
Introduction
As consumers increasingly fi nd ways to avoid traditional advertising 
through new technologies, such as ad blocking and other avoidance 
techniques, marketers and advertising agencies are seeking new, 
creative ways to connect with audiences. Online and VOD services 
already allow ever greater targeted advertising opportunities to 
increase relevance for consumers, helping improve the consumer 
experience.

These advances in advertising technology have paved the way for 
new ad formats that allow advertisers to deliver branded messaging 
and products through in-video advertising, inserting commercial 
and brand messages into video content itself. While product 
placement is as old as television itself, AI and computer vision 
technology are transforming this ad format to allow in-video 
advertising to be integrated at unprecedented scale across multiple 
episodes and programs while tailoring them to individual markets 
and languages. Additionally, these new formats can be executed to 
short time frames, allowing in-video advertising to be planned as part 
of traditional run of digital video campaigns.  Because these branded 
exposures are embedded in the content, advertisers don’t need to 
worry about ad avoidance. 

The growth and scale of these new in-video opportunities are 
creating a growing need to defi ne and validate the value of this new 
fl exible, scalable ad placement through set measurement criteria that 
align with industry expectations such as the 2018 World Federation 
of Advertisers’ Global Media Charter, the IAB standards and other 
metrics worldwide to assure advertisers that they are paying for 
viewable, quality exposures to their target audiences.
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The Issue of Ad Avoidance
TV networks and the marketers that advertise on TV programming 
are facing an uphill battle in engaging viewers with ad messaging. 
Sixty-one percent of viewers globally say they skip TV ads when  
possible while 45 percent look away or do something else, according 
to a recent Kantar Millward Brown study. At the same time,  
66 percent of U.S. households use non-ad-supported streaming video 
on demand, a 10 percent increase year over year, while 9 trillion ad 
impressions, or roughly half of all ad impressions on ad-supported  
cable TV, are predicted to be lost over the next five years, according 
to Nielsen. For advertisers, this means a significant loss of audience 
and impact for their commercial messaging. At the same time,  
commercial-free steaming/OTT services are further luring viewers 
from ad-supported options. For TV networks, it translates into a  
huge drop in ad revenue: The IAB estimates that 26%* of US  
consumers use an ad blocker.  Other studies estimate the cost to the 
industry to be $22 billion**.

Looking to combat ad avoidance, Fox Networks Group plans to slash 
advertising to two minutes per hour by 2020, and NBCUniversal 
is cutting the number of prime-time ads it runs by 20 percent and 
reducing overall ad time by 10 percent. These steps will dramatically 
affect the traditional broadcast model, leaving networks working 
harder to replace lost revenue while arguing for different  
measurement and buying models—and advertisers looking for ways 
to keep their messages front and center.

Despite changes in TV advertising models, TV viewing, especially 
on a big screen, remains a popular pastime—and one that marketers 
remain committed to. According to Nielsen’s Total Audience Report 
for first quarter 2018, U.S. adults spent 5 hours and 57 minutes a 
day watching TV and video; of that, 4 hours and 46 minutes were 
taken up by live plus time-shifted TV, while the amount of time spent 
watching video on computers, tablets or mobile devices was a mere 
25 minutes. And while the trend is up for overall time spent on video 
via a tablet, smartphone and computer, live and time shifted video is 
also on the increase.
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*IAB, “Who Blocks Ads, Why and How to Win Them Back”, 2016
**PageFair and Adobe “The cost of ad blocking”, 2015



Integrating Brands Into Video Content
While advances in technology are making it easier for viewers to 
avoid ads, they also offer opportunities for marketers to reach  
consumers in ways that don’t interfere with the viewing experience. 
One method being advanced by a number of companies is digitally 
embedding products and messaging into programming naturally,  
so they become part of the scene rather than a disruption. 
Traditionally, brands have been featured in TV shows through  
product placement, with the product being actually written into a 
program’s script—sometimes obviously, sometimes not—making 
product placement relatively limited in impact as well as complex to 
do. Placements also need to be arranged far in advance of the show’s 
airing, creating challenges to running timely campaigns across  
multiple media.   

While simple digital integration has been around since the late 1990s, 
today’s video and technology companies are using increasingly 
advanced technology, such as AI and computer vision technology, 
to solve growing ad avoidance problems. Using digital integration 
gives marketers the opportunity to embed scalable, flexible brand 
messaging in premium programming to reach a targeted audience 
without disrupting the story flow. From a marketer’s perspective, 
this video-insertion solution is an innovation that offers a better user 
experience, reaching audiences who normally skip or block ads. It 
also allows marketers to work with short lead times when planning 
and buying, allowing them to schedule these placements as part of a 
larger campaign.

Using digital solutions, products can be seamlessly embedded into 
scenes—for example, a bottle of a specific drink brand can be  
positioned on a table or counter while actors are conversing around 
it. A campaign ad can be placed on a billboard or other outside  
venues during street scenes. Or, perhaps ironically, a TV commercial 
can be inserted on a TV screen in the scene’s background, offering its 
message while viewers are comfortably engaged with their favorite 
characters. When displayed clearly for a specified amount of time, 
this kind of messaging, especially when combining product with  
signage at scale, can have an impact on viewers who are already  
relaxed and immersed at an emotional level with premium  
programming they enjoy. 

At the same time, it allows advertisers and marketers the flexibility 
and scalability to more easily target specific audiences and to change 
up their messaging depending on demographics such as age and  
geography. For example, a show that runs in the U.S. might feature 
one brand of product while that same episode, aired in the U.K., could 
use a brand specifically suited to that market. Because these  
placements are part of the show, viewers can’t avoid or block them, 
even if they thought to, without disrupting programming.
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In-video advertising is a rapidly growing business. Among those 
working on advertising in video content are Accenture, Adobe  
Systems, Mirriad and Moviebook. “We believe this could be a  
billion-dollar opportunity. We’re moving fast in this space, casting a 
very wide net,” Alex Naressi, managing director of R&D for Accenture 
Interactive, told The Drum in August 2017.  This forecast for a  
multibillion-dollar market for in-video advertising was recently  
corroborated in a May 2018 study by Midia Research, which  
estimated the market would reach $14.6 billion.

The In-Video Measurement Challenge
As with any new advertising format, digital video ad insertion will 
need to align with industry-accepted measurement standards and 
prove its value to marketers as an ad solution that can solve  
challenges posed by ad blocking and skipping.

In order for this ad format to grow, developers will need to be able 
to ensure that their ad units meet the expectations of ad buyers and 
the standards set forth by industry organizations like IAB (for digital 
video and display advertising), WFA and others. 

These would include:

• Delivering the ad unit as guaranteed—did it run where it was
supposed to, for the length of time and over the period as agreed?

• Meeting the deliverability anticipated—was the audience reached
in terms of numbers and the demographic or behavioral profile
as agreed?

• Achieving minimum viewability thresholds—was the exposure
clearly viewable for the time agreed on?

• Verifying the insertion by a reputable third-party research
institute or organization—was the ad unit viewable, fraud-free
and brand-safe according to a non-interested party?
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Early measurement results of this type of advertising look promising. 
To begin building an objective and consistent measure of quality for 
in-content branded messages across all campaigns, Mirriad is 
working with measurement company comScore and Chinese 
measurement business Miaozhen Systems and will be expanding its 
3rd party framework to other renowned measurement companies.

ComScore recently assessed 261 randomly selected campaign results 
out of a total of 809 ad unit scores supplied by Mirriad to confi rm 
that a process of objectively evaluating “billable” In-Video Ad Units 
is feasible. Of these, 98.5 percent of Mirriad’s 10-second In-Video 
Ad Units passed the independent comScore reference standard. The 
overall performance of the campaign was independently researched 
and revealed remarkable levels of effectiveness.

As video content distributors and marketers look for ways to 
circumvent ad skipping and blocking by improving the user 
experience, companies developing digital video insertion also 
understand the need to prove that their product can enhance the 
viewer experience by ensuring quality brand impressions without 
disrupting the programming environment. Working to include 
measurement companies and networks in this ad development 
process will help to validate this format moving forward.  

At the same time, it is important for the growth of this ad format 
that measurement and viewability criteria are consistent across 
suppliers. Working with advertisers, agencies and vendors to agree 
to core principles and defi nitions in the early stages of the format’s 
development will ensure confi dence in the product and reduce 
market confusion and wasted time.

By meeting core standards set by organizations such as IAB 
(for digital video and display advertising) and WFA, and advocating 
for consistent standards of measurement throughout new 
advertising formats, companies in the digital video insertion arena 
will be able to move more quickly to establish this product in the 
market. Robust, consistent measurement based on pre-agreed 
standards will give advertisers the confi dence to allocate budget 
to this new media form, providing a solution to growing 
market challenges.
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