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Field Papers

Research on Commercial/Program Examination Work and Advertising Ethics at Commercial
Television Stations: From 8 and a half years of research by a news-only CS station

Katsumi Suzuki T

Summary: In order to promote understanding of the screening process of private television stations,
This paper will clarify the internal organizational flow of commercial and program review work, and examine problems encountered during the work and review challenges in the broadcasting industry
as a whole. It will provide a detailed analysis of commercial and program review data totaling more than 6,200 cases from eight and a half years of work experience at a CS station. It will then examine
past review cases by article in the Japan Commercial Broadcasters Association Broadcasting Standards Commentary, considered the bible for reviewers, to explore the types of commercial review
trends and where problematic areas from the perspective of broadcasting ethics lie. Finally, it will point out that future reviewers will be required to be aware of "habit formation" and "social

appropriateness,” while gathering the latest information and continually improving their advertising literacy.

Keywords: Companies and commercial and television program review work, Broadcasting laws and regulations, Broadcasting ethics

1. Introduction

This study conducts a detailed analysis of commercial and program review (review) data totaling
over 6,200 cases from eight years and six months of work experience at a commercial broadcasting
station (hereafter, commercial broadcasting station). It explores the types of commercial review
trends and the areas where problems from the perspective of broadcasting ethics are most
prevalent. It also sheds light on the general review system and workflow for commercial and program
reviews, which were previously unknown to the public. It also examines past review cases by article
in the "Commercial Broadcasters Association of Japan Broadcasting Standards Commentary"1)
(hereafter, "Commentary"), considered the bible for commercial broadcasting station reviewers, and
examines problems encountered during the work and review issues across the broadcasting
industry. It also clarifies key points to note during reviews and the advertising literacy required of
reviewers. This paper is structured as follows: Chapter 2 explains the review system and workflow.
Chapter 3 provides an overview of previous research and the "explanatory manual,” while Chapters
4 and 5 report on the original survey and its results, and Chapter 6 suggests ways for commercial
broadcasters to carry out their screening duties appropriately. In consideration of ethical
considerations, detailed information such as the names of companies and advertisers will be

discussed while ensuring anonymity.

2. Commercial and Program Review Department and Work Flow

The workflow for commercial screening at a typical commercial broadcasting station is as follows.

First, the person in charge of screening is a person with a different name depending on the station.
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However, they often belong to one of the following departments: Programming Department,
Programming Operations Department, Operations Promotion Department, Sales Promotion
Department, etc. In this case, the important point is not only the department they belong to, but also
where their higher-ranking bureau or headquarters is located. Basically, most of the people
requesting the examination belong to the sales department, but it is important to know where the
division of authority and responsibility lies. Why?

In this case, when there are differences in the final decision, it is the station director or the general
manager who makes the decision. If the screening officer decides that the program cannot be
broadcast, and the sales representative insists that they want to broadcast it due to various
circumstances, it is sometimes the station director or the general manager who makes the final
decision.

In other words, even if the person in charge of inspections and the person in charge of sales are in different departments,
If the bureau or headquarters are the same, the bureau chief or the head of the headquarters can
make the decision alone. On the other hand, if the bureau or headquarters are different, the decision
is made through discussions between the heads of each department. Sometimes the final decision,
called "sales acceptance," is made.

For this reason, it is believed that all commercial broadcasting stations will be very careful about
where their reviewers are assigned in terms of organizational management. In addition, there are
some stations where the sales staff are also in charge of review, and the two roles are integrated,
with no clearly written regulations in place.

For these reasons, satellite broadcasting stations, which have weak media power, often have
integrated operations, while terrestrial broadcasting stations, such as key and quasi-key stations,
which have strong media power, rarely have people working in the same department or at the same
station. The internal work flow after a sales representative submits an application for an examination

to the examination officer is as shown in Figure 1.

illustration contest

First, the sales will provide (company product
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Figure 1 Internal flow of work for commercial and program review

A request is made to submit a draft (e.g., a script, video material) ¥ initial review by the reviewer, §
accepted Y broadcast (end of review), ¥ rejected or rejected (end of review or second decision) ¥
sales representative ¥ revisions and redelivery y re-examination, ¥ after re-examination, accepted y
broadcast (end of review), ¥ after re-examination, rejected ¥ sales representative y further revisions
and third-time submission y third-time review, y accepted, or third-time review or second-time
decision at department manager level, ¥ if the second-time decision is not conclusive, a final decision

is made by a bureau chief or division chief (end of review).

As shown in the flow chart above, broadcasting generally begins after official acceptance, and a
rejection literally means that the program cannot be broadcast without any room for content revision.
Rejection, on the other hand, refers to a situation in which pointed out sections are deleted, partial
corrections are made, and annotations are added (hereafter referred to as annotations), and there is
a possibility that the program may be accepted depending on the results of a reexamination. Other
options include conditional acceptance and commercial acceptance. Conditional acceptance is a
stopgap measure in cases where the number of broadcasts is very small, or where there is a
broadcast deadline for a specific part of the program and revisions cannot be made in time, or where
the program has been accepted by another station but the decision is unclear. This is a gray area
where the program is temporarily approved for broadcast on the condition that corrections will be
made with the next delivery of material. Finally, there is the aforementioned commercial acceptance.
This means that the station approves the broadcast based on the final decision of a sales executive,
etc., while the reviewer expresses their intention to not take responsibility. Even if a problem occurs
after broadcast, the review department makes a strong statement that they will not be held

responsible before making a decision, but this only happens once every few years or so.

The overall procedure and content of the examination are as shown in Figure 2. Ay
The procedure is B § C, and the examination contents are y company business type examination, ¥
commercial content examination, and y other. For , specifically, the company size and business
type, such as capital, year of establishment, and number of employees, are examined. Depending
on the situation, a copy of the company's register may be requested. In the past, there have been
cases where a news program purchased after being broadcast on another station was found to
feature a person in custody, and the program was ordered to be taken off the air. For ¥, a judgment

is made as to whether the expression and wording are appropriate. This includes the application of
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Figure 2 Overall examination procedure and examination contents

The criteria for judgment include whether or not the content violates the Health Promotion Act,
whether or not it contains discriminatory language against people with disabilities or gender, false
or exaggerated language, and extreme language without any basis. Furthermore, a major factor in
judgment is not simply whether or not it violates laws and regulations, but whether or not it makes
viewers feel uncomfortable or uneasy. Furthermore, respect for social order and public morals is
also required. Specific examples include expressions such as "Tokyo's tap water tastes bad" and
"running on train platforms and in hospital corridors.” Finally, the "Explanation” and "Examples" for

each article in the "Explanation Manual" and the applicable "Laws and Regulations" are used.

Regarding item 3, a comprehensive judgment is made as to whether the content is suitable for
broadcast, taking into account social conditions and other factors. In addition to the content, there
are also other screening items as broadcast material standards , such as audio level operational

standards (loudness), subliminal*2, and flashing lights (flashing) .

The first thing to check when examining content is whether the advertising is legally compliant.
Specifically, these laws include the Consumer Basic Act, the Act against Unjustifiable Premiums
and Misleading Representations, the Pharmaceutical and Medical Device Act, the Specified
Commercial Transactions Act, the Health Promotion Act, the Medical Care Act, the Financial
Instruments and Exchange Act, the Copyright Act, and other laws. Clear standards exist for
misrepresentation. Furthermore, there are also voluntary restrictions in each industry. For example,
it is well known that the Japan Alcoholic Beverage Association restricts the broadcast time of
alcoholic beverage commercials to a time other than between 5:00 and 18:00. However, determining
whether advertising language will offend viewers is difficult. Chapter 15 of the "Commentary," titled
"Advertising Expression," states in Article 123, "Avoid expressions that cause offense to viewers."
For practitioners, determining this "offense" can be difficult. Ikeuchi and Maeda (2012) attempted to
categorize advertising complaints based on survey data from the Japan Advertising Review
Organization (JARO) 2), and found that they can be classified along two axes: the magnitude of
social impact and the degree of severity (cognitive) or severity (emotional). They then presented
four matrix areas: 1) social discomfort, 2) ego-threatening discomfort, 3) psychological discomfort,

and 4) physiological discomfort. 1 and 2 are good and bad.

the Pharmaceutical and Medical Device Act*1 and the Health and Medical Device Act for drugs and quasi-drugs.

*1 In 2014, the Pharmaceutical Affairs Act was changed to the Act on Ensuring Quality, Efficacy and Safety

of Pharmaceuticals, Medical Devices, etc., abbreviated as the Pharmaceutical and Medical Device Act.

*2 This refers to a technique that intentionally influences the subconscious by displaying a few frames of

images within a commercial that the viewer does not notice.
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The analysis shows that complaints based on personal preference are more common
among men, while complaints based on likes and dislikes are more common among
women. Since likes and dislikes are perceived differently by different people, the author
strives to make his or her review judgments with as neutral an emotional attitude as
possible. Okada (2017) also presents a "List of Unpleasant Advertisements." However ,
in reality, the reviewer's sensibilities vary, so the author sometimes seeks the opinions
and feedback of regular employees unrelated to the review process. In addition to the
aforementioned "Explanatory Manual," he also consults other sources, such as the
"Commercial Broadcasters Association Handbook of Ethics," the "JARO Advertising Law
Q&A," the "Advertising and Labeling of Pharmaceuticals, Quasi-drugs, Cosmetics,
Medical Devices, and Regenerative Medicine Products," "About So-called Health Foods
(Notes on the Pharmaceutical and Medical Device Act)," and "Basic Knowledge of
Advertising Labeling." In addition, they participate in advertising awareness seminars
held by the Tokyo Metropolitan Government Bureau of Social Welfare and Public Health,
JARO, the Satellite Broadcasting Association, and private companies to exchange
opinions and obtain the latest advertising information. In particular, advertising

expressions are largely subjective to the person in charge, and discretion is left to them.

Reviewers must take the time to carefully judge whether an advertisement is appropriate.

3. The Basic Principles of Broadcasting Ethics and the Broadcasting Standards of the Japan Commercial Broadcasters Association

Regarding the principle of advertising responsibility, Okada (2021) discusses the
"principle of media publicness," which refers to the social responsibility of the media,
from the following four perspectives : 1) responsibility for advertising content; 2) the
theory of responsibility based on reader (viewer) expectations; 3) the issue of media
brand value; and 4) the issue of interference in opinion advertising and policy and party
advertising. Okada explains that the purpose of advertising responsibility is to maintain
and improve the quality of media, and that responsible discourse is proof that it is the
foundation of news reporting and a social infrastructure. Okada's explanation of
advertising ethics is interdisciplinary and covers a wide range of topics, including
marketing ethics, information ethics, and media ethics. This paper reports on the specific
review process from the perspective of a commercial broadcasting station's operations
department as a "participant in advertising ethics" and a

"provider of advertising space," and examines the practice and challenges of
broadcasting ethics. In 1996, the National Association of Commercial
Broadcasters in Japan (hereinafter referred to as the Association) and the Japan
Broadcasting Corporation (NHK) established the Basic Charter of Broadcasting
Ethics to reaffirm the fundamental principles underlying each broadcaster's
standards and to renew their commitment to fulfilling the mission expected of
broadcasting. Regarding broadcasting standards, the Association publishes an
‘Explanatory Guide’ as supplementary notes on the application of these standards.
Originally created in 1970 by consolidating the previous Radio Broadcasting
Standards (1951-) and Television Broadcasting Standards (1958-), it has
undergone a total of 30 amendments, revisions, and updates since then, leading
to the current 2024 edition. The 2024 edition consists of the following 18 chapters
(Figure 3). Furthermore, specific examples are described for each chapter. For
instance, Chapter 1 “Human Rights” includes Article 1: “Do not treat human life
with disregard.”; Article 2: “Do not treat individuals or groups in a manner that
damages their honor.”; and Article 3: “Exercise sufficient caution in handling
personal information and do not treat it in @ manner that infringes on privacy.” The
final Chapter 18, Article 151, “Guides shall be determined by each broadcasting

station,” completes the set of 151 articles.
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Figure 3

The reviewers at each station use this guidebook as a basis for judging the content of
their commercials, and although the decision on whether to broadcast a commercial is
left to each individual station, it exists as a supreme concept, akin to a constitution. It is
also an essential book for commercial reviewers at stations that are not members of the
Japan Commercial Broadcasters Association, such as the satellite broadcasting
company where | work.

All broadcasting stations review broadcast programs, but commercial screening is
required for almost all commercial broadcasting stations (hereafter referred to as
commercial stations), regardless of whether they broadcast terrestrial or satellite, with
the exception of NHK and The Open University of Japan. Each commercial station
creates its own standards, although they have different names such as "Program
Production Guidelines," "News Production Ethics Guidelines," and "Broadcasting Ethics
Handbook." However, it can be pointed out that the basis for these is the "Explanatory

Manual.”

4. Overview of commercial and program review

The initial survey period spans 8 years and 6 months, from October 1, 2015, to March 31,
2024. The subject station is the CS (communication satellite) television station specializing in
news (hereinafter referred to as CS) to which the author belongs.

Since this involves commercial examination based on advertiser requests tailored to viewer
characteristics, the business models and product categories vary significantly between
stations. Notably, satellite broadcasters feature 30-minute infomercials, resulting in
examination content distinct from terrestrial broadcasters, particularly key and quasi-key
stations. Furthermore, due to the nature of being a CS news-specialized station, corporate
profile programs and similar content are more prevalent compared to other stations, resulting
in a higher volume of submitted 5-minute or 10-minute programs. However, the judgment
criteria are equivalent to those of terrestrial stations. While handling other programming
duties, the review operations are fundamentally conducted by a single person. This review is
limited to commercials and some program materials requested by the sales department, and
therefore does not represent all commercial materials during the aforementioned period.
Furthermore, since these materials were submitted by sales staff who deemed review
necessary, the initial review judgment can be understood as delegated to the sales
department. Moreover, even if a material passes the review and is accepted, it does not

guarantee broadcast. Numerous accepted commercials ultimately do not air.
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However, not all commercials are broadcast, and there are many commercials that are accepted
but do not make it to air.

The definition of commercial test material ranges from a minimum of 5 seconds to a maximum
of 60 minutes for shopping programs, and can be even longer for special programs, but generally
the majority of material lengths are 15 seconds, 30 seconds, 60 seconds, 90 seconds, 120
seconds, 5 minutes, 10 minutes, 15 minutes, and 30 minutes, totaling nine types. The research
method was to extract data from commercials and shopping programs submitted to the author,

and programs purchased by the sponsor *3. In the case of terrestrial broadcasting stations

Most commercials on TV stations are up to 30 seconds long, with very few over 60 seconds.
Meanwhile, satellite broadcasters often have 90- and 120-second commercials, and as mentioned
above, there are also many 30-minute commercials for mail-order programs. Furthermore, 30-
minute programs are structured to include a 60-second commercial at the end, resulting in a basic
program length of 29 minutes. The survey items can be broadly categorized into three points: (1)
material type (¥ length of material,  material summary, y advertiser industry, y product type), (2)
review judgment (y number of reviews, y judgment results, ¥ whether or not a re-review was
conducted), and (3) reasons for rejection (y content of comments, y relevant provisions in the
Commentary). Analysis is based on these data. y material summary, y advertiser industry, and ¥
product type in (1) are defined as follows: ¥ refers to whether the program is a commercial or an
infomercial. Although infomercial programs use a program format, the content is entirely about
introducing companies, services, or products, and mail-order programs are typical examples.
Corporate PR programs also fall into this category. Next, y Advertiser Industry refers to the

industry or business of the advertiser.

This classification system categorizes commercials into eight unique industries: manufacturers,
trading companies, retailers, finance, services and construction, software and communications,
mass media, and government agencies and organizations. Finally, product type (4) refers to the
type of product primarily advertised in the commercial. These are eight categories of products
frequently requested for review: a. health foods, b. pharmaceuticals and medical care, c.
cosmetics and beauty-related products, d. general merchandise, e. finance and real estate, f.
business, g. corporate public relations, and h. other. (2) § Number of reviews is generally one,
but re-reviews and re-re-reviews are also listed. y The judgment results are listed as acceptance,
rejection, or conditional acceptance. (3) y For the relevant provisions of the Commentary, check
which of Chapters 1 through 18 the item primarily falls under. Then, ¥ the points raised will be

analyzed by picking out typical reasons for rejection.

5. Analysis of commercial and program review surveys

(1) Material length and product

type A total of 6,234 pieces were surveyed (the average number of pieces inspected per day,
including holidays, was approximately 2.8 pieces regardless of material length), and the results
for material length, advertiser industry, and product type are shown in Table 1.

The length of the commercials and programs is significantly different from that of terrestrial broadcasting

stations, with 120 seconds accounting for about 30% of the total. Next are 30-minute shopping programs, etc.

*3 Refers to programs sponsored by a single company. These programs have a large publicity element and are externally controlled.

Many of the programs are brought in by producers (complete packaged materials).

Table 1 Material length, advertiser industry, and product type

FHE  FE | HE e b % HE LEd
15 % | 86 | 1.38% | —# CM A%HLY A=h— 2753 | 44.17% t.ﬁ,s-;iltﬂ
30 # | 206 | 330% = —#% CM ASELY Mt 42 | 067%
60 B | 534 | 857% | BS B.CS A CM M 1637 -26:26%
E 542 | 8.70%
%0 168 | 260% BSROSRACM||[ 4_px-mi | 980 | 1572% | 543, 104 &M
120 B 1977 | 31LT1% BEHE YZboxT-liR | 105 168%
<A 26 | 042%
180 285 | 457% | BS R.CS BMA CM S5
v R.0s B EAF-HE | 149 230%
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15 & 79 | 127%  EREELNSL
5% or 1077 267 | 4.28% 1% PR &
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0t | 357 | 572% EREEEH b 20k i | 098%

aft | 6234 | 99.98% ait 6234 | 100.00%

In third place were five-minute commercials or mini shopping programs or infomercials, accounting
for 15%.

By type of commercial and program, there were 3,586 commercials, or approximately 58%, 1,346
general and PR programs, or approximately 22%, and 1,301 mail-order programs of 5 minutes

or more, or approximately 21%. By industry, manufacturers accounted for approximately 44%,
followed by retailers at approximately 26%, and third place was service and construction at
approximately 16%. Manufacturers were primarily SPAs (manufacturing retailers) selling health
foods and cosmetics. Service and construction programs were primarily comprised of corporate

PR programs of 5 or 10 minutes, accounting for approximately 56% of these.

In particular, in the case of 30-minute mail-order programs, even if the mail-order company
that advertises is a retailer, the main products introduced in the program are health foods and

cosmetics. It is important to note that in many cases the actual advertisers are manufacturers.

Next, by type of product examined, health foods accounted for approximately 31%, followed
by general products at approximately 22%, and thirdly cosmetics and beauty-related products at
approximately 15%. Health foods and cosmetics and beauty-related products accounted for
nearly half of the total at approximately 46%. Business-related and finance/real estate products
accounted for approximately 10% each, which can be noted as a high

proportion for television stations. Business and corporate PR are mainly found in the corporate
PR programs mentioned above. On the other hand, the proportion for general products was
approximately 22%, which is extremely low compared to terrestrial stations. This is due to the fact
that there are fewer product commercials for general consumer goods such as food and
beverages, daily necessities, communications, and entertainment.

(2) Examination

Judgment Of the total 6,234 applications, 3,508 were accepted on the first try, accounting for
approximately 56% of the total. Of the applications that were rejected for reasons other than
refusal, 41 were subsequently reexamined at least three times. Finally, 183 applications were
rejected after being rejected or after being asked to submit documents. This accounts for
approximately 3% of the total. The most common reason for rejection or non-acceptance was
Chapter 14 of the "Commentary Manual," entitled "Handling of Advertising,” with 96 applications,
accounting for approximately 52%, followed by Chapter 17, entitled "Financial and Real Estate
Advertising," with 52 applications, accounting for approximately 28%. The most common reason

for initial non-acceptance was Chapter 14, accounting for 1,898 applications, accounting for

approximately 70% of the total. This was followed by Chapter 16, entitled "Medical, Pharmaceutical, Cosmetic, etc."
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280 were for "Advertising for TV Shows," accounting for approximately 10% of the total.
Meanwhile, for shopping programs longer than 15 minutes, 781 of the 1,256 total were
accepted on the first try, accounting for approximately 62% of the total, which was found to
be higher than for general commercials and programs. The section with the highest rate of
rejection was Chapter 13, "Responsibility in Advertising," at approximately 61%. Next was
Chapter 16, at approximately 44%, followed by Chapter 15, "Representations in
Advertising," at approximately 30%. Furthermore, Chapter 1, "Human Rights," was
excluded due to the small number of reviews, with only two. Chapter 14 has the most
articles in the Commentary, with 28, and is also the longest at 23 pages.

(3) Reasons for refusal or non-acceptance

The following are typical relevant articles for specific reasons for refusal or non-
acceptance. Chapter 14, which is the most common case, states Article 100: "Anything
that exaggerates the facts and causes viewers to overestimate shall not be handled."
Article 118 states that "Shopping commercials must comply with relevant laws and
regulations, display factual information in a simple and clear manner, and not harm the
interests of viewers." Chapter 16 also includes Article 128, which states that "Commercials
that touch on laws and regulations related to medical care, pharmaceuticals, quasi-drugs,
medical devices, cosmetics, health foods, etc."
In Chapter 13, there were many cases that fell under Article 89, "Advertising must convey
the truth and bring benefits to viewers," and in Chapter 15, Article 122, "Representations
that may mislead viewers must not be used," and Article 123, "Representations that cause
viewers to feel uncomfortable must be avoided.” Table 2 shows the number of cases that
fell under each chapter. (4) Overview of the survey results As a general trend, in general
commercials and mail-order programs, there were many cases where performers
exaggerated or overstated functions, and emotional comments such as "cheap" were
used. In addition, in commercials for health foods and

cosmetics, there were

many cases where effects and efficacy were expressed that were contrary to laws and

regulations. Furthermore, in 5- or 10-minute infomercial programs introducing companies,

In particular, there are many cases where Article 99 of Chapter 14, "Do not handle matters

where the rights and actual transactions are unclear,” applies, and especially employees

‘Table 2: Number of reasons for refusal and non-acceptance and their respective ratios by chapter of the "Explanatory Manual®
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There are many cases of rejection due to creditworthiness among small, limited-time
companies and management consultants whose main purpose is to gain publicity. On the
other hand, the reason for rejection is not limited to one, but often spans multiple clauses.
The clauses classified in this paper are merely the main reasons that the author has
considered, and it should be noted that there is also the limiting factor of being a CS news
station in the industry. Some advertisers often request review by producing multiple
versions of the same product for terrestrial, BS (satellite) and CS stations. Generally,
commercials for CS stations often contain problematic language. This is because
commercials should be reviewed using the same standards, but advertisers or advertising
agencies do not realize that differences in the strength of the media will be reflected in the

review judgment.

Even if it is the same terrestrial broadcasting, there are terrestrial key stations and key
station affiliates that have a large media presence and social influence.
The criteria for judgment differ between satellite stations and local stations that are
considered to have less media power, and there are also differences between network-
affiliated stations that have introduced commercial information sharing systems. In
response to a rejection or non-acceptance decision, it is common for a sales representative
to later request a re-examination, stating that some local stations or other CS stations have
accepted the ad, and that they would like it to be accepted. However, although the
evaluation status of other stations is used as a reference, since each station's situation is
different, it is generally believed that the evaluation decision is made independently by

each station.

6. "Habit formation" and the need for "social validity"

The survey results from the previous chapter revealed that Chapter 14, "Handling of
Advertising," had the most relevant examples in the "Commentary." However, the most
difficult section for reviewers to judge was Chapter 15, "Advertising Expressions," which
ranked third. As mentioned in Chapter 2 of this paper, Article 123, "Avoid expressions that
cause viewers to feel uncomfortable,” is particularly difficult to assess the value of
"unpleasant." Reviewers must have appropriate advertising literacy that is in line with the
times. Okada (2017) emphasizes the importance of "habit formation" as the philosophy of
advertising literacy and a key principle for building a sustainable advertising culture . He
explains that the research style required for advertising practitioners is "practical research
and development of advertising ethics," and that the attitude is to "foster advertising ethics
through thoughtful ethical practice and experience the ethics of reflection (circular
structure)." The responsibility is to "accumulate practical actions and refine principles,
which will result in the construction of ethics, fostering a sense of ownership and establishing
ethics in the workplace," and the importance of "fostering a sense of ownership" and
“forming habits" is stated. This "habit formation” is understood to mean being aware of the
ethics of advertising on a daily basis, and one example of "habit formation” is the constant
reading of the "Explanatory Manual.” For practitioners, it can be pointed out that the
practice of checking the standards, which consist of 18 chapters and 151 articles, and
making value judgments, creates a habit = routine for examination work. For example,

creating a "reverse lookup table of cases”

By creating this tool, we hope to make the "Explanatory Guide" accessible to everyone.
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This makes it easy to constantly refer to the "Book." This is useful for checking one's own biases
based on past experience, and also for reconfirming the appropriate interpretation of ethical
standards. Specifically, it is a list that acts as an index of "which chapter and article applies to

similar cases," and by creating this, the author is able to constantly refer to it.

On the other hand, unlike advertising, which is subject to regulations such as the Specified Commercial
Transactions Act*4 regarding misrepresentations, there are no clear standards for advertising expressions.
Because there is no such system, when reviewing the content of commercials and programs, it
is often difficult to judge whether the content is staged or inappropriate. It is recognized that the
subjectivity of the reviewer intervenes and is often influenced by their knowledge and values. As
mentioned above, Okada, in particular, has stated that what was previously interpreted as "public
order and morals" can now be reinterpreted as "social appropriateness.” Compared to the past,

these days

Issues are often raised from an ethical perspective, such as SDGs, gender equality, and the
natural environment. In order to improve the quality of examinations, examiners must keep up

with the times, imagine various possible cases, and take these points into consideration.

On the other hand, essayist Junko Sakai* 5 commented in a column about shopping channels
during the COVID-19 pandemic that she was encouraged by the expression "expectations" that
was frequently used in the introduction of health foods.7) Since legally, it cannot be said that a

product is "effective,” she speculates that such an expression is used out of necessity.

Sakai writes that it is wonderful to have the feeling of "expectations" that we tend to forget as we
become adults, but the examiners simply judge whether the product complies with the law and

the provisions of the fair competition code.

Furthermore, it is important to keep in mind that such paraphrases sometimes meet the
"expectations" of viewers.

This article focuses on an examination case at the specialized CS television station where |
currently work, but similar examination systems and conditions were in place at the local television
stations and national radio stations where | previously worked. In a fraudulent commercial
replacement incident discovered at a key radio station in June 2024, a sales representative
falsified a "broadcast confirmation letter” to make it appear as if a commercial that had been
rejected for examination had been broadcast, forcing the company's chairman to resign. While
organizational structures differ depending on the size of the company and the group, | hope this
article will promote understanding of the examination work of all commercial broadcasters and

provide an opportunity to reconsider broadcasting ethics.

*4 Regarding mail order sales, "representations that are significantly different from the facts or that mislead people into believing that
something is significantly better or more advantageous than it actually is" are prohibited. The word "significantly” is included. *5

Formerly from a major advertising company.

7. Conclusion

CM mainly from member companies of the Association of Consumer Affairs Professionals (ACAP)
Although there have been previous studies on the effects and influence of expressions, there has
been no existing research on the internal inspection work or content analysis of commercial
broadcasting stations, which are often ridiculed as black boxes by outside parties such as
advertisers and advertising agencies. Furthermore, even within broadcasting stations, there is no
accumulation of universal and effective inspection data, and this paper explains the operational
flow that is known only to a select few experienced personnel.

Advertising parties (practitioners) are concerned about the decline in the social value of broadcast media and
While responding to changes in the external environment and the times, such as advances in Al
technology, it is more important than ever to take organized and systematic steps to “form the
habit" of constantly reading the "Guidebook" and to acquire appropriate "social appropriateness."
We hope that this paper will serve as an opportunity not only for those in charge of screening,
but also for those involved with commercial broadcasting stations in general, to gain a renewed
understanding of screening work. Future

challenges include conducting follow-up surveys of mail-order programs and developing a

quantitative evaluation system for the 15-30 second commercials that are common on terrestrial television stations.

Construction is necessary.

SCHR

1) HARRMBIRBEER @ RIBGIK S I HE RS 20247 (2024)

2) NS - BTHEEE - RSSO BEBML & LS RBLO A H P ICB
35 ILESE", LR, 55 - 56, pp.66-68 (2012)

B TR - IR R O MRS — N TR oM & 2k E -7,
RIYett/ =4 5H)E, p.145 (2017)

HARRMFOEME R RFGEBCOEMHFLTFIR (2018), H AL &5 A4
B 0 “JARO IR H:5 Q&A”, Ei&#k (2014), #RBERS A
BEDOT A KT 4 27 (2015), HERUERAR AL PR o) e e e 4 R 38 755
AR OCPRIESL - PRIEFRAL - ALRES, - PEAERE S - PR ELT 0L
P EFIRITOWTT (2024), FTABARAL PR S fEHE % 4 ER SR s ot
VDY BRSSO W T (BRI R EHRE A S T 2 IR )
(2022), HAFMBSILERAE/ILEBREERRSWY @ ILER
IROFBERF”, HAFEHZ (2016)

5) R, @ LS EIOTEEG - LT 2 AR L 52 w7,
pDp.73-74, 100-101, 106 (2021)

B TR - IR SR O MRS — N TR oM & Sk E -7,
At/ =4 485, pp.20-21, 137-155 (2017)

7) OARRRFEHE © {5 LFE", FulsF—F, 2024%E4H2H04 1

=

3

=

4

=

6

N4

¥ E n D &

SR TEE 1988%F, MRS HEE 2R
AR, MR - BT LR AL MR - 4
W% VA R%ERT, 20054E, BRI KSR bett &
BHERFSERHE B 2 ML R (MBA) 157, 20034 X
D, CS - =2 — AWM. 20244, w5HTAKEK
S T TRIR R A T B L S A T 202548
AR LY, TERCERAS A SO S R R . L
CEin). ELA.

Rl

Copyrights to Machine-Translated Content
The copyright of the original papers published on this website belongs to the Institute of Image Information and Television Engineers.
Unauthorized use of original papers or translated papers is prohibited. Please be sure to cite the original publication when referencing.
For details, please refer to the copyright regulations of the Institute of Image Information and Television Engineers.



HIOFREEIES LD, L, BEORBRIZKED

WHGDONL T AF 2y 7 %479 R, fRBlkdED
WY 2 AR % BT A -0 2 b ko, BARRIZIE,
[ZHCHET 24006, MEOMGEPZELT L] L)
R OREERTIVRAMNETHY, EHEINEERT
LI D EREFRZT> TV,

=05, RSB e ERMFIRICH T 2 BHS 0 H
Bl FR E B 0 RS FEBIC D W T WIHE 2 B8 AAFEAE
LTwhni®d, CMB L OFMOHNEERIL, R M
o, ENELRBEYLRHNETHLO0HEZRS 2 &
v, ERHMOFBMFNAL, MRS L
ZLIENEAHLLDERHL TS, HiBRDOED
BT oW TR, —BREIAFRBIE LT
ERENTED 0P, BRTIE SR LM SRAE
ZAHZENTEXLZELTWS., DErkltiglL, HESIE
SDGs® ¥ = v ¥ — -4, HRBE 2 SmEN 2 /2 o
ME RS NL 2L LW, RISk, BI)Es X
FEERF—AEMBL, INSDOHEANDOERED, HEHED
MEE EOOEFRHLICIINEL END,

Ff, TvEf A OWINET*5Z T aFMIcBT %8
WFRMLIZ O Wi, JRICERMOMATEHINTY
s c&E Ly RBUCiEF SNl LaF A LT
HBRTWBD, FHEE, R EEERRVOT, bk
{EDEIBREBUI L > TWAD TR ZWHEHEEL TV
HH, TELLIEHoBY Thsb, L, KAIChDE
EbE L MR L) BEe oI L TE&B I L %,
FIESLWI L THBHERLTWEDS, EREHITHICHE
AR NIEHRA B OB EITHEG L T 0002 kT 2
DATIERL, TOXI)RFTWIZFRED, FRIIHES
OMRFEIIIBZ TR 2 E L MICHD TB L LEXH L.
SHIFBAETIRT 2HMCST L EROEREFH %D
T 7228, DRSS 2SS LTz 7 L YRR Ak
ETIVARIIBWTH, FAEOEREHE L OERRRT
Ho7z. 202446 HICT VK - F—RTHRELZAECM
ALBEZHEMTIE, BEHLPCMEERZHIZME, K
HEL72h0 L) I HRERE | 0oL SA R, AHaR
PRAEICBVWIATNR TV A, BERERLRINOENICL S
MR OBV I E D, KRS, EERBUSOEAE
BOBRIRAE L, YO THEMIIZONVTER D & onlT
LBDHIENTENEFETHS.

*4 SBEMRGEICEIL [ L CHEITHET 2 20R%, EBEOLDO L) bF
LLERTHY, bLRAATHL EANZBlSED L) IR
ZHEIELTVS., [FHL W) £MEPFWTw 5.

*5 KTILE &bl 5.

74—V FRX O RBBICHTECM - BEERXEBELEREICET MR ~= 21— XEMCSTLERNDBFFXDIREERIH 5~

7.6 ¥ U

HEAEEE MR A (ACAP) Itk 4 & & iz CM
HBORNRR ORI HAMH581%, #EEIC S FHHIHE
T 5205 EEERREX 2 EBIrHIETT v IRy
7 A LR E N B RIBUR ORMBEN O & 23 H 2 N 5T IS
B3 2L, BHTHLH. FHBOERANETY, &
BIPOEM R EET— 7 5EOBERT R, —HOHLHE
BEOAILPHMOEN T ARWEE 70— %23 L 7.

IR M FE (EBEH) 1, BOREAAROR S M T %
ATHE A O #E R 72 AR B S & R 0 2 ki3t LoD
[R3E ] OFRHEFIC X 2 [EBEIB] &) % [+ %
Lk | BB OO BN O R RN R AP, Th
FTULRICE TG, KARPERHELZTICEET LT,
L REBBLREAS, D TEREBF LIRS L X o)
BT EEHIDDOTHA.

SHOMEE LT, MlRFEHoOBHHRAL M ERETLE
JC— #0715~ 308 CM D E R WG > A 7 2 O
EVUETH 5.

(X #t)

1) HARRMBIRBEER @ RIBGIK S I HE RS 20247 (2024)

2) NS - BTHEEE - RSSO BEBML & LS RBLO A H P ICB
35 ILESE", LR, 55 - 56, pp.66-68 (2012)

3) WK @ RS M OMER - A TRERRZOME & S -,
RIYett/ =4 5H)E, p.145 (2017)

4) BARRMKBOEMER @« REGERGE MR TFIR (2018), H AL & F A
B 0 “JARO IR H:5 Q&A”, Ei&#k (2014), #RBERS A
HREDOT A ¥ T4 27 (2015), HEGUHRAR AL PR A R i HE e 40 3 5
AR OCPRIESL - PRIEFRAL - ALRES, - PEAERE S - PR ELT 0L
P EFIRITOWTT (2024), FTABARAL PR S fEHE % 4 ER SR s ot
VbW B REEER NSO W T (IR R R SR S AR D
(2022), HAFMBSILERAE/ILEBREERRSWY @ ILER
ROIEBERG", HABEIR S (2016)

5) R, @ LS EIOTEEG - LT 2 AR L 52 w7,
pDp.73-74, 100-101, 106 (2021)

6) WK @ RS MEOMER - A TRERRZOME & S -,
At/ =4 485, pp.20-21, 137-155 (2017)

7) OARRRFEHE © {5 LFE", FulsF—F, 2024%E4H2H04 1

¥ E n D &

SR TEE 1988%F, MRS HEE 2R
R AR, MR- BT L CRARE. MR - 4
W% VA R%ERT, 20054E, BRI KSR bett &
BHERFSERHE B 2 ML R (MBA) 157, 20034 X
D, CS - =a—AMMRIE. 20249, BHTAKRSEA
S T TRIR R A T B L S A T 202548
AR LY, TERCERAS A SO S R R . L
CEin). ELA.

(93) 553





