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Teacher instructions
Preparation
· Learners will need to work in pairs or small groups of no more than three or four.
· Cards with a list of four different technical conventions used in adverts will need to be cut up for each pair/group.
· Cards with either BODY CARE PRODUCT or FASHION ADVERT will need to be cut up for each pair/group.
 
When in pairs or groups, give each group an activity pack that includes:
a. a simulation activity task handout
b. a card with the genre of advert they must make
c. a card with the four different technical elements/conventions they must use in 
their advert
d. a group feedback sheet.

Making the mock-up adverts and collating feedback:

1. Learners can create a hard copy (hand drawn) or digital mock-up of their advert (you might want to get each learner to create their own version if working in groups of fours):
a. if creating a hard copy, they will need A4 or A3 sheets of paper and pencils
b. if creating a digital mock-up, they will need access to computers or tablets with basic DTP software such as Photoshop or apps such as PicCollage – the focus is not on the quality of the mock-up but how they have thought about combining the elements to make meaning.
2. Learners should be given a set time to complete the mock-up.
3. Once learners have finished their mock-up, they need to present it in a way that is viewable for other groups.
4. Each mock-up should have the group feedback sheet next to it for groups to note down their feedback.

Activity 7: Simulation activity

Working in groups you will complete a simulation activity that develops your understanding of the choices made by producers and the combination of different technical elements used to construct an advert and communicate meaning. You will also develop your understanding of how audiences interpret meaning with this activity.

STAGE 1 – CONSTRUCTING AN ADVERTYou work for an advertising agency and have just been assigned a new account with a client who wants you to produce an advert to sell either a body care product or men’s fashion. It is your job to construct an advert that will successfully sell this new product by communicating to audiences certain values that will persuade them to buy it.


The rules!

· You will be given 4 technical elements that you must use
· You must come up with an idea of how to use these elements on your advert
· You may include other technical elements in addition to the four you are given, but must justify these additional choices
· You will create a ‘mock-up’ of the advert to visually illustrate how these elements will be used in combination together
· You will come up with one sentence that summarises what the preferred meaning is within the advert as a result of this combined use of elements –the intended message you would like the advert to give the audience.

STAGE 2 – INTERPRETING MEANING FROM THE ADVERT

1. In your groups, you are now going to look at the competition! 

1. Look at each groups’ advert separately
2. On the handout by their advert, note down:
a. What you think the preferred meaning is for the advert
b. Which 4 elements have been combined to communicate this meaning
3. Repeat with the next group’s advert until you have fed back on every advert made in the class




2. Assessing how effectively you constructed your preferred meaning

Look at the feedback given by your peers in response to your advert then answer the questions below:

1. How many groups successfully identified your preferred meaning?


2. How many groups successfully identified which 4 technical elements you had to combine to create this meaning?

3. What do their responses tell you about the ways in which media products communicate meaning?

4. What do their responses say about the ways in which audiences can interpret meaning?

5. How many different meanings were interpreted from your advert?

6. What reasons or conclusions can you make from this?






STAGE 3 – DIFFERENT AUDIENCES/DIFFERENT MEANINGS?

Stuart Hall, in his Reception Theory, proposes that media producers ‘encode’ meaning and media audiences ‘decode’ meaning. 

Producers encode meaning by combining a number of different technical elements that work together to communicate a preferred meaning that the producer hopes will direct the audience into interpreting this same meaning. But, not all audiences read media products, and the meanings communicated within them, in the same way. This can depend on their own experiences and whether or not they are part of the target audience.  Hall suggests that audiences are sophisticated and that the messages encoded into media products by producers are not passively accepted by audiences. He argues that audiences are active and will respond in different ways to the messages in the product. Interpreting meaning is a complex process of receiving and then ‘decoding’ messages that may not lead to the audience accepting the intended message in the product.

The model below illustrates how this process might work.
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TASK:

Go back to your ‘interpretation of meaning’ group feedback handout completed at STAGE 2 of the simulation activity. 
For each meaning noted down by the other groups in the class, identify whether it is:
· a preferred reading (P)
· a negotiated reading (N)
· an oppositional reading (O)

What conclusions can you reach about why your peers may have accepted, negotiated or opposed the preferred meaning constructed by you in your advert? Note them down in the box below:
	











STAGE 2 – INTERPRETING MEANING FROM THE ADVERT

Interpretation of meaning
GROUP FEEDBACK SHEET

INSTRUCTIONS:

1. Look at this group’s advert mock-up.
2. On this handout, write what you think in the two columns below:



	What we think the preferred meaning for this advert is
	Which 4 technical elements have been combined to communicate this meaning?
	Type of reading?
P,N,O

	




	
	

	




	
	

	




	
	

	




	
	

	




	
	


Now look at the next group’s advert
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