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FACEBOOK: ADVERTISING AUDIENCE OVERVIEW AL &

THE POTENTIAL AUDIENCE THAT MARKETERS CAN REACH WITH ADS ON FACEBOOK v

NOTE: PLEASE READ THE IMPORTANT NOTES ON COMPARING DATA AT THE START OF THIS REPORT BEFORE COMPARING DATA ON THIS CHART WITH PREVIOUS REPORTS GLOBAL OVERVIEW

TOTAL POTENTIAL REACH FACEBOOK AD REACH QUARTER-ON-QUARTER CHANGE YEAR-ON-YEAR CHANGE IN
OF ADS ON FACEBOOK vs. TOTAL POPULATION IN REPORTED FACEBOOK AD REACH REPORTED FACEBOOK AD REACH

1.98 24.8% -4.6% -6.0%

BILLION -96 MILLION -127 MILLION

FACEBOOK AD REACH FACEBOOK AD REACH FEMALE FACEBOOK AD REACH MALE FACEBOOK AD REACH
vs. TOTAL INTERNET USERS vs. POPULATION AGED 13+ vs. TOTAL FACEBOOK AD REACH vs. TOTAL FACEBOOK AD REACH

38.4% 31.7% 43.7 % 56.3%

SOURCES: META'S ADVERTISING RESOURCES; KEPIOS ANALYSIS. NOTES: VALUES USE MIDPOINT OF PUBLISHED RANGES, GENDER DATA ARE ONLY AVAILABLE FOR “FEMALE" AND “MALE". ADVISORY: REACH we
FIGURES MAY NOT REPRESENT UNIQUE INDIVIDUALS OR MATCH THE TOTAL ACTIVE USER BASE. VALUES FOR REACH vs. POPULATION AND REACH vs. INTERNET USERS MAY EXCEED 100% DUE TO DUPLICATE AND ar e (O) M l
FAKE ACCOUNTS, DIFFERENT RESEARCH DATES, AND DIFFERENCES IN CENSUS DATA vs. RESIDENT POPULATIONS. SOURCE DATA REVISIONS MAY DISTORT VALUES FOR CHANGE OVER TIME. COMPARABILITY: ° I e twater

SOURCE DATA REVISIONS. VALUES MAY NOT BE COMPARABLE WITH PREVIOUS REPORTS. SEE NOTES ON DATA FOR FURTHER DETAILS sSocCia



FACEBOOK: ADVERTISING AUDIENCE PROFILE

SHARE OF FACEBOOK'S ADVERTISING AUDIENCE BY AGE GROUP AND GENDER

NOTE: PLEASE READ THE IMPORTANT NOTES ON COMPARING DATA AT THE START OF THIS REPORT BEFORE COMPARING DATA ON THIS CHART WITH PREVIOUS REPORTS GLOBAL OVERVIEW

17.6%

126%  12.3%
10.9%

8.9%

8.5%

1
| I

5 5% 6.1%

38%  35%
II o T

2 1% 2.7%

FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE
13-17 18 - 24 25 -34 35 -44 45 - 54 55 - 64 65+
YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD

REACH FIGURES MAY NOT REPRESENT UNIQUE INDIVIDUALS OR MATCH THE TOTAL ACTIVE USER BASE. USERS MAY MISSTATE THEIR ACTUAL AGE, WHICH MAY RESULT IN DISTORTIONS IN THE SOURCE DATA are.
COMPARABILITY: SOURCE DATA REVISIONS. VALUES MAY NOT BE COMPARABLE WITH PREVIOUS REPORTS. SEE NOTES ON DATA FOR FURTHER DETAILS. SOC|aI

<{OD Meltwater

@ SOURCES: META'S ADVERTISING RESOURCES; KEPIOS ANALYSIS. NOTES: VALUES USE MIDPOINT OF PUBLISHED RANGES. GENDER DATA ARE ONLY AVAILABLE FOR “FEMALE" AND “MALE". ADVISORY: We



Q'SN FACEBOOK: ADVERTISING AUDIENCE OVERVIEW - ‘

3 THE POTENTIAL AUDIENCE THAT MARKETERS CAN REACH WITH ADS ON FACEBOOK

NOTE: PLEASE READ THE IMPORTANT NOTES ON COMPARING DATA AT THE RT'OF THIS REPORT BEFORE COMPARING DATA ON THIS CHART WITH PREVIOUS REPORTS ITALY
TOTAL POTENTIAL REACH FACEBOOK AD REACH QUARTER-ON-QUARTER CHANGE YEAR-ON-YEAR CHANGE IN
OF ADS ON FACEBOOK vs. TOTAL POPULATION IN REPORTED FACEBOOK AD REACH REPORTED FACEBOOK AD REACH

27.95 47.4% -0.5% -2.1%

MILLION -150 THOUSAND -600 THOUSAND
FACEBOOK AD REACH FACEBOOK AD REACH FEMALE FACEBOOK AD REACH MALE FACEBOOK AD REACH
vs. TOTAL INTERNET USERS vs. POPULATION AGED 13+ vs. TOTAL FACEBOOK AD REACH vs. TOTAL FACEBOOK AD REACH

55.0% 52.9% 50.5% 49.5%

we
AKE ACCOUNTS, DIFFERENT RES f ~H DATES, AND DIFI F f ENSUS D "T' \ vs '»“—"17‘”’""-4’ JPULATIONS .S )JURCE DATA ‘\v’lfﬁ-lﬂii'f‘-. S .’v‘l.f‘\' TORT VA S FOR Cli ':,'*-.:‘\.".'f."' OVER TIM COMPARABILITY are (O) MeltWQter
SOURCE DATA REVISIONS. VALL {'." AY NOT £ i COMPARABLE ‘NJ'TI [ /101 '._- f-?{fP SEE N IQT (2 ON DATA OR FURTHER DE [ ILS SOC|O|

SOURCES META'S ADVERTISING RESOURCES; KEPIOS LYSIS. NOTES: \ lr USE MIDPOINT OF PUBLISHED F A\NGES. GENDER DATA \f[ " AVAIL/ FOR f D "M£ ADV|5°RY: REACH
e FIGURES MAY NOT REPRESENT UNIQUE INDIV -1)/1 OR} {fl ET T/ CTIVE USER BASE 'v".-'\.l_i_‘ﬁ‘;': C Fv XEACH vs F’C"F‘,I,AN'{_' D REA u’\f‘.F:" uUs r"-fn rf “EED 100 Fl ETO DUPLICATE AND



FACEBOOK MONTHLY ACTIVE USERS (YOY)

MONTHLY ACTIVE FACEBOOK USERS (IN MILLIONS) AND RELATIVE CHANGE OVER TIME

2,910 2,358
2,740
2,449
2,271
2,072
1,788
1,545
1,350
1,189

1,007 ' '
18 1% +14. 4°/ +9, 6°/ 7. 8°/

2012 2013 20'|4 2015 2016 20'I7 20'I 3 2019 2020 2021 2022

we
SOURCE: META'S INVESTOR EARNINGS ANNOUNCEMENTS are (O) Meltwater
@ social



Da dove inizio?
\l/ DA QUI \l/

Obiettivi di business
Aumentare del 15% le vendite di stampanti 3D, puntando sul risultato per il cliente finale

Obiettivi di digital marketing
Contribuire a fare conoscere le potenzialita delle nuove stampanti 3D

Strategia di digital marketing
Ispirare con esempi di uso (prodotti finiti stampati in 3D)

Piano operativo
Piano di contenuti settimanale

NON DA QUI

1\

1\




Da chi e demsa la VISIb Ilta
ostrl post?
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Raccolta delle informazioni a disposizione rispetto a tutti | post
degli amici o della pagine (Inventory)

Verifica i segnali (Signals) come per esempio chi ha postato che
cosa

Fa delle predizioni in base alla storia passata di altri post che sono
stati commentati (Predictions)

Attribuisce ai singoli post un punteggio (Score)

Adam Mosseri, responsabile dello sviluppo del News Feed a Facebook



The Facebook Algorithm

Your post

Algorithmic signals:

+ Like =1

Show to 1% of fans to . Comment =6

measure engagement »  Long-form comment = 13

« Share that drives engagement = 13
« Share that drives no engagement =6
* Video view 3 seconds = 1/4pt

Content Quality
Scoring

Does it include native images and

videos? ; :
Yes / No * Video view 60 seconds = 13

' « Negative feedback (hide post, hide all, report
Is it Live video? | page) =-100
Yes / No Ranking

Signals
Does it include external links?
Yes / No . .
Is it timely and reference a trending

I . topic?
I lickbait?
s it clickbait Yes /Né

Yes / No

Does ask to ‘like’ ‘'share’ or
‘comment’?
Yes / No

Does it include words like ‘free’
‘'sale’ ‘promotion’ etc
Yes/ No

Has the same post been used
before?
Yes / No

Is your page regularly producing high
quality content and using live video?
Yes / No

Are people who regularly engage
with your page engaging?
Yes /No

Is your community having ‘back and
forth’ discussions in the comments of
your post?

Yes / No

Are the post types (text, image or
video) are what people engage with
often?

Yes / No



What stories have been posted by your friends and publishers? Inventory

oooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo

How likely are you to comment on this story? Predictions

Relevance score Score



Who posted it

Frequency of

posts from

publisher
Average time
spent on

content
Overall

engagement that
a post already

Previous negative has

feedback on
author

Engagement

m Emile Mosser updated his profile picture

When it's posted

Friend tags

A recent
comment
from a friend

Story type

Completeness

of page profile
Posted from a
friend or

How P99€¢

informative
the post is



Likelihood to
click

Likelihood to
spend time with
story

Likelihood to like,
comment, and
share

m Emile Mossen updated his profile picture

-
..“
-

Likelihood
you’ll find
informative

Likelihood
this is
clickbait

Likelihood this
contains nudity



Cos'e penalizzato?

e Link esterni

e Clickbaiting

e Offerte, sconti...

e Contenuti non originali
e gia postati



Come arrivare alle persone

e || 96% delle persone ha guardato un video esplicativo per saperne di
piu su un prodotto o servizio.

e L'84% delle persone afferma di essere stato convinto ad acquistare un
prodotto o servizio guardando un video di un brand.

e || 74% delle persone afferma di essere stato convinto ad acquistare o
scaricare un software o un'applicazione guardando un video.



Come iniziare a pubblicizzare
la Pagina Facebook

e Inserire un link alla propria Pagina Facebook nel proprio
sito web e (se disponibile) il proprio blog
 Inserire il link alla fan page in tutti gli altri profili social

dell’azienda
e Linkare la pagina Facebook dal proprio profilo personale
e Suggerire la pagina ai propri amici
 INVESTIRE IN CAMPAGNE PUBBLICITARIE



Come leggere le Statistiche
della Pagina: Insights

Le statistiche delle pagine permettono di:
e conoscere |'audience di utenti iscritti alla nostra pagina
e comprendere quali sono i post che sono piu e meno apprezzati
o capire quando gli iscritti alla nostra pagina sono attivi
e conoscere quante persone della nostra pagina visualizzano
effettivamente i nostri aggiornamenti



Strumenti utili alla pubblicazione

yaytext.com personalizzare i font

bitly.com accorciare i link

canva.com realizzare basi grafiche e video spot
hootsuite.com programmare e gestire contenuti

postpickr.com programmare e gestire contenuti






INSTAGRAM: ADVERTISING AUDIENCE OVERVIEW

THE POTENTIAL AUDIENCE THAT MARKETERS CAN REACH WITH ADS ON INSTAGRAM

NOTE: PLEASE READ THE IMPORTANT NOTES ON COMPARING DATA AT THE START OF THIS REPORT BEFORE COMPARING DATA ON THIS CHART WITH PREVIOUS REPORTS ALY

TOTAL POTENTIAL REACH INSTAGRAM AD REACH QUARTER-ON-QUARTER CHANGE YEAR-ON-YEAR CHANGE IN
OF ADS ON INSTAGRAM vs. TOTAL POPULATION IN REPORTED INSTAGRAM AD REACH REPORTED INSTAGRAM AD REACH

26.20 44.4% -3.0% -4.7%

MILLION -800 THOUSAND -1.3 MILLION

INSTAGRAM AD REACH INSTAGRAM AD REACH FEMALE INSTAGRAM AD REACH MALE INSTAGRAM AD REACH
vs. TOTAL INTERNET USERS vs. POPULATION AGED 13+ vs. TOTAL INSTAGRAM AD REACH vs. TOTAL INSTAGRAM AD REACH

51.6% 49.6% 351.0% 49.0%

FIGURES MAY NOT REPRESENT UNIQUE INDIVIDUALS OR MATCH THE TOTAL ACTIVE USER BASE. VALUES FOR REACH vs. POPULATION AND REACH vs. INTERNET USERS MAY EXCEED 100% DUE TO DUPLICATE AND gree (O) r 1 I
FAKE ACCOUNTS, DIFFERENT RESEARCH DATES, AND DIFFERENCES IN CENSUS DATA vs. RESIDENT POPULATIONS. SOURCE DATA REVISIONS MAY DISTORT VALUES FOR CHANGE OVER TIME. COMPARARBILITY: L3 I e twa ter
E NOTES ON DATA FOR FURTHER DETAILS SOoCIia

SOURCE DATA REVISIONS: VALUES MAY NOT BE COMPARABLE WITH PREVIOUS REPORTS. SE

° SOURCES: META'S ADVERTISING RESOURCES; KEPIOS ANALYSIS. NOTES: VALUES USE MIDPOINT OF PUBLISHED RANGES. GENDER DATA ARE ONLY AVAILABLE FOR "FEMALE” AND "MALE" ADVISORY: REACH




b

STATISTICHE DI
INSTAGRAM

30

Tempo medio
giornaliero trascorso
su Instagram.

Fonte: eMarketer (2020)




ﬁ / STATISTICHE DI

INSTAGRAM .

Degli intervistati

O utilizza Instagram
/o per scoprire nuovi

prodotti o servizi.

Fonte: Facebook

»




ﬁ STATISTICHE DI
INSTAGRAM

Eta utenti Instagram
Fonte: We Are Social (2021)
40%

30%

20%

10%

0%

18-24  25-34 3544  45-54  55-64 64+




 Nella scheda
Audience dei vostri
Insights, in fondo,
c'e una sezione che
vi mostra quando il
vostro following e
piu attivo online;
potrete visualizzare
queste informazioni
in base agli orari o
ai giorni della
settimana.

AUDIENCE
Last 7 Days

¢
4
!
\ 7

71.3%

Most Active Times

e Sapevate che e

possibile seqguire
anche degli hashtag
e non solo dei
profili?



Suggerimenti

Per gli Hashtag potete utilizzare:
o All-hashtag
» Display Purposes
e lconosquare
e RiteTag
e AutoHash
e FocalMark
e Hashtagify



https://all-hashtag.com/index.php
https://displaypurposes.com/
https://iconosquare.grsm.io/lorenzogiustarini4666
https://ritetag.com/
https://play.google.com/store/apps/details?id=com.clarifai.clarifaiandroidstarter&hl=en
https://focalmark.com/
https://hashtagify.me/




LINKEDIN: ADVERTISING AUDIENCE OVERVIEW .

THE POTENTIAL AUDIENCE THAT MARKETERS CAN REACH WITH ADS ON LINKEDIN

NOTE: PLEASE READ THE IMPORTANT NOTES ON COMPARING DATA AT THE START OF THIS REPORT BEFORE COMPARING DATA ON THIS CHART WITH PREVIOUS REPORTS ITALY

TOTAL POTENTIAL REACH LINKEDIN AD REACH QUARTER-ON-QUARTER CHANGE YEAR-ON-YEAR CHANGE IN
OF ADS ON LINKEDIN vs. TOTAL POPULATION IN REPORTED LINKEDIN AD REACH REPORTED LINKEDIN AD REACH

17.00 28.8% 0% +6.3%

MILLION [UNCHANGED] +1.0 MILLION

LINKEDIN AD REACH LINKEDIN AD REACH FEMALE LINKEDIN AD REACH MALE LINKEDIN AD REACH
vs. TOTAL INTERNET USERS vs. POPULATION AGED 18+ vs. TOTAL LINKEDIN AD REACH vs. TOTAL LINKEDIN AD REACH

33.5% 34.0% 48.8% 51.2%

SOURCES: LINKEDIN'S ADVERTISING RESOURCES; KEPIOS ANALYSIS. NOTES: VALUES ARE BASED ON TOTAL REGISTERED MEMBERS, SO ARE NOT COMPARABLE WITH OTHER PLATFORMS IN THIS REPORT, GENDER
DATA ARE ONLY AVAILABLE FOR "FEMALE” AND "MALE". ADVISORY: REACH FIGURES MAY NOT REPRESENT UNIQUE INDIVIDUALS, OR MATCH THE TOTAL ACTIVE USER OR REGISTERED MEMBER BASE. VALUES

FOR REACH vs. POPULATION AND REACH vs. INTERNET USERS MAY EXCEED 100% DUE TO DUPLICATE AND FAKE ACCOUNTS, DIFFERENT RESEARCH DATES, AND DIFFERENCES IN CENSUS DATA vs, RESIDENT are e l
"OPULATIONS. SOURCE DATA REVISIONS MAY DISTORT VALUES FOR CHANGE OVER TIME. COMPARABILITY: SOURCE DATA REVISIONS. VALUES MAY NOT BE COMPARABLE WITH PREVIOUS REPORTS SOC|a

<OD Meltwater



LINKEDIN: ADVERTISING AUDIENCE PROFILE

SHARE OF LINKEDIN'S ADVERTISING AUDIENCE BY AGE GROUP AND GENDER

NOTE: PLEASE READ THE IMPORTANT NOTES ON COMPARING DATA AT THE START OF THIS REPORT BEFORE COMPARING DATA ON THIS CHART WITH PREVIOUS REPORTS GLOBAL OVERVIEW

34.3%

25.7%

12.0%

9.7% 9.0%

6.4%

![w .

1.9%
1.0%
—

FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE
18 - 24 25 -34 35 - 54 S5+
YEARS OLD YEARS OLD YEARS OLD YEARS OLD

SOURCES: LINKEDIN'S ADVERTISING RESOURCES; KEPIOS ANALYSIS. NOTES: GENDER DATA ARE ONLY AVAILABLE FOR “FEMALE" AND “MALE". ADVISORY: REACH FIGURES MAY NOT REPRESENT UNIQUE
NDIVIDUALS, OR MATCH THE TOTAL ACTIVE USER OR REGISTERED MEMBER BASE. USERS MAY MISSTATE THEIR ACTUAL AGE, WHICH MAY RESULT IN DISTORTIONS IN THE SOURCE DATA. COMPARABILITY: are.
SOURCE DATA REVISIONS. VALUES MAY NOT BE COMPARABLE WITH PREVIOUS REPORTS. SEE NOTES ON DATA FOR FURTHER DETAILS SOC|a|

<OD Meltwater



Your content

Content Quality

Select group of
relevant LinkedIn
connections

Scoring
s it
« Image
« Text

+ Long-form post

s it:
Spam

Clear

Does it contain a
link:
* Yes

No

High engagement
= high quality
Post sent to LinkedIn
editors for further analysis

Editors decide:

« Post should be
sent to more
people

« Post should go
no further

The Linkedin Algorithm

Algorithmic signals:

Like = 1
Comment =2
Share =3
Velocity = 5

Low engagement =
low quality
Post demoted







MOST USED SOCIAL MEDIA PLATFORMS ‘. |

PERCENTAGE OF INTERNET USERS AGED 16 TO 64 WHO USE EACH PLATFORM EACH MONTH

WHATSAPP 89.1%

FACEBOOK 17.5%
INSTAGRAM 12.9%

50.6%

46.5%

TIKTOK 37.5%

| PINTEREST I

| IMESSAGE KN}/
9.0%

74%

6.8%

B 47% TUMBLR

SOURCE: . NES S ' ‘ ' ' o £ OWILCOM NOTE: NOT } ¥ we
. { O\ COMPARABILITY; = 000 . ‘ CARED IN . W . ; , ,
O L S BT DL S Lo are. o CODMeltwater
hitadonlontortisi lipdysmming e by S oonensd T h R A N AR COMANE Y v AHAR CHART I PHES social



TikTok




TIKTOK: ADVERTISING AUDIENCE PROFILE

SHARE OF TIKTOK'S ADVERTISING AUDIENCE AGED 18+ BY AGE GROUP AND GENDER

NOTE: PLEASE READ THE IMPORTANT NOTES ON COMPARING DATA AT THE S

> TART OF THIS REPORT BEFORE COMPARING DATA ON THIS CHART WITH PREVIOUS REPORTS

21.5%

17.4% 17.3%

0,
i o 1.4%

II ] .

I I ]5.]%

FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE
18 - 24 25 - 34 35 - 44 45 - 54
YEARS OLD YEARS OLD YEARS OLD YEARS OLD

SOURCES: TIKTOK'S ADVERTISING RESOURCES; KEPIOS ANALYSIS. NOTES: DOES NOT INCLUDE DOUYIN. REACH DATA ARE ONLY AVAILABLE FOR "FEMALE" AND “MALE" USERS AGED 18+, DATA ARE NOT
AVAILABLE FOR ALL LOCATIONS; FIGURES BASED ON MIDPOINTS OF AVAILABLE DATA ONLY. ADVISORY: REACH FIGURES MAY NOT REPRESENT UNIQUE INDIVIDUALS OR MATCH

BASE. USERS MAY MISSTATE THEIR A(,TJAI. AGE, WHICH MAY RESULT IN DISTORTIONS IN THE SOURCE DATA. COMPARARBILITY: SOURCE DATA REVISIONS. VALUES
REPORTS. SEE NOTES ON DATA FOR FURTHER DETAILS

THE TOTAL ACTIVE USER

=S MAY NOT BE COMPM&AB![ WITH PREVIOUS

GLOBAL OVERVIEW

2.8%

2.3%

FEMALE MALE

55+
YEARS OLD

are, . CO>Mel
SOCIO' eltwater



LIANI SU TIK TOK

2022

r a )
v nl
. ‘

18-24 25-34 35-44 45-54 > 55

18,080,000 a9 e VO FASCE DI ETA

UTENTI 44.75% UOMINI




TOP 10 INTERESSI

Apparecchi per la cura della persona
Cibo

Attrezzatura sportiva

Cosmetici

Abbigliamento da donna

Cultura e Arte

Elettrodomestici

Giochi

Monetizzazione

Piattaforma

0% 25% 50%

N.B. Gli utenti sono stati estratti dalla voce Dimensione Pubblico - Pannello Gestione Tik Tok Ads.

Gli altri dati sono estratti dai Tik Tok Audience Insights.

% VERONICA GENTILI | ACABEWY academy.veronicagentili.com







wihll TELEGRAM OVERVIEW AL
2023 ¥

ESSENTIAL HEADLINES FOR TELEGRAM USE

NOTE: PLEASE READ THE IMPORTANT NOTES ON COMPARING DATA AT THE START OF THIS REPORT BEFORE COMPARING DATA ON THIS CHART WITH PREVIOUS REPORTS GLOBAL OVERVIEW

GLOBAL MONTHLY ACTIVE MONTHLY ACTIVE FEMALE USERS AS A MALE USERS AS A
MONTHLY ACTIVE TELEGRAM USERS vs. TELEGRAM USERS vs. PERCENTAGE OF TOTAL PERCENTAGE OF TOTAL
TELEGRAM USERS TOTAL POPULATION POPULATION AGED 16+ FEMALE AND MALE USERS FEMALE AND MALE USERS

700 8.7% 11.9% 42.6% 57.4%

MILLION

we
@ SOURCES: COMPANY ANNOUNCEMENTS: GENDER SHARE DATA FROM GWI (Q3 2022 ), BASED ON VALUES FOR "FEMALE" AND "MALE" USERS ONLY. SEE GWI.COM FOR FULL DETAILS. are ° (O) Meltwa ter
social






Raggiungiamo il vostro
pubblico

milioni di utenti attivi ogni milioni di utenti attivi ogni paesi con streaming attivo'

mese a livello globale’ mese in [talia:

Spotify Advertising Love Audio



Chiascoltain
streaming in Italia?

Suddivisione degli - . _
Analisi in base all'eta: Analisi in base al sessos

ascolti sulla piattaforma’

16-24 I 2 4

"M% - 20% 25-34 |23
PR 35-44 2.
) 9% 45-54 |17,

55-64 N 0%

Titolo di studio= Reddito familiare=
Il 21% degli utenti Spotify Il 32% degli utenti Spotify
Free possiede Free

annui.

Fonte: 1. Spotify, first-party data, paattaforma supportata dalla pubblicita, 2020. 2. Global Web Index, piattaforma supportata dalla pubblicita, 2020

Spotify Advertising Love Audio



Le persone ascoltano

audio in streaming
oggi piu che mai

Tempo speso:

Mobile >
Televisione

Forte: eMarketer, Aprile 2019 (USA)

I/

.

—

17 ore

HHI‘ ) TTIE(

nell'as i 0 di auc in
stream i ng per settimana’

Tempo speso su mobile:

Audio > Social
Audio > Video

Audio > Gaming

Fonti: eMarketer, Aprie 2020 (USA), Spotify mternal data, Global 2020

Spotify Advertising Love Audio



. Concentrazione
Cucinare

L'audio @ un

Compagno \ '& In famiglia
diviaggio del =
consumatore

Momenti senza schermo

Relax

Spotify Advertising Love Audio



