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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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