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The role of Audience Research in 

Organizational communication strategies: The case 
of TV ad’s communication. 
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Abstract  
This studya ims to highlight theim portance of measuring 

audiences by the Algerian organizations to achieve efficiency in their 
organizational communication using  TV advertising.   

Through an analytical tudy of advertising contents diffusedon the 
third Algerian TV channel by 28 organizations duringyear2017,and a 
survey of audience exposed to these contents during thes ame period, the 
study revealsa set of dysfunctions in relation with  thechoices of stimuli 
and values used in the advertising contents which seem not to agree with 
algerian patterns of  TV exposure, preferences and culture. This 
quantitative and qualitative crucial knowledge is not employed by our 
organizations’ sample, which absolutely need to  produce and use 
audience characteristics in designing their communication strategies. 

Key words: Organizational communication, communication 
strategy, advertising, audience measurement, audience targeting. 
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