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Professionals’ Ethic toward Product Placement in Situation Comedy Series Television Programs
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Abstract

The purposes of the study were: 1) to study the professionals’ ethics toward product placement in the
situation comedy series television programs, and 2) to study the factors influencing the decision of using product
placement in the situation comedy series television programs. This study employed qualitative research utilizing in-
depth interview for collecting data. Sixteen professionals consisted of marketers from product companies,
advertising professionals from media agencies and professionals from television program production companies.
The findings revealed that all professionals realized that product placement practices should be tied in the series’
plots neatly in order to not bothering consumers while watching the programs. They also had positive attitudes
toward product placement because it was beneficial for the brand. They also did not perceive that the product
placement techniques were unethical. The main reasons for using product placement in situation comedy series
television programs were its communication efficiency, production companies’ incomes, and the survival of their
own organizations. Moreover, there was correlation between professionals’ responsibilities and ethical behaviors.
According to Kohlberg’s stage of moral development (1976), most professionals were at stage three or
“Interpersonal accord and conformity driven” stage. Only one professional was at stage 4 or “Authority and social
order obedience driven” stage. The factors which influencing the professionals’ ethic toward product placement in
the situation comedy series television programs consisted of the television production companies’ incomes,
organizations’ policies, the levels of job administration, job responsibilities, professionals’ work experiences and age.
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