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Abstract : As a result of the growing penetration of the media into human life, a new role under the title of "audience" is
defined in the social life .A kind of role which is dramatically changed since its formation. This article aims to define the
audience position in the new media equations which is concluded to the transformation of the media role. By using the Library
and Attributive method to study the history, the evolutionary outlook to the audience and the recognition of the audience and
the media relation in the new media context is studied. It was perceived in past that public communication would result in
receiving the audience. But after the emergence of the interactional media and transformation in the audience social life, a new
kind of public communication is formed, and also the imaginary picture of the audience is replaced by the audience impact on
the communication process. Part of this impact can be seen in the form of feedback which is one of the public communication
elements. In public communication, the audience feedback is completely accepted. But in many cases, and along with the
audience feedback, the media changes its direction; this direction shift is known as media feedback. At this state, the media
and the audience are both doers and consistently change their positions in an interaction. With the greater number of the
audience and the media, this process has taken a new role, and the role of this doer is sometimes taken by an audience while
influencing another audience, or a media while influencing another media. In this article, this multiple public communication
process is shown through representing a model under the title of ”The bilateral influence of the audience and the media.”
Based on this model, the audience and the media power are not the two sides of a coin, and as a result, by accepting these two
as the doers,  the bilateral  power of  the audience and the media will  be complementary to each other.  Also more,  the
compatibility between the media and the audience is analyzed in the bilateral and interactional relation hypothesis, and by
analyzing the action law hypothesis, the dos and don’ts of this role are defined, and media is obliged to know and accept them
in order to be able to survive. They also have a determining role in the strategic studies of a media.
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