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From Consumer, Audience to Sei-katsu-sha:
The Argument and Interpretation about the
Role of the Target Audience in the
Advertising Process

Jenn-Jia Huang

Assistant Professor, Department of Mass Communications, Tamkang University, Taiwan.
Abstract

This study examines the essence of the target audience in the advertising process, and tries to
discuss these basic questions as the following. How many role types of the target audience are there
during the advertising communication campaign? What and how do we know the target audience
between the different stages of the advertising process? How does the concept of the target audience
change between the different stages of the advertising process? Do we need to adjust the concept of the
target audience at the right moment? Basically this study hopes to explore the new area of the
advertising research after reviewing the basic concept of the target audience. Hence the study combines
the Sei-katsu-sha concept and tries to reargue the role of the target audience °

Mainly this study found the Sei-katsu-sha concept is enlightening for the target audience in the
advertising research. It did bring the new vision about the research issue and the new research approach
for the advertising research in Taiwan It also deserves the advanced discussion by academics and

practitioners.

Keywords : consumer, audience, sei-katsu-sha, target audience, advertising
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WHF S FATRIER SR > S a) ¥ A B &£ (OJT © on-the-job
training ) > FP R 4 > AR P RETHEI L ke — AR B AR
Bf‘f]%*’/\é’] %% (VOTA : the voice of the target audience ) » B £ 4B » # A& E4F

BRI 2 — G TR Z ) - EARMIBANES - BE T HR
ﬁi‘ﬁé CEREEHE  IRERSANREIREZHAR FELEFH LA
A5 B AL BB AN S -

Bk AL B AR B EE A (target audience) ? R4ENTC & F ey R * B
BRI AL BB (individuals) Ff4a sk by 45 £ B 428 - =T Ao Fir (age) ~ M7
(sex) S HE T AT &% A (demographic) o324 H B & RApvhsgd > 154
F& 4 x (advertiser) %3t /E &3R8 A E ey K ¥ % - (Wiechmann,1993 )

KRB FTARERR BEMBAARAEAZEZMEMES — QBT EZE
Mok (THERR) I BOEBERH S L2 ATRIBHELASBAR
RANHEH  —AREREXRLMEHNFRE L  —HRENLREERE
& B IR A o

FELORBEENERFRE RBEETEH HOZHMBLIIITLE R M
AR F AR B AR B AR IR A A BARM IR ARG R AR X 2 B AR
BlEe AtyiBf2 (Russell,1996) RAL » A SHHPEXRERFLEFME P K
$k 3530, 90 B A2 B B2 A48 B 89 /F £ 32 % ( Batra, Myers, &Aaker,1996;Bov’ee,et
al,1995;Brierley,1995) » T & % F 2 A4 H BZMBART#ITES > BAZ
REa AW A &R LA ? FEREFEEMSERYE B AR T2 AGYBR AR B AT 7 Jo T
B AR BARMBANMASERR REFEREA MRS ? BZHBANES
AT EZH A EFRE? RB AR PMEME ARRMUTFHE

HIEESZRERAT Y EAMBAZMIBANERCARARAEETH KR
(tacit knowledge) #9—2ffy > REZwUKEF » 2EF L SHWHAERT A
EEREBORAIIeR T AN R Rk RAREBELSBRELEHE
BANETEBL EVMHPALERLMETERMBARG H#HELALKE
IR B A IAREF o

é‘ N Fiﬁg-\x%&
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WHEH MBARNAZE  EEEETERMHBAARCHGFERE
LHEFTBAMBAARE -
— - BEMEBEA I GEXHBIEBA

ABME REREETHBBMBALERBAARMA  — 2K &%
(consumer ) (audience) > — ZBIEA » RFENTC BEF RO K HELLE
BEMABHREMERE L RBHAREL B TRE 8 - RARBMF
BIR - BF - BERTPEE - mMBARESVEER ST  RAEBRETRESL
WIE R RS RAK B RN AEREEOARTE B EUARHEHOHTIAEL
B NG R @R 0 AR B R - BUR R EH (spectators ) 5 — BFHAH
T R B RECELE B FEREHE (Ellmore,1991) -

% —7 @ 0 ARAE McQuail #937% » BRRA BRI A 24 R 9L > RFA
Sdrsmatiz b (Allor,1988;%#2 3] & McQuail,2001 : 506) » ZisiEkd@fzvay T8
W | (receiver) » 215 3534 ~ MR MBI R & 5 43 (collective word) » &
Yy B SRR TR RMIBAZSL  BIAMARE - ARH LM BN T E
FEMAG BERR HMBAREN TS T ES  KHBARATYS &
FORBNTERERATES  CoOEETHRI P LENRSG  ASOE
RSB e &% (McQuail, 1994 ) » FE £ » McQuail 425 1 B 32 A8y T 5518 A
Z 4k o g4 B AZ B EE AEAT B3 0 ARSE McQuail 895 % > BAZBMEE AR M AT
KB (dfEd) PREEaBeg AT 33 0B A IR A (McQuail,2001) » B4 4
WA 2R AR AR BB BAR B I AF0 AXEF R ¥ 1EH B AR AT 3R
&) T4z | (inscribe) & "o daga | (implied) &) B I& AREEL » B AZ
BIEA B Stk ~ BARIAE ) 0 & BN RAR T A ABRE P83 (Sparks &
Campell,1993 &3] § McQuail,2001 : 534 )« 8% 5k 3p > | i {8 B 4% B 52 A 69 4%
A RATIHRBBOEE SR THORBZRBRMBARLY S e
FHHEE S HEOBRE > ARAERMBARBERTAMA S REBAE
P B8 A SLAE A 0 T B 2 A B A

S REIECEEE - HBEA
BEIEYABRRAGH G IO ES TAC RAERFATTHANELSLE
LEHNEBRRERE BREAGHRTRE LA EEHORNERIARS

RAEGHEMNENEHXEAFAE  FEEELARIA M E SR~ Sl
R HEAERARBAERYGE N IHFERRETETT  RALECHHEETR
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Bt ML 3% 7 ko b AE 2 B 1% o ko B — A7~ (Leiss,Kline,&Jhally,1990 : 192) - 4R 45 [
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ECUN - iR e X

= REEROBRBES

AR BEREHER K LA E EREBRIFRE S48 (symbol) #Ep %
(image) MR AEFMFEHOHER LHHBRAFTAEZSRFEX M) EibaE
i » B = (Leiss,Kline,&Jhally,1990 : 126 ) #8~ /&% R §7» T £ /b
A E AR 0 A R H LSRRI E T S T R AL E T 3 (BE
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Feb#d BAZMIE A A G M — S - £ 1970 FR4THE A B R I%
A BRGBH AT EH Baver» FEHHMBAAE BTSN IRE
WAHB 1930 FRUR > BHEAREFTTRANBAVACERE L ERY T
oK B EE EHAR(HMBARNEZ - XRAR - FHBRYHEL )
H st Bauer XA ¥ /% (mediator) ~ & & ¥ % (information processor) > B
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BAREN T4 IE AR o (Bauer,1973; Levy&Windal,1985;McQuail&
Gurevitch,1990 )
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WEABEREEOME S MEBAOTEYELABEBRNES T X
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2MIEARBNRES | MBAHNEMOBANA RRE GRS > FEFHNE
LA R R ELRAS » 2R B AR R T AR AE R B T R AT L R B Y
MEEARE -
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A LB R A A Sy EIF EAR, -

S5.RIEARM A AERYE  HMBASCEGFZIREBONE  RRRAETHH
A bR XA AR REER G o

6.FIEAR BB RE MBAMBZE BN CLEEE AT BB aR
AWK MBANEBREG S RAETS - BE ~&E -
THBARX—EA2%  wREBALTEEORE > LARHBARALZ—E
B A G AL  TRBABKRIMEE R LR & & Es ik
ARG ER -

4o A L3t Baver AR B GIMIEAA CHIBROHRBRELEEE ToIBAM
BARRRETN M FXEREETA S AmA BARBIEABEZTAE > 48
HERBEEELEEH TS ARE RS E& > PriesT BAZ MR A 6948 B LL
WHE SR BRBBEMAE AENIL AL EHHBEHBANALE
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= BARMEAN SR

EEXLr AHBRHMBAAGCH IS  ARELEZ2HETERS A
(Brierly,1995 : 96) » 48] & Percy ~ Rossiter ¥ Elliott 4%} & 2 #5125 7 1 47 89
GaotH REFDPHPBRHBATRAEALG ZHE > B = AF
( Percy,Rossiter,&Elliott,2002:22 ) o

RIEE = > TAE RFRE 2R RERITHAR > AT & BT 93w AR
PRI KA RAEZRUNELEGBEZHIBARLARR (XF/
e MIEEA) BHERE (MERCEAEREE L) AuEaa st > @
B 1 RBEA RITHELERETH I ELETERRBRERELRYE
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HEABANENERET BELEHAHEMLREL B ZHRORT @R 3
EFHEA BEEHBARLIG EHRGERMELE  @h 4 X&HiE & LB
B ARNERERANELSRLL  BRRBIAGHEERE > ERELSHIBASLA
B XM -

K B2 3R 0 Percy ~ Rossiter #1 Elliott A7 332 84 5 S ¥ 2B » e9sE A%
FE LM H» B 2RI AN EE% > REBZMIEAN2E (holistic
perspective ) B & > % — % @ » Percy % A5 & B AR B A 24741 50 B 26 0 F
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4 7% (Sei-katsu-sha) BB F & B AFEA > MARE Ry F - HP o 4
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B Aer BARAYZREZRFRE - W&l RAMEEMER— 4% > LAl
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WA RATARI B ERATHEETEMALERELERENEs Y BRAES
NI RZEER LS LT TR uéaéé PlE%  mALTHRENHELS N
B ABAREEE—HLAR BREEALTEAELE LB EN > i
— % AARFEEFMT > ﬁam%—%%ﬂé‘%ﬂﬁﬁ'k TR %A NME - AA
XHE -~ BATFE S B LM FRBA S BEREMEBAAD KAERLMAE
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HEATF@BRATFRBUSAT A EENE S ZREMBEARTBE > HNR
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EAABEHEOMEL(FL2ARN) A AFL540E5RBEMBA
A RS ERH RO RS -

BEL1990 FX > BERLEREBRELHALTHEBMBINEEE  THIELR
ERLEREL ARG FTREER > Rk #4530 — B8 REY B o4 E 5
B AR PWEATMABEN MMM R T EHIEAT > BEF ZHRKOE
B MHEEFEEREMMEEES RESHRBEZHMBAVBAEGS P
BRI B AMIBANKRE BIZMIBAMS RAELES EE MEREEA
WHREESFRFOHORET BARAG - B> BBHATHORME  RAEL
HETHRERZMAEFTEE - XUEEH - BREKA BERS > Z RO EH
TIGATE ¥ B4 o (52 #,2005)

— MBS —EER O KA EH MIBAZATH  FAESOBLS RERE
G BAEMIEARE  REGIAR AFHERAEEHAMEET —ME xE
FIE R I F R M -

1.

7 35 & F& ( market segmentation ) £ & & & " —#BR b e ELey T35 (4
MAKRBROER) RALGHFSEREE N BRI ERR ST IHAER ; &
RN EEZHTHEHME  FEZARAOB®R A REBEZ -
( Smith,1972;Jhally,1991,/5%2 = 3%, 8 185)id 4k Ruk £ R AR B 35 4 B 4%
CERRMAERY A RFHEHE N BRI AE AROCBAERET S
TR BB — BT REEFTREANEEE -

ENfERIRRIAF S T REZHEL TE&FK | @h—F THIBAIK
N EATCEARATRNED > TRAEHIEE N H ~ £ GBI ~ A~
R LEERE > ARAFTREAMBAR P A ZREBHEL EEH5TA
DEEERTHHRBELTH  UA T OESMBIRERTIERENYENG
(Jhally,1991,/532 =%, 8 185) FIR A EH4 A R EHRSIAZXITAR @O LT R
EH o CLEASTRE RESRER AELZENAMZEE ~ BiamER
EEBA GG o

RTFTHERARARYHERE T & HEBEEE BERTUIFE
MRS BHRENEERRBERE T EELBLSEEENER o AF
BANEES  TURAREEERAOEFE CTREBEREOMIBAZITALGL
¥ RIB MBI ARATRSEEE ) AR AFKASHOMS ekt TR
LRBER BIABTHRER > ABEONE 0 TR E A, (Rayl1982;
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