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Abstract

Product placement has been widely utilized in advertising practice since 1990.
While utilizing product placement, product or brand messages were embedded in the
contents of mass media such as television news and programs, newspaper news, or
movies. The purpose of utilizing product placement is to unconsciously enhance
audiences’ cognition or attitude toward the product or brand embedded in media
content while the audience is consuming media contents. Furthermore, the audience
might have desires to purchase the embedded products because they have positive
attitude toward the endorsers in media contents.

Television news is the major information resource for the Taiwanese audiences in
recent years. While the audiences watch television news, it is assumed that the
audiences usually trust what they received is pure information. However, if the
television news is sold to advertisers and is thus embedded with commercial messages,
it is not only to impede the independence, social responsibility and journalism
profession of news media, but also to damage the credibility of news media. Besides,
the audience’s rights and interests will be harmed by those news media which sells
news space or time in order to exchange benefits from advertisers.

Because product placement is getting more and more popular in marketing
practice, the European countries and the United States are adopting an open attitude
toward deregulating product placement in the content of mass media, but the mass
media have to clearly inform the audiences that product messages are placed in the
media contents. However, product placement in the media news is still prohibited by
the European countries and the United States.

In Taiwan, product placement in media news is also prohibited by the National
Communications Commission (NCC), but some news media might still utilize
product placement to hide the commercial messages in their news reporting and try to
avoid the punishments from the government. Therefore, the purposes of this study are
to clarify the criteria of identifying product placement in media news, to analyze the
patterns of product placement utilized in news contents, and to explore the related
issues of regulating product placement in television news.

This study employed the qualitative content analysis, focus group interviews, and

in-depth interview to collect research data. The total numbers of studied sample TV
news in this study are 38 news that were reported in cable, wireless, or satellite TV
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stations in June, 2009. The criteria of sample selection were based on the contents of
reported news. If one television news emphasized on a specific brand or product,
advocated a positive attitude toward the brand or product, or unusually introduce
promotion information of the brand or product, this television news will be chosen as
sample news in this study.

In addition to the qualitative content analysis, this study conducted two sessions
of focus group interviews. The participants of one focus group interview included the
chief managers of news department in major television stations. The participants of
another focus group interview consisted of the reporters who are usually in charge of
business news in the major television news stations. Because the utilization of product
placement in news reporting is a very sensitive issue to the television news stations,
the chief managers and reporters of the news department in television news stations
might be not willing to talk about it in public, this study thus conduct one in-depth
interview to help the data collection. The interviewer was one senior manager who
had worked as reporter for many years before being promoted as a manager. He also
had rich experience of conducting product placement in news reporting while he
served as a reporter.

The results of this study indicated that the identification of product placement in
television news is currently an issue in debate. According to the theoretical definition
of product placement, there must be a benefit exchange existed between the television
news stations and the advertisers. Through the benefit exchange with the advertisers,
the television news station thus embedded product messages into its news contents. If
the National Communications Commission would like to fine a television news
station because of utilizing product placement in news reporting, the NCC must have
a firm proof of the benefit exchange between the television news stations and the
advertisers before punishing the television station. However, it is very difficult to find
out a proof of the benefit exchange because it is a top secret for the television news
stations and the advertisers.

Based on the research results, this study first suggests that the NCC keeps
prohibit product placement in television news reporting and raise the penalty for
violating the prohibition. However, instead of focusing on finding a firm proof of
benefit exchange, the NCC might put emphasis on the contents of reported news in
order to regulate the phenomenon of product placement. No matter television news
utilized product placement or not, one reported television news theoretically should
not look like an advertisement of a specific brand or product. In other words, news
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reporting shall be clearly separated from product advertising. In the past years, the
NCC only employed “The 16 principles of defining program advertizing” to regulate
the distinction between television programs and advertisements. However, the
practice of television news significantly differs from the practice of television
programs. Therefore, it is important for the NCC to employ a new article focusing on
television news instead of “The 16 principles of defining program advertizing.”

Second, the new article of regulating television news shall have clear criteria of
defining news advertizing. In other words, the content of reported television news
shall not emphasize on a specific brand or product rather than the information that the
audience might be interested. The promotion messages of a specific brand or product
should not be addressed in the content of reported television news, neither. Moreover,
the anchor or the report shall not advocate the audience to purchase a specific product.
If the content of reported television violated the above principles, it might be defined
as an advertized news and thus get penalty from the administrative office.

Finally, this study recommends that the National Communications Commission
can help the television stations to establish self-regulation procedure. The television
stations might enforce self-regulation to check the news contents before they are
broadcasted. The NCC could encourage the television stations to have ombudsman to
help the self-regulation procedure. In addition to the ombudsman, it is more important
for the NCC to encourage the television stations to organize a self-regulation
organization to enforce the self-regulation rules into the practice of television news
reporting. Moreover, the NCC might regularly host a meeting with the television
stations and the self-regulation organization to communicate about the criteria of
news advertizing. The NCC also could regularly conduct a training workshop for the
reporters and chief managers, especially for the new reporters, to help the television
practitioners clearly understand the bottom line of regulation enforcement of news
advertizing.

Key words: television news, product placement, advertising, advertized news,
advertized television programs,
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