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Abstract

Product placement is a growing practice in marketing. It has been defined
as a paid product message aimed at influencing audiences via the planned entry
of the product into a movie or a TV program. In Taiwan, however, it can also be
found in TV news. In other words, advertisers, including the government, pay the
TV news organizations to report favorably for them.

Product placement has been used in Taiwan TV news production since
2000, and raises an ethical discussion about the detrimental impact it has on
professional autonomy. This study examines the impact on the autonomy of TV
news journalists who are asked to report news paid for by governments or other
enterprises, and how the journalists develop strategies for reporting this kind of
news.

In adopting qualitative methods, 30 Taiwanese TV journalists were
interviewed, and most admitted their autonomy had been limited due to control
from advertisers who pay the news organizations. They perceive they have much
more freedom to decide which aspects of a news story to report. The journalists
also believe they have more autonomy when they are free from the influence of
by advertisers. However, they have no freedom to select stories or of refusing to
cover paid news; moreover, they feel little freedom when deciding who should
be interviewed and how long the news should last.

However, this study also found that Taiwanese TV journalists believe they
have ways to defend their autonomy when assigned to report a paid news story.
This research analyzes them as strategic models of autonomy, and finds that the
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differences depend on the degree of dominance by advertisers and the insistence
of journalists to defend their professional reporting. They include four models:
negotiation, domination, accommodation, and carelessness. Most senior
journalists possess trump cards to defend their profession and exert power over
advertisers. It can be noted that the organization that emphasizes the news
profession can protect its journalists, especially junior journalists, from
interference by advertisers. This study concludes that autonomy is a dynamic
process. Journalists will fight to get more space for reporting even when they
have to cover this kind of paid news.

Previous research has criticized the journalistic professionalism as reporting
dominant ideology. However, our results show that it also offers the opportunity
to prevent the violation of others. This study also provides a new angle to look at

professionalism in journalism, and its impact.
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