
Want guaranteed results from authentic placements across TV, film, and music video? 

See our work in action. Salesoutreach@bengroup.com 
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KEY 
TAKEAWAYS
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1 
Media companies are looking for 

more ways to connect brands with 

audiences, providing new opportunities 

for marketers to achieve success

2 
New research is demonstrating 

the effectiveness of product 

placement in driving sales  

and brand lift

3 
Using Product Placement as an 

'and' strategy with TV ads delivers 

increased campaign impact

4
Advanced measurement techniques 

are now available to track marketing 

results across all KPIs

5
There are 4 main approaches to 

product placement and each can help 

marketers achieve different KPIs
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PRODUCT PLACEMENT  
DRIVES SUCCESS ON  

STREAMING PLATFORMS

Source: Marketing Brew

M&Ms on Amazon
+6.9% in favorability 

+14.7% in purchase intent 

Source: CNBC

Hulu Product Integration  
vs 30 Second Ad Results

+89% purchase intent 
+74% brand awareness

THE NEWS FROM THE  
NEWFRONTS AND BEYOND

During its Q1 earnings meeting, Netflix announced 

plans to offer an ad-supported subscription tier 

within the next few years – a massive change in 

strategy for the streaming giant.  Shortly after, both 

Peacock and Amazon made big announcements at 

this year’s NewFronts, emphasizing new offerings for 

virtual product placement. Both of these companies’ 

emphasis on product placement was shocking in 

some respects. By using an event typically focused 

on traditional ads to instead highlight the importance 

for brands to be inside the content, these traditional 

powerhouses marked a significant shift in how media 

companies are thinking about advertising. The 

reasoning behind this shift is clear. Media platforms 

are not only looking to activate new revenue streams 

but also provide options that perform best for 

brand marketers. According to data from Amazon, 

consumer products brand M&Ms saw a 6.9% lift in 

brand favorability and 14.7% boost in purchase intent 

in a test of the brand’s virtual product placement 

offering. (Marketing Brew) This follows a study from 

longtime ad-supported streaming platform Hulu, 

which stated in 2018 that product integrations on 

their platform delivered 89% higher purchase intent 

and 74% higher brand awareness than traditional 

30-second commercials. (CNBC)

The emergence of these new technologies and 

offerings comes at a critical time for marketers. 

Marketing Brew recently cited Nielsen data that 

showed streaming surpassed linear television in 
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ecent weeks have seen major 

announcements from media companies 

signaling a massive shift in the relationship 

between advertisers, media companies and 

audiences. Additional evidence of the need for 

marketers to use every available channel, from 

traditional ads to product placement to influencer 

marketing, is everywhere. In particular, the power 

of product placement – both for content owners 

looking to further monetize their work and for brands 

looking for ways to reach audiences no matter where 

they are watching content – has taken center stage. 

As streamers enter a new phase of their business 

models and seek to maximize revenue across every 

available front, marketers will need to use all of 

these engagement channels in combination to best 

connect with audiences and achieve success.

R

terms of weekly reach among 18-29 year olds 

in 2022. Even more, connected TV spending is 

expected to grow 39% this year to reach $1.2 billion, 

more than double the 2020 level according to the 

IAB. As marketers survey this drastically changing 

landscape, having strategies in place to reach 

audiences across linear, ad-supported streaming 

and ad-free streaming becomes essential at the 

same time that the margin for error on allocating 

spend is shrinking. 
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In a world where multi-channel marketing is the norm 

and audiences are taking in information at all times, 

understanding how integrations compliment a holistic 

marketing campaign is vital. The key for brands is to 

reach every relevant household watching a show  – 

regardless of whether that household is watching 

on an ad-supported linear channel, an ad-supported 

streaming channel, or if they’re watching on a 

platform or at a subscription level that helps them 

avoid ads altogether.

Over the past few years, marketers have sought to 

accomplish this by identifying unique audiences that 

were unreachable through their traditional ads. But 

recent research from TV analytics firm 605 suggests 

that this might not be the best approach: a strategy 

that seeks to expose audiences to both TV ads 

and product placements provides the best results. 

In one example, audiences exposed to both a TV 

commercial and to snack brand Doritos’s integration 

into the CW show Riverdale saw a sales lift of more 

than 61% compared to a 37% lift for those exposed 

to Doritos’ TV commercials only. In another example, 

cereal stalwart Honey Nut Cheerios experienced 

an impressive 53% sales lift among audiences that 

saw both their integration in the CBS show Mom as 

well as one of the brand’s TV commercials, while the 

audiences exposed to just the TV ads saw a much 

smaller 13% sales lift. 

A campaign by CarMax was more focused on driving 

traffic to their website than actual sales. Yet still in 

this case the combination of TV ads plus product 

placement proved the most effective. Audiences 

exposed to both channels saw an 8.2% lift in web 

visitation as a result of CarMax’s integration into 

a episode of Jimmy Kimmel Live while web traffic 

from audiences exposed only to the brand’s TV ads 

remained flat.
— Aaron Frank

BEN Senior Vice President, Media, Insights, & Marketing

Marketers should be searching for 

measurement methodologies that allow 

them to easily compare and evaluate the 

efficiency and effectiveness of different 

media channels – and they shouldn’t 

settle for just upper funnel metrics like 

impressions or views. There has been great 

progress in the ability for direct attribution 

to provide data on everything from lift 

in retail sales to spikes in web traffic 

to increased in-store foot traffic. These 

methodologies have been available in the 

TV ad measurement space for a while but 

are now being applied in innovative ways 

to measure product placements inside TV 

or film and brand integration in influencer 

content. Brands can even use these tools to 

better understand how different marketing 

channels – like product placement and 

traditional thirty second TV spots — impact 

each other and can better drive consumer 

action. Brands need to focus on utilizing 

the same KPIs to measure each of their 

media channels, and seeking out vendors 

and solutions that can help them get lower-

funnel metrics for all of their investments.”

SURROUNDING CONTENT  
IS THE KEY TO SUCCESS

As marketers look to get inside content, finding the 

right measurement tools to track KPIs is essential 

for evaluating campaign performance. Content 

options have expanded exponentially as the 

channels and platforms available to audiences have 

grown. Luckily, advanced measurement options 

have kept pace with this growth, allowing marketers 

to understand performance across all content 

integration opportunities. 

Whether looking to integrate results into an existing 

MMM (Media Mix Model), understand the impact of 

placements in television, movies, or music videos 

through brand lift studies, or directly track down-

funnel action through attribution studies, all of  

these advanced measurement techniques are at  

the disposal of brand marketers looking to get 

inside of content. 

For BEN client General Mills, a recent campaign 

brought all of these resources into play in order 

to understand the impact of a holistic campaign 

for the Cheerios and Honey Nut Cheerios brands. 

With placements in 22 properties across television, 

film, and music video that accumulated 115 million 

impressions, having the variety of measurement 

capabilities available was key in order for the  

brand to see how and where consumer action  

was impacted by this robust effort.  

Utilizing direct attribution they were able to track 

a 27% lift in sales among consumers who saw the 
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Cheerios / Honey Nut Cheerios 
Product Placement Campaign

A FULL SUITE OF  
ADVANCED MEASUREMENT

Sources: 5W Public Relations; Adobe

Measurement Used Results

Direct Attribution +27% Sales Lift

Music Video Brand Lift +31% Positive  
 Brand Opinion

MMM (Media Mix Model) +80k cases sold

— Erin Schmidt

BEN GM and Chief Product Placement Officer

With the emergence of virtual 
product placement, there are now 
more ways than ever for brands to 

integrate into content. The challenge 
is for marketers to understand what 

type of product placement is the 
best fit for their brand, product or 

marketing objective.
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One question challenging marketers watching the 

news coming out of the NewFronts and Upfronts 

is: “What type of product placement is right for my 

company?” There are four current approaches

to product placement, and each has its benefits 

depending on your product and your marketing 

objective. 

Story-Driven Placements are open to all products 

and to the majority of productions being filmed 

around the world. They are also referred to as 

Narrative Placements. They offer the highest levels 

of authenticity for a brand, as they often result in 

placements that help move a story forward or help 

define a character. They generally offer the most 

prominence on screen and can include verbal 

mentions or post-production elements such as the 

appearance of apps on mobile devices, electronic 

interfaces, or websites on computer screens. 

They can also be the most effective in closely 

aligning a character with a brand and creating a 

cultural moment that stands out to audiences. The 

placements work best as a large campaign that can 

be purchased similar to other media and due to their 

scale and longevity they have the best measurement 

potential. However, story-driven placements typically 

require an upfront investment and usually have a 

gestation period of four to eighteen months before 

results are seen.  

Prop Placements are often lower cost and also 

work with a product before a scene is shot rather 

than after the content has been finalized. These are 

a great fit for products frequently needed during 

production – everything from packaged goods to 

fashion to electronics to automobiles. Like story-

driven placements, they offer the benefit of hands-on 

usage and greater prominence on screen. They can 

provide brands with greater control over how their 

products are used than virtual product placements, 

and unlike virtual product placements they are open 

to nearly any piece of content being filmed anywhere 

around the world. But they aren’t a great fit for 

products or brands that require verbal mentions or 

post-production support and often don’t come with 

guarantees of placement.  

Branded Content can be useful for brands looking to 

highlight a time-sensitive message or product during 

a specific marketing campaign. These placements 

are often tied to events such as holiday buying 

guides or back-to-school shopping. They work most 

effectively with daypart or late-night series and offer 

the greatest control over messaging. Yet they can 

come at a higher cost and their restricted to short-

term objectives.  

Virtual Product Placements are faster to implement, 

can be easier to scale, and provide audience 

targeting capabilities. They are usually restricted to 

a limited pool of content opportunities, are typically 

less prominent on screen, can be relatively expensive 

and usually ‘expire’ once an impressions threshold is 

met. They work best for brands looking to blanket a 

targeted audience with impressions over a specific 

period of time.

THE MANY FORMS OF  
PRODUCT PLACEMENT

THE 4 TYPES OF PRODUCT PLACEMENT

STORY DRIVEN 

PROP 

BRANDED CONTENT 

VIRTUAL

HIGHEST LEVELS OF AUTHENTICITY 

CAN BE VISUAL AND VERBAL 

LOWER COST THAN STORY DRIVEN 

HIGHLIGHT A TIME-SENSITIVE MESSAGE 

FASTER TO IMPLEMENT 

LONGEST GESTATION PERIODS 

 

LIMITED VERBAL OPPORTUNITY  

FEWER GUARANTEES

RESULTS LIMITED TO  

SHORT-TERM OBJECTIVES

LIMITED OPPORTUNITIES

PLACEMENT TYPE PROS CONS

INTEGRATIONS IMPROVE AD EFFECTIVENESS

JIMMY KIMMEL LIVE

+8.2% LIFT 
in web visitation

RIVERDALE

+61.3% LIFT 
in sales

MOM

+53.2% LIFT 
in sales

AUDIENCES EXPOSED TO BOTH BRAND INTEGRATION AND 30-SECOND SPOT
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brand’s integration in the television show Mom, in 

addition the gains mentioned previously. Utilizing 

brand lift studies they were able to achieve a +31% 

lift in brand opinion among those who watched the 

music video for Charlie Puth’s hit song “Girlfriend”. 

After incorporating product placement viewership 

data into the brand’s existing MMM, the marketing 

team was able to demonstrate that their investments 

resulted in approximately 80,000 cases sold.  

https://ben.productplacement.com/tv-film-integration/

