target people who've taken specific actions on your website.

Ad engagement
Find Spotify listeners who interact with your ads on Spotify.

Build lookalike audiences to reach new users similar to those who have
already engaged with your ads




TARGETING

Where
modern
media
converges

The medium that does
more, no matter how you

buy

Social

Engagement

Events

Awareness
Affinity

Cultural
Credibility Driven

Influencers

Trust



TARGETING

Podcasts are an integral part of everyday life

Podcasts are an integral part of everyday life in the DACH region. This creates regular touchpoints

70 % 33% 25%

listen to podcasts listen to podcasts listen to podcasts
at least once a week multiple times a week daily
(+4 PP vs. 2025) (+3 PP vs. 2025) (+1 PP vs. 2025)

Source: Podstars by OMR & Appinio, Podcast-Studie 2026



TARGETING )
Our contextual targeting

goes beyond keywords

4 )

SportCentral s her huge win
Category: Sports

scored 5 in the first half ===
I
e Will go
on to win the championship

\@-0, \ )

Show Episode

Categories Topics
Target engaged listeners Target engaged listeners
while they listen to while they listen to
podcast categories relevant podcast episodes
to your business. covering topics relevant

to your business.

Best for: Reach Best for: Contextual
Alignment

4 )

her huge win

going all in on the river mmm

takes
home $3 million in winnings

N e —

Sensitive
Topics

Maximize scale and reach
while excluding podcast episodes
covering
topics that don’t align
with your brand.

Best for: Suitability



FORMAT

Create your ad in
minutes using Gen Al

Available

Ad details
Companion visuals

Audio

Unlock seamless, scalable audio production for any
campaign

Spotify’s Gen Al audio ad creative tools enables brands
to instantly create high quality scripts, voiceovers, and
mix background music all within the ads manager
platform

Scale your message effortlessly with diverse Al
voiceovers (



https://ads.spotify.com/en-US/creative-lab/gen-ai/
https://ads.spotify.com/en-US/creative-lab/gen-ai/

BUY

Connecting with fans is easier than ever

/LiveRamp
P Vetskeo Magnite

N Spotify Ad amazon
~.ID Exchange DSP

yahodsop-l O theTradeDesk

Spotify Ads Spotify Ad




| Fase ]

Format Parity
With standard programmatic and social
creative specs for turnkey launch

Enhanced Access
To Spotify inventory through +30 DSPs
for integration into existing workflows

Inventory Availability
Across music, podcasts, and all core
ad formats (Audio, Video, Display)

SPOTIFY AD EXCHANGE

Flexibility |

Biddable & Reserved
Access inventory via Open Auction,
PMP

More Control
Choose the right buying method to fit
your strategy and goals

Real-Time Optimizations
Leverage dynamic bidding, and DSP
Al-driven outcome based buying

[ Addressability ]

Advanced Targeting Options
With Spotify 1P Data (ie. Playlist and
Interests), and Custom Audiences for

precision at scale

More Ways to Find Audiences
Through leading identity solutions like
RamplD, EUID, ID5, and more

More Measurement Coverage
Through Spotify-led direct integrations
with leading third-party partners



+13% +8%

incremental reach when More efficient cost
Spotify is consolidated in -per-household

Programmatic DV360 with OTT, display, reach on the Trade
campaigns video, and YouTube Desk

work harder o o
- - more eftricient Cost per
with Spotify +44%0 =i

Trade Desk

o higher conversion rate
+ vs campaigns without
o Spotify on Yahoo DSP

Sources: 1. Display & Video 360 Campaign Data, BR and IN,
2023-2025 28&3. The Trade Desk Campaign Data, Global, 2025. Yahoo
DSP Campaign Data, Global, 2025.




THE WINNING FORMULA
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Sour! Adbvertisers Survey, Bold Insight-Spotify, Q1 2025

agree that audio ads benefit
from greater listener trust vs.
other digital media

agree that audio ads
consistently build a stronger
emotional connection

agree that audio creates a
personal connection that helps
brands build trust consistently
over time




The Spotify experience is more visual

than ever

Behind ‘Used To Know Me’
NELRES

(£

Used To Know Me
Charli XCX

Ve

[ 9:41 ; _, al s \

ley Cyru

77,587,062 monthly listeners

o

Music  Concerts  Store  More like this

Popular

Flowers
869.145.540

Angels Like You
1172.410.753

Party In The U.S.A.
432.394.424

River
1.790.000

Jaded j

[9:41

{  Search

Recent searches

Radiohead & X
Artist
=1 Anti-Hero X
2% | Song - Taylor Swift
J S l:i«%‘ Taylor Swift's version of 198... X
Mi Episode » HELLO! The Daily Lowdo...
Taylor Swift 1989 (Taylor's Versio... %
Episode « Pop Apologists
Energy

Song « Dxrk #—%

Jﬂﬁg The Climate Book

w8 Audiobook « Greta Thunberg

ERERDRNENER
ASDEGHUKL
+ ENENENE -

123 -J
\9 ¢

\ Home Search Your warary/

Fewer ads in Premium

WELL-RESTED TWEENS Ft. Chris
Olsen | Episode 153

&' The Comment Section with Drew Afualo

Jan 22 « 1hr, 29 min

® 00 - (> )

We're keeping the All Stars episodes coming this year!! Chris
Olsen makes his grand return to the show to debrief the
Golden Globes with Drew, talk about their shared obsession
with Meghan Trainor, the importance of taking breaks, theatre
boarding school, making your therapists laugh, the ... see more.

Chris Olsen >

Chapters

These chapters are auto-generated.
| hariah Porter | Episode 156 The Comm: (11
@ QLVJDFICD7 —

@ @ 1




FORMAT

Our formats evolution reflects this behavior

In-stream & In-feed video In-feed display
evolved from Video Takeover & Opt-In replaced Overlay (~2x the CTR)
9:41 Wil - [ \ ( 9:41 .nl?@-\
O search © < D

BLDOM.

What We Need What We Need

Georgina Birch @ Georgina Birch @

— ——

2:07 -4:27 126 -0:37
b G > < w @ m o

lee
@ t ' @ u
@ O} 1o )
——— \_ About the artist y, \ Home Search YourLibrary Pre;emm) \i\ﬂuhe artist MLMMI‘” )

Source: Spotify Quarterly Benchmarks, Q3 2025, Global



Video consumption on
Spotify is growing rapidly

+ 1 03 0/0 ideostreams



Display All Day

Drive impact during
discovery moments

350/0 lower CPM*

700/0 lower CPC*

Maintain non-interruptive
presence

*When advertisers pair Display with Audio
campaigns in Ads Manager (vs. Audio only
campaigns)

Scale with ease




FORMAT

More Creative to Tell your
Story

Carousel ads appear in the ‘Now Playing’ view

?/9 Expand your Showcase up to six products or

> narrative messages in a single ad experience

......................................................................................................................................... Need A Little Love ©)
Cub Room

Bridge interest & Each card can link directly to a
O<8 action relevant destination

w o« @ m oo

......................................................................................................................................... - .

p Own the “leaned Connect with fans who are actively
Q@

in” moment engaging with the app ﬁ




Tap into fandom
to turn passion
into performance

Our ads capture 2x more attention vs. social media platforms

Source: Adelaide Attention Study, global, Aug 2024



More attention, more impact

Since launching an enhanced experience for ad-supported users:

+26% +18%

time spent with the in-focus time
Spotify app 5
in-stream video CTR audio CTR

Source: Spotify 1P data, global, Dec ‘25 - Jan ‘26



Elevate outcomes with a multi-format approach

1.7Xx

purchase rate lift
when adding Video
and Display to Audio
campaigns

66%

incremental sales lift
and +27% higher
purchase intent when
adding Video to
Audio campaigns

2.3X

higher purchase
rates for Audio &

Video campaigns vs.

Audio-only

3.3X

greater familiarity for
Audio, Video, &
Display campaigns
vs. Video-only

Sources: 1) Spotify Ad Analytics, Q3 2023 - Q2 2025, Global; 2) What We Know research, Global, 2024; 3) Spotify Ad Analytics, Q3 2023 - Q2 2025, Global; 4) Kantar Brand Lift, 2019-2025, Global



MEASUREMENT

eAdvertising ‘ Aleph



1P Measurement Solutions

Understand how
engoagement +
cttention on Spotify
translates into upper
funnel outcomes.

New survey format

New test/control
methodologies

Non intrusive experience

Confirm measurement availability with your Spotify team, as it may vary by ad format

Spotify Brand Lift




Spotify Brand Lift

Measure how the high-user engagement and attention
on our platform translates into upper-funnel outcomes
for your brand.

Spotify Brand Lift:

Provides advertisers actionable takeaways for
optimizing future campaigns, like Ad Recadall,
Awareness, Purchase Intent, Message
Assocication, Preference, and more

Is a native way for advertisers to connect with
users and gather insights that does not feel
intrusive; served only

when the audience is in focus

Confirm measurement availability with your Spotify team, as it may vary by ad format

AV Today's Top Hits

“!J Billie Eilish

e R

< @ »

e

(B2

\ tvrics

I What Was | Made For

t

®

10




1P Measurement Solutions

Improve your results

based on the actions
your customers take
online and offline

Updated attribution
methodology
Improved data resolution

Spotify Pixel




S A

Real Results:

Clients & Success Stories




Samsung builds awareness
on Spotify for the all-new
Galaxy Z Fold 8 launch

Their Goal
Raise brand awareness for the new device during the key pre-order
phase.

Their Solution

Engage high-intent audiences through a multi-format strategy
combining Spotify Audio & Display.

Their Impact

Across a tight 2-week flight, the campaign maximized listener attention
during high-energy, active daily routines. This contextual alignment
drove strong overall engagement, achieving an overall CTR of 0.25%
and a 93.01% Completion Rate, outperforming standard benchmarks.

Campaign Dates: Jul 22nd - Aug 6th, 2026 | Market: Austria

Vertical: Technology, Consumer Electronics Formats: Audio, Display Buying Channel: Spotify Ads
Manager

AUDIO CTR

0.15%

1.5x above the industry
benchmark

DISPLAY CTR

0.58%

strong click driver

AUDIO COMPLETION RATE

93.01%

+1.3% vs. industry / +0.4% vs.

region benchmark

SAMSUNG

The all-new
Galaxy Z Fold8

-

Samsung

SAMSUNG

Advertisement »

ke

1of1

15s left in the break -0:15

‘qncua

Entdecke das neue
Samsung Galaxy Z Fold8




LEGO builds brand
love on Spotify

Their Goal
Iconic toy brand LEGO aimed to boost its cool factor and position its sets as
the perfect gift for girls, engaging both parents and young audiences alike.

Their Solution

Partnering with Spotify, the campaign rolled out in two phases. First, a broad
awareness push targeted parents and affinity artists’ playlists for kids aged
6—12.Then, a focused retargeting phase reached users exposed to the initial
ads, driving deeper engagement. Leveraging Spotify’s unique environment,
where nearly one in four parents tune in, LEGO spoke directly to
decision-makers while they listened to kid-friendly playlists, maximizing
relevance and impact.

Their Impact

The campaign clicked perfectly, with 96% of listeners sticking around
throughout the spots and video ads building strong engagement at a 0.60%
CTR. Ad recall stacked up +31 points overall, with female fans powering up
+33 points. Best of all, purchase intent snapped together with a +10 point
boost, well beyond the usual, showing LEGO and Spotify truly stacked the
odds inits favor.

Campaign dates: Jun 1 - Jul 30, 2025 | Formats: Audio
Everywhere, Video Takeover | Market: IT

BN & % il 849%

the break

® 3|
LEGO® ’HA COSTRUITO

Advertisement

ﬂvKOHQ

Costruisci e divertiti
v o
con LEGO®! SCOPRIDIPIU!

96%

AUDIO LTR

+31pts

AD RECALL

+10 pts

INTENT TO BUY



https://drive.google.com/file/d/1xIv0tqm8lvFb1R10ByK6gLEVk-KixIp2/view?usp=drive_link

“Thanks to our strong partnership with
the local Spotify team, we successfully
localized a global campaign with an
Italian touch, resulting in excellent
outcomes across media, ad recall,
purchase intent, and consumer sales”.



SUCCESS STORY (:)

PureGym:
brand
relaunch

UK

April 20 - June 7,2026

Audio, Display, Video

Spotify Ads Manager

0:00

b

Midnight Messages

Rebecca Mardal

-0:30
” ° Moo

CHALLENGE

PureGym, the UK’s largest gym chain, relaunched its
branding and wanted to build widespread awareness of
its new identity among adults aged 18-54.

SOLUTION

After proving Spotify’s impact in an earlier campaign,
PureGym moved to Spotify Ads Manager to unlock more
efficient reach through lower CPMs, backed by MMM data
showing Spotify’s strong connection to gym audiences. By
repurposing existing creative, the brand launched quickly
with a multiformat mix of audio, display, and video, while
CAPI measured both brand and business impact.

IMPACT

The campaign increased awareness and recall while
exceeding expectations on acquisition. Despite running
with brand awareness in mind, it delivered more than 5K
new members at an average cost of £12.27 per acquisition,
proving Spotify could drive efficient growth alongside
impact.

235% £12.27 5K+

total campaign total campaign new members
ROAS CAC



https://drive.google.com/file/d/10h97Dm8vs8a1TI6GuclDcjSU2iww7Hlz/view?usp=drive_link

111

Working directly within Spotify’s Ads
Manager has driven an immediate
improvement in performance for
PureGym, providing greater flexibility in
execution, expanded reach to our target
audience, and ultimately more members.

JJ
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