Virtual Product Placement

By Paul Herbig

Marketers are flocking to product placement, prompting a surge in the age-old tactic. A new study by PQ Media finds marketers are increasingly frustrated by the assault on their traditional advertising options and are looking for ways to break through the overwhelming clutter and reach consumers.  Leading advertisers are more than ever questioning the relevance of the 30-second television spot as their messages become scattered in the increasing advertising clutter or omitted altogether by a more empowered consumer who can skip them with the touch of a button. To compensate for this perception of diminished advertising returns, marketers have substantially ratcheted up the role of product placement in their buying strategies,. In short, product placement is becoming an integral part of a larger marketing package for many advertisers that includes traditional advertising and alternative marketing such as product placement.. Product placements are now being negotiated as part of advertising contracts. Within 10 years or less, advertisers will sponsor programs much the way they do movies distributed on DVD and video, with their ads appearing adjacent to that program whether broadcast on television or cable, or downloaded via the Internet.  The shift to totally on-demand entertainment is being rapidly facilitated by technology and will not do away with the demand for entertainment, but irretrievably change the methods which its distribution is monetized.

The dollar amount of the placement industry has soared. The value of the product placement market is now at $3.46 billion, up 30.5 percent from the previous year Television's share of the product placement pie has increased substantially. The dollar amount of the TV placement market is now $1.88 billion, up 46.4 percent from the previous year; it now makes up 37.1 percent of all product placement deals. Procter & Gamble created a stir when it announced that it would shift a significant portion of its ad budget from commercials to product placement.  Producers of reality shows such as "Extreme Makeover: Home Edition," "Monster Garage," and even talk shows like "Oprah" use placement to build revenues for a show and secure bartered products for the program (such as appliances for a home makeover). Since placements seem less like advertising and more like a thread within creative brands find such integrations allow a softer sell to customers, plus an inferred celebrity or  an expert endorsement.  Most placements are barter deals. Paid placements come in second. Use of free placement has dropped substantially. In 1974, gratis placements made up 24.3 percent of the category. Today, they make up  only 6.6 percent of the deals. Brand integration is a "natural inclusion" in reality shows. You can fit so many products in so many ways. Instructional cable networks, including The Food Channel and The Learning Channel, are also fueling product placement growth in TV..

New digital video technology will be able to replace any product being used by an actor in a movie of TV episode, including items held or worn, even if the actor is in motion.  Given Hollywood’s love of dollars at any price, it is only a matter of time before movies are wrapped around digital product placement themes.  Actors could well drink a soda from an unmarked can, only to have Coke or Pepsi can inserted, depending, of course, on who pays the most.  This could be extended to regional markets or perhaps even to individual playhouses. What is so exciting (or confusing depending upon your point of view) is that Hollywood could go back to classic movies and place products according to vendor’s wishes (Instead of Rosebud sleds, Brand X in citizen Kane?  Didn’t like Reese’s Pieces in ET; let’s try M&Ms instead!)

Viewers are savvy and resent being oversold when experiencing their entertainment. One can only put so many product placements in a given program without turning off viewers. If the placement is unnatural, too frequent, or within a group of too many other placements, marketers risk hurting their brands. Fit is critical, so marketers must read scripts and ask the right questions. At the same time, entertainment content providers (producers, writers) should protect brands' interests. A brand that's burned in terms of response or placement cost won't return.

The question for the not-so-far future is: when will what we are seeing be the truth and when will it be a created vision? And how will I know the difference?

DODGE VEHICLES GET PLACEMENT IN TNT SERIES


As war to build market share wages on among the Big Three automakers,


Dodge's 2006 Chargers and Dakotas are set to be featured in TNT's new


crime thriller 'Wanted' via product integration, broadband features and


widespread marketing.


Both vehicles will receive national exposure throughout the show's


12-episode season, which chronicles the lives of a team of crime


fighters and is scheduled to air on TNT Sundays at 10 p.m. ET/PT


starting July 31.


Showcased in at least six episodes of 'Wanted', the Dodge Charger will


receive primary exposure and be worked seamlessly into the plotline. The


Dakota will be driven by lead character Lt. Conrad Rose, played by Gary


Cole.


For the full story (http://www.pbm3.com/trk/ct.aspx?x=226a.aa4f.322258


)

General Electric, Procter & Gamble, and General Motors have signed season-long branded entertainment deals for "Martha," Martha Stewart's new TV show, MediaPost reports.

In addition to buying media time, product placements will appear including kitchen appliances from GE and food products from P&G. The deals are priced in the millions, and also include extensions into other Martha Stewart Living Omnimedia areas.
