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Supasil Kuljitiuerwong Audiences Analysis in Digital Era

Abstract

Audience is one of the important components of communicating process
to achieve the goal of communication. The media organization must analyze
the audience who is changed according to the social context. Especially the
world today which has entered digital era. This has affected the behavior of the
audience in various aspects. The popular criteria used to analyze the audience
including characteristics on population, psychology and analysis according to
communicating theory. The researcher has analytically suggested the behaviors
of the audience in digital era into 4 points as follows. The audience has more
specification. The role of the audience as the media users. The audience is
more open to the media and the audience is more eager to open up to the

information.
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