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Andrea Caldironi Federico Gavazzi
Director of Sales Global Digital Media Manager
Spotify Italia Luxottica
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Highlights from Spotify’s Q1 2024 Earnings
7 7 :
million active million ad-
monthly users, a supported users, a
+19% year over +22% year over
year increase year increase
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Time spent on the platform
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2.4

Hours / Day

Source : GWI Global, 2023 213
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Who's Streaming In Italy?

1 5 M I:I [ 18-24  26% Male
85% 6% 25-34  27% 539%
35-44  15% o
= s5a Female
Users = 55-64 7% 46%
4% 2% ‘I% .............................
65+ 3%
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Spotify Listeners | Who are they?

v
80%

live in Urban or Suburban

Ul
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40%

are High-Income
users !
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42%

have Bachelor Degree

_@_
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Sonic Science - The science behind Audio

MOOD BOOST

+50%

of participants reported a mood
boost after tuning into Spotify
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ENGAGEMENT

%

60%

of listeners’ ad engagement
carry over from content to ad
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OPEN TO ADS

i)

713%
o
open to listening to

ads if the tone fits
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Spotify offers unparalleled access to an engaged and
attentive audience throughout the day

C Chilling ) C Cooking ) C Gaming > < Online > < Studying > ( Workout >
< Commuting > < Eating > (Housekeeping) C Partying > C Walking >
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The EssilorLuxottica journey

Andrea Caldironi

Director of Sales
Spotify Italia
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Federico Gavazzi

Global Digital Media Manager
Luxottica
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Salmoiraghi & Vigané drives awareness
with tailored audio ads

Their Goal

Italian retail optical brand Salmoiraghi & Vigand wanted to drive brand awareness and
consideration of their “Eyecare Bonus” campaign.

Their Solution

The brand partnered with Spotify to create tailored audio ads aimed at boosting
awareness and consideration among key audiences. The ads highlighted Salmoiraghi &
Vigand’s “Eyecare Bonus” scheme, where customers who take a doctor’s eye examination
receive a €100 discount on their new glasses upon providing the doctor’s invoice. The
brand leveraged Spotify’s suite of targeting tools to reach their most important segments
with personalised messaging - including fashion and art enthusiasts, foodies and
travellers.

Their Impact

The personalised messaging paired with precise targeting created impressive results for
Salmoiraghi & Vigand - seeing above benchmark, double-digit uplifts in recall, top of mind
awareness, and favorability.
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TOP OF MIND
AWARENESS

+10 pts

10x higher than the
EMEA benchmark

AD RECALL

+25 pts

1.2x higher than the
EMEA benchmark

FAVORABILITY

+12 pts

6x higher than the
EMEA benchmark
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Varilux increases brand awareness with
Audio and Podcast media

AD RECALL Advertisement

Varilux
Their Goal + 1 6 p t S il
varilux.
Visual health brand Varilux were looking to build awareness of their brand and increase in recall of the R series..

their ‘cutting edge lenses’ offering amongst 40+ year old audiences across the UK. Varilux campaign
on Spotify

Their Solution

Varilux partnered with Spotify, leveraging the Audio Everywhere format, whilst
also targeting listeners of the Parenting Hell podcast and utilising the Spotify
Podcast Audience Network to reach their target audience with clear and concise
creatives showcasing the benefits of Varilux.

AWARENESS

+21 pts

In awareness of Varilux amongst
‘heavy glasses wearers’

Their Impact

The campaign reached over 1 million unique users on Spotify, driving awareness
of Varilux amongst the target audience of 40+ consumers whilst building
perceptions that Varilux offers cutting edge lenses of the future. Activity was even
more impactful amongst users that wear glasses more frequently - with up to 3x
stronger agreement that Varilux offer cutting edge lenses.

ATTRIBUTE RATING

+17 pts

increase in agreement that
Varilux offers cutting edge
lenses amongst ‘heavy
glasses wearers’
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