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Can you remember the last few ads you saw? According to estimates, 
people see somewhere between 4,000-10,000 ads a day.1 Which means 
you have a difficult task when it comes to getting your client’s message out 
there. You have the challenge of connecting with your target audience and 
delivering the right message, in the right context.

To do that, you’ll need a platform you can trust, with engaged, attentive 
audiences. And that platform will need to be able to break through the 
clutter of all those ads we see today. And ideally, that platform would be 
really easy to use.  And what if you were reading about that platform right 
now? (You can see where we’re going with this.) 

Spotify can help your clients be heard in the moment. Audio stays with 
people all day long, reaching them in those moments where visual media 
can’t — making it an essential part of any marketing mix. In short, with 
Spotify you can connect with the right audience in the right context. 

Be heard.

1Forbes Agency Council, 2017, daily average estimate

At Spotify, our mission is 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. 

Spotify Ad Studio helps make music accessible around the world through 
our ad-supported experience. This gives businesses a tremendous 
opportunity to be heard by audiences that matter most where they’re 
already listening. 

Our mission
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If you want to get to know someone quickly, 
ask them what’s on their favorite playlist. Why? 
Because music is personal, emotional, and 
authentic — it’s central to people’s lives, and can 
tell you a lot about them.

Millions of listeners use Spotify to soundtrack their 
lives because we help them discover the music they 
love. So it’s no surprise that Spotify is the place 
where people show their true colors with no filter. 

In fact, we like to say that we have 299 million 
audiences of 1. It sounds impossible, but because 
of Spotify’s ubiquity and deep fan engagement, we 
create a unique and personalized version of Spotify 
for each user on our platform. And now, with the 
rise of podcasts, they’re also discovering shows 

that align with their passions and interests — giving 
us even more insights about what they’re into.

We get over 100 billion data points every day 
and use this rich, first-party data that we call our 
streaming intelligence to create that personalized 
experience. This data helps us to connect you with 
the audiences you want to reach and get your 
message heard.

And because we are everywhere (like, literally 
everywhere — in smartphones, gaming consoles, 
cars, smart speakers, and more) that means 
more data and more moments to connect. These 
moments present a unique opportunity for your 
clients because they happen when visual media 
can’t effectively reach your target audience. 

Why 
advertise 
on Spotify?

7/10 Spotify users say advertising on 
Spotify makes a brand seem relevant, 
young, genuine, smart, trustworthy, 
innovative, and reliable.2

2Ypulse & Spotify, “A Day in the Life” 2018 US, UK, AU 
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Screenless moments
Think about when you’re working out, cleaning, 
cooking, driving, partying, or relaxing — those 
times when visual media can’t reach you as easily. 
We call these screenless moments, and they 
happen throughout a consumer’s day. They’re 
more relevant than ever due to the spread of 
screenless hardware — hearables, wearables, 
smart speakers — and, of course, the mobile 
devices in everyone’s pocket.

Fortunately for listeners and advertisers, our 
ubiquity strategy means we’ve built Spotify to 
be everywhere that music and podcasts can be. 
Constant connectivity gives us an unparalleled 

understanding of your audience, because they 
are logged in across devices. That means we 
understand how the same person streams 
throughout their day.

For marketers, tapping into screenless moments 
fills key gaps in the consumer journey. Spotify 
Ad Studio makes it easy to be heard in those 
moments. Using audio ad campaigns as a 
complement to your client’s marketing strategy 
can help amplify a message as a consumer 
encounters it across platforms throughout their 
day — helping your clients stand out in the crowd.

Cultural 
moments 
happen on 
Spotify
Audio is now a constant companion. And people 
use Spotify to connect to cultural moments, 
meaning when something happens in the world, 
we hear it reflected on Spotify.

+5,600%
Streams of the Team France anthem 
“I Will Survive” increased by 5,600% in 
France after they won the World Cup.3

+7,700
Over 7,700 Tyrion Lannister fan-curated 
playlists have been created globally, 
celebrating the character from HBO’s hit 
series Game of Thrones.3

3Spotify First Party Data, Global, 2019
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Talking to 
your clients 
about Spotify
While visual media can compete for our attention, audio uniquely 
acts as a companion to everyday moments and enhances them. It’s 
essential to fill this gap in your client’s marketing plan by delivering 
your message in the right screenless moments, then to pair your 
audio ads with other formats for maximum impact. Combining audio 
with formats like search and social can help reinforce your message 
as consumers hear and see it throughout their day.

When it comes to understanding campaign results, make sure 
to prime your clients on how to measure success, particularly 
if they are new to audio. With search and social, clickthrough 
rates are often a client’s most important metric. Audio is unique 
in that it’s streamed in different contexts throughout the day, so 
it’s important to remember that your KPIs are different than other 
media campaigns.

+81% +26%
Audio ads drive an 
81% lift in ad recall.

Audio ads drive a 26% 
lift in brand awareness.

• Agencies

• Auto

• Consumer goods

• Digital products

• Education

• Events

• And more! 

Ad Studio 
is for 
everyone

4Spotify Nielsen Brand Effect Benchmarks US April 2019

Don’t overemphasize clicks or 
compare to other non-audio 
platforms — focus on unique reach 
and frequency of your ads served
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Meet 
Spotify’s 
listeners
Spotify is the most 
popular global 
audio streaming 
subscription service.

Our fans put 
Spotify at the 
center of their 
lives.

Streaming 
intelligence helps 
us understand 
our audience.

Demographic 
Breakdown5

345M
MONTHLY 

ACTIVE USERS

DEVICE USAGE5

13-17
11%

18-24
35%

25-34
27%

35-44
14%

45+
13%

GENDER AGE

54% 
FEMALE

46% 
MALE

199M

+2.2M

AD-SUPPORTED 
MONTHLY

 ACTIVE USERS

OVER 
2.2 MILLION  

PODCAST TITLES

+70M
OVER 

70 MILLION 
SONGS

100%
LOGGED-IN WITH ONE PERSISTENT 

IDENTITY ACROSS DEVICES 

2.5
HOURS FOR FREE MULTI-DEVICE 

LISTENERS IN A GIVEN DAY6 

+4B
OVER 

4 BILLION 
PLAYLISTS

93
AVAILABLE IN
 93 MARKETS

51%
MOBILE

19%
TABLET

6%
CONNECTED DEVICE

24%
DESKTOP & WEB

⁵Spotify First Party Data, Ad-supported and Premium users, Global, 2019
⁶Spotify First Party Data, Ad-supported multi-platform users only, based on daily content hours/daily active users, Global, 2018

As of December 31, 2020.



 Ad-supported vs. Premium listeners

60M+ songs and podcasts

Listeners who stream for free

Available on select playlists

Listeners who pay to stream

Personalized playlists

Access to new releases

Play any track

Offline listening

Ad-supported podcast experience

Ad-supported music experience

The listener comes first across 
both experiences.

At Spotify, we believe music is a mirror, reflecting 
how people are really feeling and what they’re 
doing in any given moment. Because audio stays 
with people all day long, the more people stream, 
the more we learn — helping us understand 
our audience through the music and podcasts 
they listen to. The more our audience streams, 
the more we understand them, adding to our 
streaming intelligence so we don’t kill their vibe. 
This in turn powers our targeting options, allowing 
advertisers to deliver more relevant and impactful 
ad experiences. 
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Ad-supported and 
Premium Spotify 
listeners pay for 
content at similar rates.

Ad-supported Spotify listeners 
tend to be: 

Spotify conducted a custom survey⁸ where we asked, 
“Which services do you pay for/subscribe to?” The 
responses show our ad-supported and Premium listeners 
pay for content at nearly the same rate across many 
services. These results are super powerful because they 
debunk the notion that ad-supported users can’t afford to 
pay for a Premium subscription.41% of our fans are ages 25-447

Ad-supported Spotify listeners 
over-index in top DMAs.

SAN FRANCISCO 
+11%

BOSTON
+11%

WASHINGTON DC
 +12%

MIAMI
 +11%

SPOTIFY PAID USERS

SPOTIFY FREE USERS

LOS ANGELES
+43%

CHICAGO
+48%

SAN ANTONIO
+21%

NEW YORK
+22%

DALLAS
+36%

Simmons, Fall 2018, US

Millennials and Gen X

85% 85%

53% 53%

30%

57%
51%

45%

20%

52%

7Spotify First Party Data, March 2019, US
⁸Source: Spotify/Qualtrics Entertainment Study among 
6500 Respondents A13+ in the US, August 2020
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Spotify Ad Studio is simple, 
easy, and intuitive — If you already have an audio ad, you can easily 

upload it. If not, just tell us what you want your 
ad to say — we’ll record the voiceover and 
produce the ad, free of charge.

letting you create audio ads in minutes even if 
you’ve never made one before. It’s the quickest way 
to get your campaign (or multiple campaigns) up 
and running on Spotify. All it takes is a 3-step ad 
creation process:

Reach listeners based on their age, gender, 
location, interests, real-time contexts, and 
even music or podcast taste. Select mobile, 
desktop, or both so your ad gets heard in the 
right context.

Set your budget and campaign dates, then 
sit back, relax, and watch as people engage 
with your ad. You can edit your ad at any point 
throughout your campaign.

Create your ad

Speed,
flexibility, 
control

Powerful
targeting
options

Free audio
ad creative

Real-time 
reporting

Pick your audience

Customize your campaign

Why Spotify 
Ad Studio? 

We’ve told you all about the power of audio and 
the value of our audience.  So now you’re probably 
thinking, “Great, but how do I reach them?” We’re 
glad you asked. Meet our self-serve ad platform. 
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Powerful audience targeting

Connect with your target 
audiences across platforms with 
Spotify’s first-party age, gender, 

and location data.

Deliver your message 
immediately after a user has 
listened to a specific genre.

Reach highly relevant audiences 
based on their podcast, playlist, 

and platform preferences.

Target known fans of an artist 
you’re promoting or fans of other 
artists (available when promoting 

an artist or music event).

Reach listeners as they 
soundtrack specific moments 

throughout their day.

Age, Gender, Location

Genre Fan Base

Interests Real-time contexts

Reach people based 
on what they’re 
listening to and how 
they listen.

Ad Studio offers advanced targeting options that let you reach 
audiences based on their podcast, playlist, and platform streaming 
behavior. We leverage our first-party data to deliver your client’s 
message based on demographic insights and streaming intelligence 
to your target audience. 
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Available interest categories
Books

Business

Comedy 

Commuting

Cooking 

Culture & Society 

DIY Hobbies & Crafts

Education 

Fitness 

Gaming

Health & Lifestyle

History 

In-Car Listening3

Love & Dating

News

Parenting 

Partying 

Podcasts4

Running 

Science & Medicine

Sports & Recreation

Studying or Focusing 

TV & Film

Tech 

Theater

Travel 

Available real-time context categories 
Chilling

Cooking

Dinner time 

Focusing 

Gaming 

Holiday Celebration

Partying 

Studying

Traveling 

Working Out

Available genre categories 
Alternative

Blues

Christian

Classical

Country

Easy Listening

EDM

Electronica

Folk

Funk

Hip Hop

Holiday

House

Indie Rock

Jazz

Latin

Metal

New Age

Pop

Punk

Reggae

RnB

Rock

Soundtrack

Spoken Audio

Traditional

3 Ads are targeted to users who recently listened to Spotify in the car, but they aren’t served while users stream in the car
4 Ads are targeted to users who recently listened to podcasts, but they aren’t served during podcasts

L E A R N  M O R E  A T

ads.spotify.com



Interest definitions
We identify ad supported listeners who have expressed recent interest in these categories 
through their Spotify streaming behavior. 

Comedy
People who listen to comedy-related content 
(including albums and podcasts)

Cooking
People who listen cooking-related playlists

Culture & Society
People who listen to culture & society podcasts

DIY Hobbies & Crafts
People who listen to hobbies & crafts podcasts

Health & Lifestyle
People who listen to lifestyle & health podcasts

History
People who listen to history podcasts

Fitness
People who listen to fitness-related playlists in 
categories such as workout, running, biking, 
and weightlifting

Gaming
People who listen to Spotify on gaming consoles 
or listening to gaming-related playlists

In-Car Listening
People who listen to Spotify in the car

Books
People who listen to books & literature podcasts

Business
People who listen to business podcasts

Education
People who listen to education podcasts on Spotify

Parenting
People who listen to kids playlists, children’s 
music genre, and kids & family podcasts

News
People who listen to news & politics podcasts

Love & Dating
People who listen to love, dating, 
& relationship podcasts

Partying
People who listen to party-related playlists

Podcasts
People who listen to podcasts

Running
People who listen to running-related playlists

Science & Medicine
People who listen to life sciences & 
medicine podcasts

Sports & Recreation
People who listen to sports, sports news, 
& recreation podcasts

Studying or Focusing
People who listen to study- or focus-related playlists

Tech
People who listen to technology podcasts or 
stream via emerging platforms like smart TVs, 
gaming consoles, and streaming sticks

Travel
People who listen to travel-related playlists

Theater
People who listen to Broadway-related playlists

TV & Film
People who listen to TV & film podcasts

Commuting
People who listen to commute-related playlists

L E A R N  M O R E  A T

ads.spotify.com



Powerful
targeting
options

Free audio
ad creative

Real-time 
reporting

Free & easy 
audio ad 
creation
Sold on adding audio to your client’s marketing 
mix, but not sure how to go about getting an audio 
ad made? We got you. Spotify Ad Studio makes 
it easy to turn any message into an audio ad — 
and we produce the whole thing for you, at no 
additional cost. They do say the best things in life 
are free!

All you need to do is write up a script telling us 
what you want the ad to say and how you want it 
to sound, and provide a companion image and the 
clickthrough URL you’d like it to link to. Then, pick 
your favorite background track from our library. 

We’ll send your notes off to one of our talented 
voiceover artists to make your message sing.

You and your client will have the opportunity to 
review the voiceover and provide feedback. Once 
you approve it, we mix the background music and 
produce the final ad, and voila — you have an 
audio ad for free! 

Of course, if you already have existing audio ad 
creative, you can use that and get your campaign 
up and running even quicker.

Specs to keep in mind

AUDIO FILE COMPANION IMAGE

Length: 30 seconds or less

File tyles: WAV, MP3, OGG

Max file size: 1MB

Audio: WAV - 16-bit 44.1 kHz MP3, at 
least 192 kbps RMS normalized to -14 
dBFS Peak normalized to -0.2 dBFS

Dimensions: 640 x 640 pixels

File tyles: JPEG or PNG

Max file size: 200KB
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DAILY METRICS

AUDIENCE METRICS

Real-time reporting

Measurable success
Once your campaign has been submitted and 
approved by the Ad Studio team, metrics begin to 
appear within a few hours. These metrics provide 
insights into which campaigns and tactics are 
working better to deliver your desired outcome. 

You have the ability to make changes to targeting, 
budget, and creative at any point during your 
campaign’s lifecycle. Customized, exportable 
reports are also available to download, so you can 
easily share your results with your clients.

Daily metrics: Audience metrics: 

• A summary of the ad campaign

• A summary of the targeting

• Start/end dates

• Budget

• Total number of ads served

• Number of clicks

• Clickthrough rate (CTR)

• Reach (number of unique people who heard 
your ad)

Age: How your ads have been served to different age 
groups.

Gender: How your ads have been served to different 
genders.

Genre: How your ads have been served to users 
listening to different genres. Reflects the genre a user 
listened to before your ad was served.

Platform: How your ads have been served to users 
listening on different platforms.
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To help you efficiently 
communicate campaign 
details and performance 
both internally at your 
agency and externally 
with your clients, we offer 
multiple permissions on 
accounts that you can 
have set up upon request.

Admin: Account admins are able 
to create, view, edit, and export 
campaigns. Admins are also able to 
edit account settings and payment 
details.

Contributor: Account contributors 
are able to to create, view, edit, and 
export campaigns. Contributors are 
unable to edit account settings and 
payment details.

Viewer: Viewers have read-
only privileges on accounts and 
campaigns. Viewers can view 
and export campaigns but cannot 
create or edit campaigns or account 
settings.

Request to have contributors or 
viewers added to your account 
by emailing our support team at 
adstudio@spotify.com.

Running campaigns 
as an agency
Creating a Spotify Ad Studio account for your agency 
is easy — to start, sign up at ads.spotify.com. You’ll 
need a Spotify account, and while you can use your 
personal account, we recommend that you create 
a separate account with a business email, as this is 
where all communications regarding your campaigns 
will be sent. 

To do this, create a free Spotify account at spotify.com 
using your business email. You can also use a team 
business email or alias to make sure all of your 
stakeholders are looped in. Then, use that account to 
sign up at ads.spotify.com.  

To help you efficiently communicate campaign details 
and performance both internally at your agency 
and externally with your clients, we offer multiple 
permissions on accounts that you can have set up 
upon request.
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Creative
Best NEXT 
Practices

Wondering what Next Practices are? Well, they’re like best practices — but 
better. How are they better? Let’s face it, if the best had already been done, 
we would all probably be out of a job — or looking for something better to 
do, because that’s the nature of creativity. But it’s safe to say, there’s always 
room for improvement, that’s what we mean by “Next Practices.”

Ads that are personalized to 
the listener get a higher level 
of engagement and well, we’re 
pretty good at making the 
right introductions. Targeted 
approaches work well, for 
instance, if targeting New York, 
you could say: “Hey New York!”

We all like to feel like we’re getting 
something special, so adding 
exclusives, sales, or promotional 
codes in your audio ad can really 
make a difference.

For a 30-second ad, our best 
performers have been between 
55-70 words and keep the pace 
even throughout.

Be clear and memorable

It all starts with an idea. 

We’ve found ideas work best when you meet your audience where they 
are. Your listeners will hear your message between songs during their 
listening session. Creative is the most critical factor in setting a campaign 
up for success, so think about the context in which your ad will be 
delivered when coming up with your campaign idea. It’s also important to 
think about and be clear about what you want your audience to do after 
hearing your client’s message. 
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Sweet sound 
of campaign 
success

Create a clear call to action.

Introduce yourself. Have fun.

Match your music.

Time is a finite resource. Know your audience.

Clear call to action

Time-sensitive messaging

Verbally mention your business

First-party targeting

Fun, engaging tone

Frequency: 3-5 per user/week

Background music

Say it more than once. 

Ads with a direct call to action have ~3x higher 
clickthrough rates¹¹ than those with none, so if clicks 
are what you’re after, it makes sense to include one. 
At the very least, you can prompt the listener to do 
something, like saying to “tap to find a location.”

Verbally mention the business when running audio. 
Seems obvious, right? You’d be surprised that 9% of 
campaigns don’t mention the business name audibly 
in their audio. Verbally mentioning the business is a 
sure-fire way to generate stronger results.

At Spotify, we place a high priority on having fun, 
and we think our users appreciate it. Being funny for 
example, when it makes sense within your creative, 
fits well with the vibe of our platform and grabs our 
listeners’ attention. This ultimately helps open them 
up to your client’s brand and messaging.

Adding music to ads is a natural fit with Spotify 
— ads with background music resonate, driving 
4.3x higher intent than ads without. When selecting 
music, think about the type of music your audience 
listens to. We don’t want to kill anyone’s vibe.

While audio typically excels in upper-funnel, brand 
awareness metrics, time-sensitive messaging and 
promotions drive a sense of urgency and can also 
lead to success in lower funnel metrics. In fact, 
time-sensitive messages can help businesses drive 
2.0x higher favorability, 2.9x higher Intent, and 2x 
higher ROAS for CPG offline sales.

Real-time context targeting helps businesses reach 
listeners in the right moments when they are likely to 
be more receptive to brand messaging. Campaigns 
that include audience segment targeting when 
relevant drive 2.7x higher awareness and 5.3x 
higher intent than campaigns that include basic 
demographic targeting.

Campaigns with a frequency of 3-5 per user per week 
drive stronger brand lifts. This range is the sweet spot 
of frequency across metrics to ensure you’re exposing 
your audience to the messaging enough for impact, 
but not too much that it diminishes impact. Consider 
expanding your targeting if your frequency per user per 
week starts to rise above this range. 11Nielsen Brand Effect Studies, Sept 2017 - Dec 2018
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Every day, we speak with businesses about 
the power of audio and the unique opportunity 
it provides to have contextual, 1-on-1 
conversations with listeners. One campaign 
that took advantage of this impact was “The Big 
Listen,” from Samaritans in the UK. Samaritans 
is a nonprofit that offers a safe place for people 
to talk about anything at all — so they value the 
importance of listening. 

Their campaign demonstrated how listening to 
another person can be the first step to saving 
a life, with their powerful message delivered 
through audio. And Torchbox, the UK-based 
agency that represented Samaritans, also 
reiterated how easy it was to set up their 
emotionally charged message. “It’s so simple 
to set up,” said Phil McMinn from Torchbox. “It 
took minutes to upload the audio and hit publish.

Many agencies are seeing digital audio as an 
essential component to the media mix including 
Carnegie Dartlet, an agency focused on helping 
universities and colleges with their marketing 
and student enrollment goals. 

“Ad Studio has been a game-changer for our 
clients in higher education,” says Erika Fields, a 
digital marketer at Carnegie Dartlet. “Colleges 
and universities recognize that prospective 
students are spending more and more of 
their time on these streaming platforms. This 
has translated to audio becoming our fastest 
growing medium.”

Digitally focused agencies like Programmatic 
Mechanics have seen digital audio as a 
complement to social and search. “Being able 
to reach someone when they are commuting, 
running, driving and not scrolling is powerful. 
We pitch Spotify audio to our clients as a way to 
reach audiences in moments where visual media 
can’t,” says Jason Deutsch, VP of Media Trading 
Operations. 

Power of audio

Audio as a game-changer 
to marketing mix

• Agency: Torchbox
• Market: UK 

• Agency: Carnegie Dartlet and Programmatic Mechanics
• Market: US

What other agencies say
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 game-changer for our 
 clients in higher education.” 

“Being able to reach someone when  
   they are commuting, running,  driving 
   and not scrolling is powerful.”



The M Agency in Australia, focused on live 
event promotion with partners like Live Nation, 
uses Ad Studio to promote their events. They’ve 
taken advantage of Spotify’s clutter-free, native 
environment and flexible budget options.

“Spotify is the most contextually relevant 
environment for the promotion of concerts 
and content because people are already in the 
mindset of engaging with music, so we know 
they’ll likely have some willingness to engage 
with these sorts of ads,” says Dave Bostelman, 
account director at The M Agency. “And we can 
use [Spotify’s] first-party data to predict who we 
think will be even more likely to be interested, 
through Fan, Genre, and Playlist targeting.”

The Pabst Theater Group (PTG) quickly 
understood that Spotify Ad Studio helps them 
reach their audience at scale and ensures their 
message gets heard thanks to audio’s intimate 
nature. They produce over 650 concerts every 
year across four venues in Milwaukee, and they 
use Spotify ads to drive awareness and attention.

“We draw a very large young professional and 
college population, and we know we can reach 
them when they are streaming Spotify,” says 
Laura Mueller, marketing director at PTG. ”As 
promoters of live entertainment, Spotify is a 
natural fit and is effective for us — our ads get 
attention.”

Native environment and 
flexible budget options

Spotify’s audience and reach

• Agency: M Agency
• Market: AU

• Agency: PTG
• Market: US
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“We draw a very large  
  young professional and 
  college population, and 
  we know we can reach 
  them when they are 
  streaming Spotify” 



Questions? 
We got you.
What are my billing options? 

When will I pay for my Spotify ads?

How does the pricing work on Spotify Ad Studio?

I have more questions, who should I contact?

Get started today at ads.spotify.com and be heard.

The default payment method for Spotify Ad Studio campaigns is credit 
card. You will be prompted to input a credit card for payment upon 
booking their first campaign. We accept Visa, American Express, 
Mastercard, and Discover. 

Or, you can set up invoicing. Contact us at adstudio@spotify.com.

Credit cards are charged as campaigns reach a spend threshold of $250, 
or at the end of the month, whichever comes first. Advertisers will receive 
a receipt via email each time their credit card is charged.

If you are set up for invoicing, your campaigns will be listed on an invoice 
sent monthly on the 9th business day of the month. Invoices list all 
impressions that delivered in the previous month, broken out by campaign.

Ad Studio pricing is based on the cost per ad served. Your cost per ad 
served will be displayed when you select your targeted audience. Based 
on the budget you set, we’ll estimate how many times your ad campaign 
will be heard. Campaign budget minimums start at $250. You’re only 
charged each time your ad actually plays.

We’re here to help! Check out our Help Center at  ads.spotify.com/help-
center or give us a shout at adstudio@spotify.com.
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