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This artiele uses empirical research, with young (aged 16-21) advertising audiences,

to build upon existing communication theory in a number of ways. First, it summarizes

meaning-based models that have developed over time by increasing the importance of

the audience's role. Second, it advances communication theory by introducing a new

meaning-based model appropriate to the 21st century audience. The model is

constructed from the theoretical concepts of personal self, social circle, popular

culture, and inherited culture. The model provides a framework that industry

practitioners and academic scholars can use to consider how anterior texts help

young people decode meaning from advertisements.

INTRODUCTION

Decoding advertisements has been studied in many

ways, be it social uses of advertising (Mitchell,

Macklin, and Paxman, 2007), cultural interpreta-

tion (Bulmer and Buchanan-Oliver, 2006; McFall,

2004; Scott, 1994), deep readings by academics

(Stevens, Maclaran, and Brown, 2003), or life ex-

periences (Elliot and Ritson, 1995; Mick and Buhl,

1992; Parker, 1998). Their findings have concluded

that reading advertisements is subjective. To ad-

vance this understanding, further empirical re-

search is required to consider whether there is a

hidden framework underneath the subjective in-

terpretations made by audiences or academics.

This article has two objectives. The first is to

provide a whistle stop critique of existing meaning-

based models. The second is to introduce a decod-

ing strategy process used by a young audience

that provides the hidden framework discovered

from their personal narratives.

THEORETICAL FRAMEWORKS

Communication research began in earnest during

the 1950s; however, communication models fo-

cused on the hypodermic needle effect—all con-

sumers receiving and interpreting the advertising

message is the same way. Clearly, this is not

reality; however, creative directors, who have an

appetite for "all things fashionable" and hedonis-

tic, are seen often seen as the "guiding light" for

the masses, by providing social lifestyles out of

their own "cultural epicentre .. ." (Holt, 2002,

p. 84). The creative director, therefore, is the

"information source" that encodes the message,

litters it with unpredictable higher-order significa-

tions, and transmits it to the "destination" for

decoding. Audiences are those decoders, and they

seek meaning from the societal and ideological

codes (Schroeder and Zwick, 2004). In fact, the

audience can become the masters, the controllers,

and the critic of advertisements (Bartholomew

and O'Donohoe, 2003) and even delight in the

artful deviations of rhetoric (McQuarrie and Mick,

1999). As audiences are no longer "passive" view-

ers of advertisements, it is imperative that a com-

munication model pays tribute to the fact that

audiences are interactive participants in the so-

phisticated decoding of advertisements (Hirsch-

man, 2003; Kenyon, 2004, 2006; Kenyon and

Hutchinson, 2007; Oates, Blades, Gunter, and Don,

2003; O'Donohoe, 1997).

The model, which heralded the concept that the

audience actively decode and interpret advertise-

ments, is shown in Figure 1. Mick and Buhl's



As audiences are no longer "passive" viewers of adver-

tisements, it is imperative that a communication model

pays tribute to the fact that audiences are interactive par-

ticipants in the sophisticated decoding of advertisements.

(1992) Meaning-based Model of Advertis-

ing Experiences was established follow-

ing a phenomenological study with three

brothers. The innovative advertising model,

still referred to today, suggests that ad-

vertisement interpretations are informed

by . . . "life experiences, values and roles

.. ." (Bartholomew and O'Donohoe, 2003,

p. 438).

The model in Figure 1, like Eco's (1984),

clearly places the decoding and meaning

formation with the audience. The model

also clearly emphasizes that personal re-

flections and experiences are more impor-

National Life Projects involve meanings associated with nationalities and internationality.

Community Life Projects involve meanings associated with residential areas, peer groups, and careers.
Family Life Projects involve meanings associated with family members, including parents, siblings, spouse,

and children.
The Private Self Life Project involves meanings associated with being an individuated human being, including

personal activities and interests.

A pervasive Life Theme such as being active versus being passive.

Source: Mick and Buhl (1992, p. 319).

Figure 1 The Meaning-Based Model of Advertising

Experiences

tant in the interpretation of advertise-

ments than the sociocultural world in

which they live. Of course, the two are

intertwined, but it is down to the reader

to holistically interpret advertising to fit

"the self."

Solomon (2002) and Scott (1994) state

that the audiences reflection of "the self"

is the more predominant factor. They pro-

pose that meaning stems from placing the

audience's "self" alongside the advertise-

ment to ascertain if "the self" has use for

the product in their life themes and

projects. Decoding advertisements, there-

fore, is considered to be very personal

and interest driven. Chang (2005) also

states that audiences become highly in-

volved with advertisements, and positive

attitudes toward products occur when they

view "the self" in the advertisement. Ad-

ditionally, audiences are more positive to

the advertising message when they see

congruency between "the self" and the

product, due to its high personal orienta-

tion (Tsai, 2005).

Placing "the self" alongside an adver-

tisement is one way of considering whether

an audience has use for the product in their

life themes, but the introduction of highly

stylized advertisements now enables the au-

dience to empathize and place themselves

inside the advertisement. This style of

advertisement, containing a plot with

folklore-ish portrayals, reflects Aristotle's

Poetics, as audiences move to sympathize

and show compassion to the characters in

the advertisement. The empathy felt for the

characters in the plot is a . . .

"... dynamic process whereby consum-

ers imaginatively project themselves

into the experiences of featured adver-

tisement characters" (Boiler and Olson,

1991, p. 173).

Thus the audience takes on the identity of

a character in the advertisement and gains



Audiences are more positive to the advertising message

when they see congruency between "the self" and the

product, due to its high personal orientation.

partial experience of the product, while at

the same time living a fantasy life, away

from the "real" (Baudrillard, 2005; Chang,

2005). Audiences not only show their skills

at placing themselves "in" the mind and

body of the character shown in the adver-

tisement, they also consciously and posi-

tively imitate advertisements in their day

to day behavior (Elliot and Ritson, 1995).

Advertisements can also draw readers "in

to" the advertisement for many purposes

such as linking products to historical and

cultural events or their own lives (Elliot and

Ritson, 1995; Hirschman, 2003; Hirschman

and Thompson, 1997; O'Donohoe, 1994;

O'Donohoe and Tynan, 1998). Whichever

way is viewed as the leading way, consum-

ers who express their understanding of ad-

vertisements are influenced by the cultural

meanings that have been handed down to

them, directly and indirectly (Thompson,

Pollio, and Locander, 1994). Audiences,

therefore, can modify and interpret mean-

ings, considering many frames of refer-

ence to suit and fit with themselves. This

existential thought process occurs at the sub-

conscious level (Williamson, 1978), thus the

meanings of advertisements are processed

as audiences are unable to resist this la-

tently driven activity. This, in turn, sug-

gests that even mundane low-involvement

purchases shape how consumers under-

stand themselves and the lives they lead.

Advertising therefore is not latent, if the

consumer wishes to invest time processing

it actively. Indeed some advertisements, due

to their high level of creativity, can often be

seen as having an identity in their own

right—away from the actual product be-

ing portrayed. In this way, advertising im-

ages can be seen as useful personal and so-

cial resources to help construct, or maintain,

personal and social identities.

Meline (1996) developed a meaning-

based model (Figure 2) that shows how

consumers seek out their own "Nature

of Meaning" based on their recogniz-

able and personally relevant life themes,

social constructs, and identity goals

when reading advertisements. The model,

therefore, builds on Mick and Buhl's (1992)

model and extends it by showing the read-

er's natural desire to see/feel truthfulness

and honesty. Therefore, as advertising

meaning is deciphered and congruency

occurs, the audience can judge the brand/

product to have a place in their life. Again,

as Eco (1984) observed, it is clear that

advertisements will have multiple mean-

ings, due to the audience's idiosyncratic

characteristics and the different needs and

desires they wish to fulfill.

Meaning-based approaches are still be-

ing investigated in a number of specialist

areas. For example, by comparing the dif-

ferent meanings decoded by target and

nontarget audiences (Grier and Brum-

baugh, 1999), or linked to country of ori-

gin (O'Donohoe, 1997), or audiences

reflecting activities seen in advertise-

ments in their own lives (Ritson and El-

liot, 1999). The models to date have shown

how the product in the advertisement is

often subordinate to the actual lifestyle

and use of the product in the audience's

everyday life. Audiences are now seen as

being excellent decoders and critics of

advertisement as they view them for non-

commercial or informational purposes,



Placing "the self" alongside an advertisement is one

way of considering whether an audience has use for the

product in their life themes, but the introduction of highly

stylized advertisements now enables the audience to

empathize and place themselves inside the advertisement.

which helps them understand how to be-

have socially or to incorporate products

into their own life themes.

Research shows that audiences also de-

code advertisements using cultural knowl-

edge handed down through generations,

knowledge drawn from other advertise-

ments, news and televisions shows, past

experiences of the product itself, and, of

course, if the product has congruence, life

themes. These terms provide a good basis

for understanding meaning interpretation

in advertisements. However, are these suf-

ficient to adequately explain 21st century

audience interpretation strategies? This ar-

ticle uses the results of empirical research

to provide the framework for a new model

showing the areas, from the culturally

and constructed and subjective world, that

audiences draw upon to help them de-

code advertisements.

YOUNG AUDIENCE'S DECODING

STRATEGY PROCESS

The discussion presented below is derived

from an empirical study of how young au-

diences, aged 16 to 21, decode advertise-

ments. Young people are often considered

to be cynical and sophisticated audiences

of advertising (O'Donohoe, 1997), and yet

their relationship with one another is al-

ways interesting, from a social and cul-

tural context, as advertising deals with

images of self-identity and social relation-

ships. As stated above, audiences are ex-

cellent at decoding advertisements, and this

study considers the knowledge they draw

upon from their culturally constructed

world to help them in the decoding process.

Qualitative research was conducted and

centered upon showing an "alcopop"

TV advertisement to young people be-

tween 16 and 21 years old. Discussion

took place with stimulus material in the

form of frames from the chosen adver-

tisement (Bacardi Breezer "House Party").

The research was conducted in school

with the 16 and 17 year olds, or in an

appropriate place, such as a classroom

at a university for the 18-21 year olds.

Full details of the ethical processes for

recruiting participants are shown in

Kenyon (2004). A phenomenological re-

search process was used as no premedi-

tated questions or hypothesis needed to

be answered. This method also ensured

that the researcher did not influence the

participants unduly. Qualitative analyti-

cal tools also seem to be the preferred

research method used by theorists in-

vestigating meaning and decoding ad-

vertisements (Arnold, Kozinets, and

Handelman, 2001; Hirschman, 2003; Kelly-

Holmes, 2000; Proctor, Papasolomou-

Doukakis, and Proctor, 2002). Thus

qualitative research is used to enable

participants to present their own thoughts

of their own world. In total 72 partici-

pants took part in the research study.

The study involved 7 discussion groups

and 16 individual depth interviews. The

primary purpose of the research was to

establish which elements of the cultur-

ally constructed world participants drew

upon to help decode advertisements. The

secondary purpose is to discover if the

culturally constructed world is "made up"

of elements not yet accounted for.

THE DECODING THEMES IDENTIFIED

The participants drew on a vast variety of

knowledge to help them decode advertise-

ments. The knowledge comes from a range

of areas, as shown in the literature review.

One important aspect identified is that

each participant moves in and around

different types of knowledge when dis-

cussing different parts of the advertise-

ment. Similarly, no particular type of

knowledge was drawn upon, in the de-

coding process, when participants were

discussing a particular advertising frame.

This indicates that the decoding process

is totally in the hands of the audience,

and no matter how obvious the encoding

elements and icons are to the creative

directors, it is decoded "as seen fit" by

the audience. There were, however, clear

themes that showed how existing knowl-

edge, from the culturally constructed

world, is drawn upon when participants

are decoding advertisements. The four

themes are in and around Self, the Social

Circle of the participant, Popular Culture,

and Inherited Culture. The narratives, from

the research, indicated also that the par-

ticipants decode the advertisement by plac-

ing themselves in and alongside the

advertisements (Elliot and Ritson, 1995).

What was interesting, and has not been

acknowledged previously, is that partici-

pants also "took themselves away" from

the advertisement to activities that were

not connected with the advertisement they

were decoding. This strongly suggests

that participants' minds are free to roam

within and outside the advertising text.



Advertising therefore is not latent, if the consumer wishes

to invest time processing it actively. Indeed some adver-

tisements, due to their high level of creativity, can often

be seen as having an identity in their own right—away

from the actual product being portrayed.

This eclectic activity, in the group discus-

sion and the depth interviews, happened

in all of the four themes. For example,

some participants talked about their friends

within the advertisement and placed their

friends into the "body" of a character in

the advertisement. Other participants dis-

cussed behavior of their friends or social

circle in situations that were not directly

connected with the advertisement. There-

fore, four themes become eight:

1. Personal Self Inside the Advertising Text

2. Personal Self Outside the Advertising

Text

3. Social Circle Inside the Advertising Text

4. Social Circle Outside the Advertising

Text

5. Popular Culture Inside the Advertising

Text

6. Popular Culture Outside the Advertis-

ing Text

7. Inherited Culture Inside the Advertis-

ing Text

8. Inherited Culture Outside the Adver-

tising Text

The following sections provide defini-

tions of the decoding themes identified

through the primary research. The defini-

tions are compared to current thinking,

and following the conceptual nature of

the theme a narrative is provided to show

how participants use the theme to aid

their decoding process.

Personal self inside the advertising text

This theme shows that the participant an-

chors their "self" to the advertisement.

They consider the roles, behavior, and

activities of the characters within the ad-

vertisement and can "see" themselves en-

gaged in those activities and "take on"

the role of a character in the advertising

message. Anchoring personal experiences

or "personal self within the advertising

text" is where the participant takes on the

role of a character within the text and

imagines themselves in the character's life

for a brief moment (Baudrillard, 2005;

Chang, 2005). This confirms previous com-

munication concepts of existential con-

sumption (Chang, 2005; Elliott and Ritson,

1995), in that informants become empa-

thetic to, identify with, or vicariously re-

live "that" shown in the advertisement.

An example of a narrative is shown after

the participant decodes Figure 3 (Man

with Tattoo).

Personal self outside the advertising
text

This theme exemplifies how a participant

reflects on a personal experience to help

the decoding process. Their minds have

freely wandered to personal experiences

that are not connected to the advertise-

ment, but are useful to draw upon to

help the decoding process. The narratives

show an important aspect of self/personal

experience that has hitherto not received

full recognition. The essence of "personal

self outside the advertising text" is brought

about when participants go beyond the

advertising text, thus moving their con-

sciousness into a world beyond the adver-

tisement currently being viewed. This

shows that audiences "do" much more

than anchor themselves to the advertising

message as has previously been stated in

literature. Informants draw on echo cham-

bers that are not associated with the use-

fulness of the advertising message or how

the product can be a contribution to their

life themes. Also, they do not see them-

selves within the advertisement. The ex-

ample is from a participant, upon seeing

Figure 3 (Man with Tattoo).

Male (aged 16/17): They're [pit-bulls]

bred for fighting. So, well, these are

stories I've heard from my dad and

my brothers that they've been to like

call outs for dogs and fighting dogs.

They're both policemen.



Audiences are now seen as being excellent decoders and

critics of advertisement as they view them for noncom-

mercial or informational purposes, which helps them

understand how to behave socially or to incorporate

products into their own life themes.

Here the participant refers to anterior in-

tertexts of personal knowledge through

discussions with his family. Again, the

intertext is a personal echo that is out-

side the message given in the advertis-

ing text.

Social circle inside the advertising text

This theme anchors the social activities

of friends, family, or social circle in the

advertisement. Participants give their so-

cial circle, family, or friends roles of a

character or situation in the advertising

message. Therefore, instead of placing

themselves in the advertising text as "per-

sonal self inside the advertising text" dis-

played, participants placed their social

circle within the advertising text.

The activities that their friends, family,

and "other" people have done are the

intertexts that provide the informant with

sufficient knowledge to draw upon to form

meaning from the text being read. The

informant anchors their social circle's past

activities and places them into the "mind

and body" of the main characters or "gen-

eral" characters in the party scene shown

in the advertisement. This confirms pre-

vious communication concepts of audi-

ences placing their localized, socialized,

personal culture, and social self within

advertising texts (Kelly, Lawlor, and

O'Donohoe, 2005; Muniz and O'Guinn,

2001; Soar, 2000). The narrative in Fig-

ure 4 demonstrates this.

Social circle outside advertising text

This theme shows how participants re-

flect on the social activities of their friends,

family, and social circle. The activities that

the participant sees to help in the decod-

ing process are activities, not those shown

in the advertisement, which take the par-

ticipant's mind outside the advertisement

being watched. Again the social circle is

their personal, localized, and socialized

activities—but their decoding process

moves their minds from the current ad-

vertisement to an activity that takes place

in this social circle. This "outside" the

context of the advertising text has not

been previously identified, but occurs fre-

quently when young people decode ad-

vertisements. For example, the narrative

in Figure 5 shows how the participant

relates displays of triumph on the football

or rugby field to a gesture shown in the

advertisement.

Popular culture inside advertising text

This theme anchoring general popular cul-

ture into and alongside the activities

known of the characters in the advertise-

ment. This is similar to "personal self

inside the advertisement" and social cir-

cle inside the advertisement. However,

the difference is that in the aforemen-

tioned themes, the participant knows the

people they are placing into the advertise-

ment. With "popular culture inside adver-

tising text," the participant is placing a

character only known at arms length, for

example, a famous sports player or TV

personality. This is demonstrated by a

participant shown in Figure 6 in a frame

from the advertisement that contains a

cat. The cat shown is a central element of

advertisement.

In the narrative for Figure 6, the partici-

pant makes a direct reference to popular

cartoons. The activities described are where

a cartoon cat "gets one over" on the dog.



Therefore, the decoding strategy used by

the participant is to use current knowl-

edge of popular culture.

Popular culture outside advertising text

This theme is a reflection of "popular

culture outside advertisement." Again the

participants let their "minds roam freely"

to the past experiences of watching pop-

ular culture, to help them decode the ad-

vertisement being researched. However,

the narrative reference moves away from

the current advertising text to a text out-

side the advertisement being viewed. The

participants' decoding strategy demon-

strated below shows how they form mean-

ing from the current text by drawing upon

past experiences of other forms of popu-

lar culture. The narratives in Figure 7

demonstrate this.

The girls in this group refer to nature

programs. The advertisement does not

have any references to nature programs,

but the knowledge of nature programs

gave the girls knowledge as to how ani-

mals stalk their prey and who are the

kings of the jungle and so on. This knowl-

edge, outside the advertising text, is used

to help them decode the advertisements.

This strategy was frequently identified in

the empirical research, but has not previ-

ously been identified.

Inherited culture inside advertising text

This theme anchors general cultural be-

havior into advertisements. Inherited cul-

ture is a direct anchor to embedded cultural

norms, religious beliefs, values, supersti-

tions, and adopted behavior overlaid onto

the behaviors or characters shown within

the advertisement. Inherited culture is em-

bedded deep within a person, learned

from "elders," and changes very slowly.

In the narrative of Figure 8, the partici-

pant is drawing from the essence of "in-

herited culture inside the text." The

participant draws on inherited knowl-

edge and intertexts of horoscopes and zo-

diac imagery. The participant refers directly

to the "two girls dancing" in the text, but

also refers to cultural knowledge of astrol-

ogy. She draws upon that knowledge and

places it upon the "two girls dancing."

Therefore, the existing inherited knowl-

edge she has gained is from inherited

cultural intertexts of zodiac signs.

Inherited culture outside the advertising
text

This final theme reflects upon general cul-

ture that is not connected to the advertise-

ment being researched. However, the

embedded knowledge "learned" from be-

ing in and around their social, religious,

and, in this case, superstitious culture has

given participants the ability to decode

characters and activities in the advertise-

ment being researched.

In the narrative of Figure 9, this partici-

pant is drawing from the essence of "in-

herited culture outside the advertising

text." The participant is drawing on inter-

textual knowledge of social graces. It is

culturally unacceptable to look away when



another person is talking. The participant

does not state that the woman is being

rude, which would have placed this

narrative in "inherited culture inside the

advertising text"; she draws from her own

knowledge outside the current text being

read and keeps a distance from the char-

acter in the text.

SUMMARY OF NARRATIVES

The range of knowledge that young par-

ticipants draw upon to help their decod-

ing of the advertisement is varied and

idiosyncratic. However, as discussed ear-

lier, several themes are prominent. Par-

ticipants moved their "mind's eye" in

and around the advertisement with ease.

Their thought processes frequently tran-

scended the advertising text, by using

past knowledge of personal experiences,

the experiences of their social circle,

TV, or superstitions to aid the decoding

process. Not only are they masters at

decoding advertisements in this way,

they are also expert at placing characters

they know, and those that they do not

know, into and along side the advertise-

ments. Figure 10 shows the process de-

veloped from these narrative readings

and illustrates how audiences decode

advertisements.

CONCLUSIONS

The most important element that can be

drawn from this study is that the decod-

ing of advertisements is based on a wide

range of knowledge and experiences, some

of which have not hitherto been recog-

nized. It has always been acknowledged

that culture has been a powerful influ-

ence in the decoding process of advertise-

ments (Jhalley, 1995; Schroeder and Zwick,

2004). Similarly it is recognized, by many,

that audiences enjoy advertisements and

decode them to fit with their life themes

and projects (Mick and Buhl, 1992; Scott,

1994; Solomon, 2002) or feel there is con-

gruency between themselves and the ad-

vertising message (Chang, 2005; Tsai, 2005).

However, the results from this research

show several elements that have not pre-

viously been accounted for.

The findings help provide a categoriza-

tion of the "culturally constructed and

subjective world." Rather than trying to

find out if audiences understand the ad-

vertisement or have a positive attitude

toward the advertising message, this re-

search has studied the culturally con-

structed and subjective world to establish

which parts of it participants draw upon

to help them decode the advertisement.

The categorization has identified popular

culture and inherited culture. Both may

seem implicit, under the banner of cul-

ture, but there is a major difference in

how that cultural knowledge is learned.

Inherited culture is a slow moving beast,

which embeds deep values and behav-

ioral norms within a community. Inher-

ited culture is learned from "elders," who

are close to the hearts of the people within

the community. Popular culture, how-

ever, is a fast moving animal that brings

in fashions and icons that are quick to rise

and just as quick to fall. Popular culture

is learned at arms length from TV, person-

alities, or media hype, and thus extends

to people and images not rooted within a

personal community. Due to the fact that

one type of culture stands firm and is

close, and the other can be turned off

by a flick of a switch, it seems necessary

in the 21st century that the two need

to be studied and defined in their own

right. The further theme, noted in this

research, is that of the importance of so-

cial circle. This theme has not previously



been explored or identified as one that has

helped audiences decode advertisements.

It, like popular and inherited culture, has

been placed under the banner of the

constructed world. However, the research

shows that participants use their social cir-

cle, especially their friends, as reference

points when decoding advertisements.

The second element that requires dis-

cussion is the fact that the participants

often strayed outside the advertisement

being researched. Chang (2005) and Tsai

(2005) stated that audiences view adver-

tisements more positively if they can "see"

themselves in the advertisement. This re-

search upheld that belief, but also showed

that when decoding the advertisement the

audience drew on personal experiences

outside the advertising text. Therefore, to

understand and enjoy the advertising text,

the audience does not necessarily have to

see themselves in the advertising text. This

research has shown how audiences take

the messages they see in the advertising

text and place them in and around their

own past experiences. Building on this,

audiences can do the same with their so-

cial circle, popular culture, and inherited

text. Therefore, the images and messages,

within advertisements, are often decoded

out of the context of the advertisement.

SUGGESTIONS FOR FUTURE RESEARCH

The empirical evidence provided sug-

gests that the consciousness of a young

person visits eight clearly discrete themes.

It is useful for creative directors who

want to get closer to the mindset of their

target audience, to know that the minds

of young people "flit" to and from these

different themes. More importantly on a

practical level, practitioners will gain

greater insights by completing qualita-

tive research during the brand develop-

ment stage using the eight decoding

themes. The outcome will give them in-

side knowledge as to which themes are

used in the decoding process most often.

This will greatly assist marketers and cre-

atives in understanding how the product

is symbolically placed in the mind of the

"intended" user. With that valuable knowl-

edge, the product positioning and adver-

tisements can be developed with a clearer

understanding of the target audiences

ideas and understanding.

The first suggestion for future aca-

demic research is to test the "inside-

outside decoding" themes by replicating

the methodological approach. The age

range and research method should be

replicated, but different advertisements

could be used as the object being re-

searched. It is hypothesized that the nar-

rative data analysis will produce the same

themes. The second suggestion for future

research is to change the philosophical

stance to positivism and ask questions

directly related to the themes. For exam-

ple, participants could be shown an ob-

ject such as an advertisement, film, or

world event and asked direct questions

about the object. Each set of questions

would be structured around the decod-

ing themes. Finally, researchers who wish

to undertake their own deep reading of

advertisements, or indeed any communi-

cation, can use the decoding themes to

structure their reading.
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