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Abstract

Semiotic is one of considerable approach in stuflynedia, especially television advertisement.
Emerging from meaning-based models, semiotic elvigbn advertisement differs from the traditional
information processing approach to advertising @@ principally, because advertising meanings are
constructed within the signifying frame of the ‘ttelky audience or “advertisement reader”, ratherah
simply being delivered in content by the advenjsiin effect, passive terms such as ‘reception’ and
‘processing’ in advertising-audience relationshipeaejected by meaning-based models and replacdd wi
the more active concept of ‘interpretation’. Thisb#de shift in the advertising’s syntagmatic and
paradigmatic locus has had a number of major thgoak implications for the study of advertising
interpretation. Most important, meaning-based medsiress that audience members may well produce
different interpretations about “meaning” in teleibn advertisement.
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