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The three purposes of this research study were to study the background including the
form and process of product placements in situation comedy series television programs, the
professionals’ ethics applied to product placement in situation comedy series television programs,
and the factors influencing the decisions to use product placement in situation_comedy series
television programs. This study employed qualitative research utilizing in-depth interviews for
collecting data. Sixteen professionals consisting of marketing executives from product companies,
advertising professionals from media agencies;, and professionals from television program
production companies were selected as samples for this study.

The findings revealed that the objectives of product placement in situation comedy series
television programs consisted of increasing communication effectiveness, generated income for the
product company and employed products as props in the shows. There were 6 forms of product
placement appearing in situation comedy series television programs which include VTR commercial
breaks, logos'in titles, product placements in the shows, product movements during the shows,
billboard stock shots and product experiences during the shows. The process of product placement
in the situation comedy series television programs could be divided in three stages: before, during
and after production.

For ethical professional issues, the research study revealed that all professionals had an
appropriate understanding of issues relating to how products should be placed or tied to series’
plots neatly. Most professionals had a positive attitude toward product placement because it was
beneficial for the brand, not unethical in its application, and only somewhat influential on consumers.
The reasons for using product placement in situation comedy series television programs were in
organizational and individual level interests. Most professional ethics about product placement were
at stage 3 of Kohlberg's Stages of Moral Development. The factors that influenced the professionals’
ethical perspective toward product placement consisted of the television production companies’
revenue, organizational policies, levels administration within the company, job responsibilities of

executives, executives’ work experiences and age.
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