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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 media such as TV programs 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 actors in media contents.

The television infomercial is one type of television programs that its primary
purpose is to promote one specific product by embedding product messages in the
program content. However, there are very few researches focusing on the related
issues of TV infomercials. Therefore, the purpose of this study is to explore the
related issues of how to define TV infomercials, the classification of different types of
TV infomercial contents, and the regulation of TV infomercials by conducting the
qualitative content analysis and focus group interviewing.

The total number of studied sample TV infomercials in this study is 46 programs
including the infomercials released in cable TV and wireless TV. Analyzing the types
of products placed in the 46 infomercials, it is found that five of them are
beauty-related, fifteen of them are health-related, two of them are breast augmentation
-related, one of them is sexual function, two of them are related to child’s growth, six
of them are body shaping-related, five of the them are religion-related, eight of them
learning-related, and the two of them are the else. Therefore, the health-related
products are the most frequently one placed in the TV infomercials.

In addition to the qualitative content analysis, this study conducted two sessions
of focus group interviewing to collect research data. The participants of one focus
group interviewing included the chief managers of TV channels and infomercial
advertisers. The participants of another focus group interviewing consisted of the
chief managers of advertisers, representatives of TV infomercials industry,
government officer in charge of mass media regulation, and communication scholars.

The results of this study indicated that the identification of infomercials is
currently an issue in debate. Based on its commercial purpose and program contents,
TV infomercials should be regarded as one type of television commercial films with
long length of broadcasting time. Therefore, TV infomercials should be regulated as
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same as other TV commercial films. According to current regulation of television
advertising, the advertising time in every TV program shall not be longer than one
sixth of its broadcasting time. It means that the advertising time of one hour TV
program is less than 10minutes. That’s why the broadcasting time of TV commercial
films is usually within one minute. However, differing from other TV commercial
films, the TV infomercials usually broadcasted from 30 minutes to one hour.
Therefore, because of the constraints of advertising time, the current regulation of TV
commercial films shall be modified before being applied into regulating the TV
infomercials. This study thus suggests that the current regulations of television
advertising shall add one chapter in order to regulate TV infomercials.

Because the amendment of regulations takes a long time, this study also
suggested that the officers of National Communication Committee shall come out a
standardized rule of regulating TV infomercials in order to protect the consumer
rights before the advertising regulations are amended.

Based on the research results, this study also recommends some suggestions
about the regulation of TV infomercials. First, the basic principle of “information
disclosure” shall be applied into the TV infomercials. This principle requires that
every TV infomercial program shall clearly put a specific name such as “sponsored
consumption program” on the TV screen. Besides, the TV infomercials have to
announce their sponsors by showing the sponsors’ names on the screen before,
between, and after the broadcasting time. The reason of applying this “information
disclosure” principle is to protect the audience from being cheated by the concealed
sponsorship of the TV infomercials. Therefore, the audience can understand that they
are watching a TV program which contains commercial essence to promote specific
product.

Second, In addition to the “information disclosure” principle, this study also
suggests that the National Communication Committee shall put some restricts on the
broadcasting time period, channels and products of TV infomercials. The products
broadcasted in the TV infomercials should not to have anything related to sex. The
broadcasted product should not be addressed that it can cure specific disease or it can
be served as a kind of medicine. Moreover, the TV infomercials should not be
broadcasted in news channels, children channels, and public service channels. The TV
infomercials should not be broadcasted in primary time that are from 11:00am to
14pm and from 18:00pm to 24:00pm.
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Third, this study also recommends that the National Communication Committee
shall put some restricts on the contents of TV infomercials. The content of TV
infomercial shall not emphasis on the products rather than the information that the
audience might be interested. The promotion messages should not be addressed in the
content of TV infomercials, neither.

The TV infomercials often utilize celebrities or experts to endorse the products
introduced in the programs. However, the TV infomercials seldom inform the
audience why the celebrities or experts are well qualified to endorse the products.
This study thus suggests that the TV infomercials shall introduce the background
information of the celebrities or experts in the programs in order to justify their
expertise to endorse the broadcasted products. Moreover, this study recommends that
all products introduced in the TV infomercials shall have valid licenses to be
promoted to the public. These licenses might be certified by other governmental
bureaus such as the Department of Health.

Finally, this study recommends that the National Communication Committee
(NCC) can help the TV infomercial practitioners to establish self-discipline procedure.
The TV stations might enforce self-discipline to check the program contents before
they are broadcasted. In addition to the TV stations, it is more important for NCC to
encourage the Satellite Television Broadcasting Association (STBA) to promote its
self-discipline rules into the practice of TV infomercials. If the TV stations would like
to send TV infomercial contents to be pre-viewed by STBA before being broadcasted,
NCC might utilize administrant guidance to substitute for practical punishment if the
contents of TV infomercial pre-viewed by STBA might be possible to violate some
regulations unintentionally.

Keywords: TV infomercials, Advertising, Product Placement, Program Advertisement,
Advertising Regulation
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