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Images generate meanings. Yet, the meanings of a work of art or media

image do not, strictly speaking, lie in the work itself where they were

placed by the producer waiting for viewers to uncover them. Rather,

meanings are produced through a complex social relationship that

involves at least two elements besides the image itself and its

producer:(1)how viewers interpret or experience the image and (2) the

context in which an image is seen. Although images have what we call

dominant or shared meanings ,they can also be interpreted and used in
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ways that do not conform to these meanings.
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